Three Dollars a Year 


Kteg. U. S. Pat. Off. 





LUSTAQUIK FINISH 


Not another lacquer yet it dries dust-free in an hour, hard 
in four hours and is entirely free from offensive odor 


OW you can offer your customers Kyanize Lustaquik 
Finish—a quick drying finish ready for instant use—no ex- 
pensive thinner required.. Any amateur can apply it without 
brush marks or laps,—producing a beautiful and lustrous finish 
that is waterproof and durable. 


Write for complete sales plan showing the greatest sales 


These Kyanize Sales Helps are 
yours for the asking! 


Tyanize 


success of the last twelve months—a success because it an 
swered the demand for a safe, quick drying finish. 


BOSTON VARNISH COMPANY 
182 Everett Station, Boston, Mass. 





Colorful Window Displays, Sales-mak- 
ing Store Displays, Artistic Color 
Cards, Silent-salesmen Cabinets, Beau- 
tiful Booklets, Handsome Panel Racks, 
Newspaper Advertisements, Direct 
Mail Folders and Letters. 





I (am not) a KYANIZE agent. Without 


obligation, send me particulars on the new 
Lustaquik Finish. 


Dealer’s Name 
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A-»-NAW™ME- AMONG: NAMES 


There are 797 Wilsons in the Manhattan phone book, but when you think of Wilson you think of 


. . Woodrow. And 2,159 Smiths, but mention the name and the public thinks 


just one Wilson . 
And in business. 


instantly of onc, and only one... Al. It’s that way in politics. In social life. 
1847 RoGers Bros. is beset by many names that sound almost the same, but thanks to the name 
and trade mark identity campaign, the name has come to stand alone in silverware ... We admit, 
it was not always that way. It took this vivid campaign to do it. But dealers from Pasadena to 
Penobscot tell us that the buying public now knows the name, that confusion is ending, and that 
sales have jumped apace. General Offices: Meriden, Conn. Salesrooms: New York, Chicago, 


San Francisco. Canada: International Silver Company of Canada, Limited . . . . Hamilton, Ontario. 


ry 


OM THE TABLES OF AMERICA’S FIRS Tem eres SINCE 


EIGHTEEN FORTY-SEVEN 


LEGACY FINDS PERFECT EXPRESSION IN THIS 3-PIECE TEA SET, $65 ... LEGACY TEA SPOONS “‘EIGHTS’’ $5.00, [Retail Prices | 


1847 ROGERS BROS. 


s6iti AVE. RPL AT EB 
RNATIONAL SILVER CO. | <<? 


published weekly by the /RON AGE PUBLISHING CO.. 239 West 39th Street. New York, N. Y.. U. S. A. Entered as second 
, 1913, at the Post Office at New York. under the Act of March 3, 1879. (Printed in U. S. A.) $3.00 per year. Single copies 
25c. each. Vol. 123, No. 6 
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AUGHAN’S 


UNBREAKABLE 










will bring you more 
| asitihsies and better business, and a 
reputation as a dealer in the World’s Finest Tools 


é 


Every skilled mechanic appreciates Forged Steel Plane with cutters of 
the worth of a well made, correctly Vanadium Alloy Tool Steel continues 
designed, quality tool and takes pride the acknowledged King of Planes— 
in displaying them to his friends while | and why dealers who handle them 
he talks about their merits. continue to handle them with increas- 


That is why Vaughan’s Unbreakable __ ing profit and satisfaction. 


Throw a Vaughan Unbreakable Plane bottom to the floor and see 
the wise carpenter’s astonishment when it doesn’t break. Plane holds 
frog and frog base in perfect alignment. “No chattering” is possible. 
Nothing to stick. Easy to adjust. Cutters are tool steel all the way 
through—no soft center—grind as far back as you like. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY Cee roc, 
“Aakers of Fine Toots since 1888 
2114 Carroll Ave.~ ~ Chicago. Wh U.S.A. 
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THE WALWORTH 
PARMELEE 









Nut Lock Type—Made in 4 sizes for pipe from % to 4 inches. 



























































A GRIP OF STEEL 
takes hold like the human hand 


HE Walworth Parmelee is the toothless wonder 

among pipe tools. With knuckles and fingers of 
forged steel, it grips like a human hand of gigantic 
strength. 


All parts of the Parmelee are now given the special 
Pyrochron heat treatment which is used to strengthen 
and toughen the Master Stillson. As a result, this im- 
proved Parmelee is far more durable than the old 
wrench. 

The Parmelee is at its best on brass pipe and smooth rods, and 
in close quarters where elbow room is scarce. It is made in two 
types; No. 1 Sleeve Lock; and four sizes of the Nut Lock pat- 
tern for % to 1 inch, 1 to 2 inch, 2 to 3 inch and 3 to 4 inch pipe 
respectively. 


WALWORTH 


Walworth Company, General Sales Offices: 51 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, Ill.; Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Company, Limited, 10 Cathcart St., Montreal, P. Q. 
Walworth International Co., 11 Broadway, New York, Foreign Representative 


Sleeve Lock 
Type—A turn 
of the handle 
unlocks the 
wrench. 
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STRAIGHT TALK on Batteries 


NO PRODUCT sells itself. Not even Ever- 
eady Dry Batteries. 

Good as they are, and popular as they 
are with the public, you and your clerks 
have to sell them. 

What we claim is that salesmanship put 
back of Eveready Dry Batteries brings you 


better profits. These batteries take less sell- 
ing. That means fewer minutes per sale. 
More time to wait on other customers. 
Eveready Dry Batteries thus give you a 
double profit—one profit in cash, the other 
in time saved at the counter. 
Order from your jobber. 


NATIONAL CARBON COMPANY, INC., New York—San Francisco 


Atlanta 


Chicago 


Kansas City 


Unit of Union Carbide UEC) and Carbon Corporation 


Le Mg 
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HIS year---make U. S. Poultry Fence the leader in your drive FREE 

for poultry supply business! Cash in on the vast, ready-made \ 

market for this superior netting! Use it to attract new trade! Newspaper 
Use it to increase sales and profits! Electros / 





U. S. Poultry Fence, today, is the fastest-selling poultry netting on the 
market. Buyers everywhere ask for it by name. They know its 
straight-line construction to be superior to every other type of netting. 
They insist upon it. Nothing else will do. 


Now is the time to profit by this amazing demand. Let us urge that Patios | = 
you check your stocks! See that you have an ample supply of U. S. \\ 
Poultry Fence to take care of your trade! 


Then launch an aggressive campaign for the poultry netting business 
in your territory! Our FREE Dealer Helps---window cards, news- 
paper electrotypes, envelope enclosures---are yours 











Indiana Steel & Wire 
Company 


Muncie, Indiana 











Sold ONLY through the 
regular wholesale and 
retail trade. 
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HIS striking full page 
advertisement will ap- 

pear in The Saturday Eve- 

ning Post assuring quick 
consumer demand. 


The Blue and White Box sells ~ 


In-Nap Moth Balls and Flakes 


The Blue and White box 
will be instantly 
recognized. 


£ pw attractive package has real mer- 
chandising value. It means Quick 
Sales, Quick Profits, Quick Turnover. 


In-Nap Moth Balls and Flakes are backed 
by national advertising reminding the 
housewife to be thrifty—that the Blue 
and White package contains a power- 
ful, clean, stainless and sure moth 
destroyer. 


INTERNATIONAL COMBUSTION 


A Subsidiary of a 


INTERNATIONAL COMBUSTION 
ENGINEERING CORPORATION 


TAR & C 





In-Nap Moth Balls and Flakes are made 
from the whitest and purest Naphtha- 
lene. They are packed in air sealed boxes 
to preserve their full strength and effec- 
tiveness, 

In-Nap Moth Balls and Flakes should 
be stocked now to secure the benefit 
of the national advertising and the 
seasonal demand. 


INTERNATIONAL 
COMBUSTION BUILDING 
200 MADISON AVENUE, N. Y 


HEMICAL CORPORATION 


INTERNATIONAL COMBUSTION TAR & CHEMICAL CORPORATION, International Combustion Building, 200 Madison Ave., N.Y. 


Please quote me on— 


weceesess-s--.- BOSS In-Nap Moth Balls (12 oz. boxes) eeseeuuness. gross In-Nap Moth Balls (16 oz. boxes) 

pane en = gross In-Nap Moth Flakes (12 oz. boxes) sessssseee.e-.. ZFOSS In-Nap Moth Flakes (16 oz. boxes) 

ete OEE bbls. In-Nap Bulk Naphthalene (Balls) sevssssseeeeeDbIs. In-Nap Bulk Naphthalene (Flakes) 
a EER Cee OO NON SE OE RONEN ORES 2) OES pee al A SIRE es SE CSTIED SL eH aCe oo RENOIN 








Name of Jobber Address 
if In-Nap Balls and Flakes are shipped in rugged containers, 48 boxes to a container. Also in barrels. } 





— <a 
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BUILT-IN QUALITY 


HE success of the Everedy Door Closers proves that 

when you make something people want, build-in qual- 
ity and sell it at a popular price, that it can be profitably 
merchandised. Everedy Door Closers are in demand be- 
cause they are superior door closers and serve well. They 
perform perfect, door-closing duty day in and day out. 
Dealers everywhere, testify to the satisfied customers they 
make and the many sales that come without effort in re- 
sponse to Everedy National Advertising. 










Pmt A. CN RENN 


EVEREDY Pneumatic Silent Door Closer 


No. 1000—Everedy Pneumatic Silent Door Closer 
For Screen and Light-Weight Doors 

Fits right and left hand doors without mechanical change. Only a screw driver 

needed to attach. No tools required to detach. Mechanically perfect. Powerfal, 

specially tempered spring. All brass and steel construction. For screen and light- 

weight house doors. Dull nickel finish. Retails for $1.00. 


} 


TU 










om | 
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Everedy Double-Duty Door Closer 


No. 2000—Everedy Double-Duty Door Closer 
For Heavier Doors 

This door closer combines all the superior, mechanical features of the No. 1000 

plus powerful, double springs, one in jamb bracket and one in cylinder, working in 

unison. The only double-spring door closer on the market. Recommended by 

ee as standard equipment for heavier doors. Dull brass finish. Retails for 


FREE— A Handsome, Demonstration Mount, finished in green lacquer, sent 

to you post-paid and FREE. Just fill out the Requisition Post Card 
enclosed with each dozen door closers and mail to Factory. New Dealer Helps FREE, 
including Window Streamers, Package and Mail Inserts. 


Prices Slightly Higher in Far West and Canada 
Write for Catalog 










en helen eet ~=6 THE EVEREDY COMPANY 
cna oo May Rea FREDERICK, MD. 








EVEREDY PRODUCTS ARE ENDORSED BY 
ee tha 
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A NEW 
EVEREDY PRODUCT! 


CLIMAX CAPPER No. 250 


The Everedy Climax Capper puts the motion into merchandise. 
In this Capper Everedy Quality and Everedy Volume Produc- 
tion combine to give you unlimited opportunity for fast turn- 
over. Cut the cost of doing business, get more customers and 
hold them with this high quality product in the low-price 
field. Identical in many ways with high price cappers. 


Na SPRL 


1-—Gear and Rack of high with rubber, insert release. No 
— steel. Non-strip- jammed caps, no breakage. 
ping, extra-large teeth. ¢ Comfortable, easil 
"4 y-operated 
2—Double-braced, steel post handle with good leverage. 


riveted to steel base; 
will ml Giek = TR owe 44 6—All-steel construction, heavily 


3-Spring-handle lift, re- nickeled to prevent corrosion. 
turns handle for next 7—Seals perfectly any size bottle up 























4 operation and holds it to one quart. 
Climax Capper there. 8-Built according to Everedy Speci- The Capper 
85e. 4—Flanged, steel throat fications and Laboratory Tested. — the 
The Copper with =e Never. 










the Never-Stretch Posts 

































EVEREDY EVEREDY 
Capper No. 101S Double Duty Capper No. 222 


The accurate and even capper with This ca he 

pper s the power for 
the ne ‘ post. A Double heavy duty. Double geared. Double 
pata 2mm ‘dle mid utomatic .pring-handle lift. Double, never- 
SRE aay sep. stretch posts. Equipped with the 
Equipped with the New Everedy New Everedy Crown Retaining Clip. 
Crown Retaining Clip. ” oun . 
Never-cramp handle. Big leverage. {OWwertul leverage. | No cast parts. 
$1.25. Other models for less. Heavily nickeled. $2.00 


EVEREDY EVEREDY 
«ow Strainer Set No. 300 Syphon Filter No. 400 


Strains and filters without spilling. This new way of Syphoning and Fil- 
Grommeted Strainer and Filter Bags tering, at the same time, saves work. 
fit snugly in nickeled stand. Can be Big repeat sales on filter diges. Met- 





used on any size vessel or crock. allic Float, Filter-Cloth Dise, Stretcher 
Complete in sanitary display carton. Ring and Hose Guide (hose net in- 
$1.25. cluded)—in sanitary carton. $1.00. 







Prices Slightly Higher in Far West and Canada 
Write for Catalog 


THE EVEREDY COMPANY 
FREDERICK, MD. 





OSE Se 


All Everedy Products are Nationally Advertised 
and carried by your Leading Jobber. 


MILLIONS OF USERS AS THE STANDARD 
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This is Osborn 
Wall Paint 
Brush 435. 
Made in five 
sizes: 3” to 5” 
wide. 
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Why Carpenters Like to Work 
With CHAMPION Screw Drivers— 


First, because they have a wonderful blade—a blade that 
stands hard service because forged from the toughest steel. 


Second, because this blade is shrunk into a solid malleable 
bolster. This bolster rests in a heavy ferrule. The tang 
which forms a part of the bolster, enters and passes far into 
the handle. The blade simply cannot turn in the handle. 


Third, every blade is tested to split a screw head. 


Nearly 300,000 Champion Screw Drivers were sold last year 
to Carpenters, Electricians, Machinists and Home Owners. 
Keep stocked. Send for Catalog. 


Your Jobber will Champion 





on 


IOWAILVRAUCHTEL TENE ULNA 


{OUE!VOLLIONLLUOLAGAELAAU LALLA 


THUVUASONNUNULINALENLOUHN 


TUVALU LL LOU 


Screw 


supply you. If not, 4 % Drivers have been 


will refer you © ( HARDWARE COMPANY ) 3 cos i 


the nearest Jobber from 1% to 30 
who will. inch blades. 


Reg. U. S. Pat. Off. 
Established 1854 Incorporated 1864 


TORRINGTON, CONN,., U. S. A. 
New York Office: 151 Chambers Street 
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Make this Test/ 


Maybe your customers don’t believe there is a Lock 
Shackle that will stand bolt cutters. Put any Hurd 
Shackle into a pair of 36-inch bolt cutters with the 
strongest man you know on the handles. You will ruin 
the bolt cutters, but you won’t hurt the Shackle. Make 
thie test once and you will be able to pass the word 
around that you carry a line of Padlocks with Shackles 
so tough and hard that bolt cutters, files, hack saws, 
cold chisels, etc., cannot phase them. This is the record 
of Hurd-Built Locks everywhere! 

Hurd-Built Locks are all pin tumbler type. Key Holes 
are fitted with Covers and the Bodies have Two Drain 


Holes to eliminate weather hazards. The Hurd Screw 
Driver Slot in the Key Plug prevents twisting or breaking 
of keys. The Hurd Lock Body is machined from Solid 
Bar Bronze, making a Body that is in keeping with its 
powerful and rugged Shackle. All Hurd Locks are 
serviced by one Key Blank. Hurd Locks are econom- 
ically priced and dealers everywhere find that one Hurd 
Lock sells another. 
Write for prices, samples, displays, catalogue pages, 
electros, etc. 


E. P. Hurd, Lock Builder, Detroit, Michigan 


HurRO 


Cutter Proof, SawProof, FileProof, WeatherProof 


SNAP LOCKS 
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traction 
and safety! 


Now is the time they need it!—and 
now is the time to pocket McKay 
profit—when icy, snowy, slippery 
roads call for tire chains — when 
motorists are looking for tire chains 
that last. Ask your Jobber for . 


| M'KAY 


TIRE CHAINS 


‘UNITED STATES CHAIN & FORGING CO. PITTSBURGH. PA. 
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Mehr olit-Spot inYour Store 


It’s less than five square feet— 
but large enough to set up a Union 
Display Rack—an attractive piece of 
store furniture—which conveniently 
displays 19 rugged, sturdy, fast-mov- 
ing Union Farm and Garden Tools. 


Every hardware dealer in the country 
who has one of these racks (there 





The Union Fork & Hoe Co., B-219 
Columbus, Ohio 

I want to increase my sales in Farm and Garden 
Tools 25 to 40 percent this year. 

How can I secure a Union Display Rack FREE, 
in order to do this? 











are hundreds now in use) has found 
it to be a sure-fire Profit-Spot in his 
store. They tell us it increases sales 
in steel goods from 25 to 40 percent. 


And Union Tools are Profitable 
Tools. 


We have a Union Rack for you — 
FREE. Send in the coupon for details. 


The Union Fork & Hoe Company 


COLUMBUS, OHIO 


Manufacturers of 


A Complete Line of Forks, Rakes, Hoes and 


Special Purpose Tools. 
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“NELSON LAWN GOODS 


“Crescent” 


SPRINKLER 


You Can Move It ; Beautiful 4-Color CLINCHER MENDER |) a 


Without Getting i Display Box Sells 
Wet alan Th eet 
tt 4, : f | ) 


The ‘‘Crescent” is a durable Ring Sprinkler, with 
four series of clean cut holes which throw the 
streams far out at different angles. Always in 
demand. An easy seller. 


It throws all the water to the front and sides. 
Covers a large area evenly. 


Top made of 22-gauge brass with bottom 
of a brass or cadmium plated 
steel. i 8% inches. Packed one to 


a display box. 


> L. R. NELSON Mec. Co., Inc. 


j Y 4 + e e 
: y Peoria, Illinois 


Catalog and Electros on Request 




















OU’RE not 
doing your job- 
ber a favor by ordering just 
“bolts and nuts.”—?e He has 
to carry a variety of brands 
and he would be glad to get 
a line on your preference. 
Siew te will willingly send 
you 1 Empire Bolts and Nuts 
exclusively if you remember 
to ask for them by name. 








RUSSELL, BURDSALL & WARD BOLT & NUT COMPANY 
Factories at PORT CHESTER, N. Y. ROCK FALLS, ILL. CORAOPOLIS, PA. 
Sales Offices at Philadelphia, Chicago, Detroit, San Francisco, Los Angeles, Seattle, Portland . 



































No. 35GT 
Green lacquer frame. 
Futuristic cover. 


No. 35RM 
Red lacquer frame. 
Black cover with motif design. 


New Beauty and Utility For the Home 


Color is now the Vogue. ‘Gold Medal’’ colored folding chairs have an 
exceptional appeal to every home. Light weight and bright hued, they are 
ideal in the sun parlor, about the fireplace and for card games. They are 
equally charming and convenient for porch and lawn. 

These well designed, attractive chairs sell because they fill the present 
demand perfectly. They make your window and store displays more 
attractive. A variety of colors and three distinct patterns offer ‘‘eye appeal”’ 
and sales possibilities that is out of the ordinary. 

“Gold Medal” chairs are not limited by seasonal demands. They sell 
summer and winter for indoors or out. Write for our complete catalog and 
full information on the profit possibilities this line holds for you. 


Gold Medal Folding Furniture Co. 























° J e 
Racine Wisconsin 
FOLDING CHAIRS 
To Match Colored Frames and Covers on Nos. 35, 
41. See Chart Below. RECLINING CHAIRS 

No. No. No. Frame | Cover a ae __ “GOLD MEDAL” “Badger” 
35 | 40 41 | Varnish Olive Drab Cover | Dbl. Duck | «Single Duck _ ____ Single Duck 
35GM| 40GM | 41GM | Green Lacquer | Motif \Frame | Varnish Varnish" Green Lar. |Red Lar. Varnish _ 
35GT | 40GT 41GT | Green Lacquer | Triangle aT See Se :e: Rak eel 
35GS | 40GS 41GS | Green Lacquer Stripe ee ee, eee) eee eee ee a OR ee | 
35RM | 40RM | 41RM | Red Lacquer | Motif Without arms or foot rest | 11 $11 } 11G | 11R 211 
35RT 40RT 41RT | Red Lacquer | Triangle With arms j 11A S11A H 11AG | 11AR i 211A 
35RS | 40RS 41RS Red Lacquer | Stripe With arms and foot rest i 11F S11F | 11FG | 11FR | 211F 
35EM | 40EM | 41EM | Orange Lacquer | Motif With arms, ft. rest & canopy | 11C $11C | 11CG | 11CR i 211C 
35XM | 40XM | 41XM | Black Lacquer | Motif LE 
35BT | 40BT 41BT | Blue Lacquer Triangle 
35AS | 40AS 41AS | ee | Stripe 

| ahogany ‘ 

35Y 40Y 41Y | { Brass Hdw. | Khaki 








Pats. Granted and Pending 





No. 11FR 


Red lacquer frame. 
Multiple colored cover 





No. 40GM 
Companion chair. Green lacquer 
frame. Orange cover and motif. 








No. 35GS 
Green lacquer frame. 
Striped cover. 





No. 41RT 
Companion rocker. Red lacquer 
frame. Futuristic cover. 








For thirty-seven years, ‘“Gold Medal” Folding 
Chairs, Cots and Tables have been real money 
makers for dealers. ‘‘Gold Medal”’ is the rec- 


ognized standard in folding furniture among 
campers, sportsmen and explorers all over the 
world. 





No. 1—The Famous ‘‘Gold Medal”’ Folding Cot 


The frame is reinforced throughout with cross rivets where the stress is 
most severe and with steel plates at all joints. Canvas cover of 12 oz. dou- 
ble filled brown duck. Constructed to give maximum service with minimum 
weight. Opened: 78°x27°x16%%". Folded: 39°x6’x4". Weight 17 Ibs. 


No. 50. A 36 inch cot of similar yet he&vier construction. 


These Are Steady Profit Builders 


You can cash in on this recognition. ‘Gold 
Medal” has kept all its products up to date. 
Improvements in design, construction and ap- 
pearance give this year’s line a stronger appeal 
than ever before. Feature ‘“‘Gold Medal” for 
profit. Write for complete new catalog. 





No. 5 ‘Gold Medal’’ Stool and 
No. 6 Chair 
The frame is made of air dried hard 
wood, seat of heavy duck, legs rein- 
forced by steel plates. Folds very com- 
pactly. 
No. 5 Stool—Weight: 314 Ibs. 












No. 14 Foldflat Table 
Pat. Pend. 

An ideal table for porch, lawn or 
within the home and widely used 
for motor camping. Folds flat, the 
legs incased inthe top. Wt. 11 Ibs. 

Size: 30°x30°x28" high. 

Folds: 30°x15"x2" 


This Policy Protects You 


The “Gold Medal”’ sales policy has always been fair and 
unvarying. All distribution is through legitimate trade out- 
lets. Prices are standard and consistently maintained with- 
out favoritism. The ‘“‘“Gold Medal’”’ trade mark is assurance 
of quality to the customer—it means sales and profit to you. 





No. 80—‘‘Gold Medal’’ Double Stee! Bed 
(Pats. Pend.) 


This bed is equipped with a strong ‘‘channel iron’’ frame. Finished in 
Jade Green lacquer. Furnished with a non-rust indestructible steel fabric 
spring with 23 helicals on each end. Bed folds very easily and with no loose 
parts. 


Opened: 48°x76'x16". 
Folded: 48°x419"x419". 
Weight each in carton: 39 Ibs. 


No. 8030 ‘‘Gold Medal’’ Single Steel Bed 


Similar in construction to No. 80.’ 30” wide. An ideal emergency bed 
for home or camp. Weight 32 lbs. 


No. 6 Chair—Weight 4 lbs. r 





Pat. Pend. 


No. 13 
Improved ‘‘Gold Medal’’ 


Roll Top Table 


Excellent for the tourist, camp or 
home. Seasoned hardwood frame. 
Imitation leather top. Special con- 
struction permits very compact 
folding. Furnished with strong duck 
containing sack. Wt. 12 Ibs. 


Open: 31°x31'x2814". 
Folds: 31°x4"x6’. 





Gold Medal Folding Furniture Co. The “Badger” Line is a popular priced quality 
RACINE WISCONSIN a includes a folding cot, chair, stool and 

Favorably Known. Nationally Advertised No. Size bm 

Since 1892 * 202 “Badger” Cot Tan 76°x25°x15’ 15 Ibs. 

The Recognized Standard 203 “Badger” Cot Tan 76°x27°x16%" 17 Ibs. 

204 “Badger” Stool 3 Ibs. 

205 ‘Badger’ Chair 3% Ibs. 

“Badger” Table 36°x22"x27" 16 Ibs. 








© Gold Medgl Folding Eurn. Co. 


“GOLD MEDAL FOLDING . 


RACE MARK REG V.6. PAT. OFF 
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BEAUTY 
More Than 
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Skin Deep 





Vice-President and General Manager 


Flash —alone— 
Performance aloné will not 
sell a gas range—any more 
than it will a motor car. But 
overflowing Beauty and Per- 
formance fog.the money will 
get the buyers dollars. See the 
New Round’Oak Line to see 
how we have fulfilled these 
requirements in a manner that 
is not equalled anywhere. 


Attraction that follows through 


That’s the gist of the opinion of men 
who know gas ranges and what 
people want. 

The NEW ROUND OAK Linc hits 
the spot where they live—sales at- 
traction. For here is the beauty that 
attracts, backed by the convenience 
and cooking performance that peo- 


ple want. They are Patricians in 
looks—Y eoman for service. In a word 
just as we promised these ranges fit 
into the ‘““New Order of Things.” 
That means a big profit year for 
Round Oak dealers. Write for full 
details of the line, and the distinct 
advantages of the Round Oak Line. 


THE BECKWITH COMPANY 


‘Round Oak Folks” 


Established 1871 


DOWAGIAC, MICHIGAN 


Zuet. (C Arve 
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Coritinental Service 


is Unsurpassed 
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BS ACK of the high quality of Con- 
; 74 tinental Goods you get Continental 











Service. 
Screen Panel Storm Panel 
IN SUMMER IN WINTER 
i — ng Keops ont Celd 
onserves Healt Sav "ne ° ° . 
z ’ te Continental helps the jobber sell the retailer by 
‘ reason of FREE DELIVERY to distribution 
a Continental points in the principal cities and towns in every 
snation Scree Door State. The retailer profits by receiving clean, per- 
: Combination and Storm fect, undamaged merchandise FREIGHT FREE 
; Continental at the distribution point. 
All Metal 
Extension Window 


Screen 






The complete Continental Line includes: 


Screen Doors, Window Screens, K. D. 
Frames, Combination Screen and Storm 
Doors, All Metal Extension Window 
Screens, and Metal Frame and Wood Frame 
Ventilators. 


Continental Quality and Service have made and 
held friends throughout the entire industry. 
Continental Products are handled by leading 





jobbers. If your jobber cannot supply you, 
we Il be glad to direct you to one of our repre- 


sentatives in your locality. 




















'ONTINENTAL SCREEN CO. is 
DETROIT, MICHIGAN | 
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Dealers who push Peters Ammunition 


this year will reap a_ profit beyond any 

past experience. It pays to push Peters. 

The marvelous spark photography—ex- 

clusive to Peters—has made possible de- 

\ velopments in ammunition such as the 
world has never known. 

\ And the advertising behind Peters this 

\ year is a great step forward. It will cause 


flocks of profits to flow into your store if 
you tie up with it. 





AMMUNITION | 


The PETERS CARTRIDGE COMPANY 


ETERS| § 















New York San Francisco 
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The New 
Perfect 36 Series 
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EVER, until now, has a washer of such high quality 

been produced to sell at so moderate a price. 
Never before have so many distinguished details been in- 
corporated into a machine of this quality; and never be- 
fore has a washer of this quality or beauty been produced. 
It is the last word in washing machine beauty, design, 
color, mechanical precision and perfection —a tribute to 
the hardware wholesalers of America and their independent 
retailers. Manufactured and unconditionally guaranteed by 


HORTON MANUFACTURING COMPANY, Fort Wayne, Ind. 


HORTON“: 
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"The stove with a brain” 








— is a real opportunity for 
one dealer in each community 
— an opportunity for you to make 
your store headquarters for the great- 
est gasoline stove ever announced. 


Nesco Saftematic Gasoline Stoves 
and Ranges are sold only by Author- 
ized Dealers. 


Picture what such a franchise will 
mean to you as a Nesco Saftematic 
authorized dealer. You enjoy the 
publicity and get the benefit of sales. 
You are the only dealer in your neigh- 
borhood advertising and selling Nes- 
co Saftematic Ranges and Stoves and 
people come to you as a result. 


And what wonderful selling features 


NESCO SAFTEMATIC 


TRADE MARK REGIS 


Instantaneous foe — _ 

impossible to flood burn- 

ers, even with valves 

open — gasoline supply 

automatically shut off if 
flame is accidentally 

extinguished. 





Mage Eetey,. 






the Nesco Saftematic has! Just turn 
on the valves — then the touch of a 
lighted match — Saftematic control 
automatically turns on the gas and 
lights the burner when the generator 
is sufficiently heated, and not before. 
Burners can never be flooded at any 
time! Complete range of models, 
ranges, low oven ranges 4, 3, and 2 
burner, shown with portable ovens. 


Wire or write for details of this the 
greatest gasoline stove opportunity 
ever offered to dealers. 


NATIONAL ENAMELING @ 


STAMPING CO., Inc., Milwaukee, Wis. 
Executive Offices: 13 TWELFTH STREET 


Factories and Branches: Milwaukee, St. Louis, New York, Balti- 
more, Chicago, Granite City, Ill., Philadelphia, New Orleans. 
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, THE advantage of working with a manufacturer who can 


supply ere with a pump for aij pumping need, is not 


only one of convenience, but one of additional profit. 
And when you @/ove are handling such a.line a// 
these profits are yours. First line jobbers and dealers 
the country over are rapidly grasping the oppor- 
tunity offered by the Deming complete line 
advantage , plus ap Yeu Ooi itreltan aero) awtenae 
and protective policy advantage. For 
your own protection and profit you 
should learn what these two 1m- 
portant Deming advantages 
can mean to you. The cou- 
pon will bring you 


full information. 


THE DEMING CO 
/ ‘i j \ 
i ee 


0 


ing’s Six Points@ if Leadership : 


An unvarying policy of cooperation 


3 Many ~_ 


tion features. 


ation and maintenance costs. 


Nearly half a century of pump manu- 
facturing leadership. 


THE 
DEMING 
COMPANY 
Salem, Ohio 


Please send us 
complete informa- 
tion on the Deming 

line and the name of 
your nearest jobber. 








Address 





ee 
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More Keady: Made Sales les for Jou! 














ready the country was for this different and better 


: AST year’s record-making Doo-Klip sales showed how 
grass shear. Dealers said to show it was to sell it. * 


‘bringing Doo Mp 
Doo-Klip’s unique comfort and superiority sold 150,000 of 
buyers To your store them in 1928 on sight alone. But this season, Doo-Klip 


jobbers and retailers will reap the added benefit of national 


consumer advertising right in the customers’ homes—arousing 


Rae 


“: Ries. oar 


interest—stimulating sales—telling the world the super-value | 
of the grass shear with the natural up-and-down movement 4 


that prevents blisters. 


When you’re ordering this sensation of the garden tool trade, 
don’t overlook the DOO-KLIP Pruner, with the oblique cut 
and the same easy up-and-down movement as the grass shear 
—and the equally popular and efficient DOO-KELIP Fertilizer 
Sprayer that fertilizes the lawn while sprinkling. 


i 
eRe RT 


srapneraations 


Doo-Klip tools are world beaters for convenience, ability 4 
and endurance. Satisfaction guaranteed with every Doo-Klip 


or money back without question. 


Order from your jobber or write us for samples at dealer’s 


price. Privilege of return and cash rebate. 


THE ALLIANCE MANUFACTURING COMPANY 
Alliance, Ohio 


“Doo -Kili 


GRASS SHEARS PRUNERS FERTILIZER SPRAYERS 
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Metal Trades 


Iron Age 

Hardware Age 

Hardware Age Catalog for 
Hardware Buyers 

Hardware Age Verified List 


Textile 


Dry Goods Economist 

Dry Goods Reporter 
Drygoodsman 

Pacific Coast Merchant 

Dry Goods Reporter Wholesale 
Dry Goods Economist Directories 
Nugent's Directory 

Chicago Buyers Directory 
Dryggoodsman Buyers Directory 


Shoes 
Boot &@ Shoe Recorder 


Jewelry & Optical 


Jewelers Circular “ 
Optical Journal ” 
Jewelers Circular Buyers Directory 












Notes— 


$2,133,000. 













A. C. Pearson, Chairman 
F. J. Frank, Pres. 








United Publishers Corporation 


Ingenieria Internacional 







544% 15-year collateral note issue— 


Authorized 200,000 shares. 


United Business Publishers, Inc. 


A holding company owning from 98% to 100% of the common stock, and 
control of the preferred stock, of each of the following business 
publications, affiliated companies and unit divisions 








Automotive 


Automotive Industries 
Automobile Trade Journal and 
Motor Age 
Motor World Wholesale 
Commercial Car Journal and 
Operation &@ Maintenance 
Automotive Industrial Red Book 
Chilton Catalog & Directory 
Chilton Aero Directory and Catalog 
Direct By Mail Service 
Chilton Printing Division 
Oil 
Oil Field Engineering 
Petroleum Register 
Allen’s Superintendents Hand Book 


Toys 
Toy World 
Store Magazines 

Magazines published in conjunction 
with several hundred leading 
stores for customer distribution. 
Grouped by different types of 
stores: 

Hart Magazines 

Tides of Fashion 

Jewelry Magazine 

Furniture Magazine 

Hardware Magazine 





Subsidiary Corporations 


Federal Printing Company 








Owning 60% or more of the companies publishing 
Sanitary & Heating Engineering 





Owning 50% of the voting stock of the Business Publishers 
International Corp., publishers of 


The American Automobile 





Owning 50% of the Capital Stock of 
The Newton Falls Paper Company, Newton Falls, N. Y. 





Store Services 


Operated on a franchise basis for 
one store in a town: 


Advertising 
Economy Service: 
Merchant Economist Dry Goods and 
Ready-to-Wear Service 
Merchant Economist Men’s Clothing 
Service 
Merchant Economist Shoe Service 
Houseware and Hardware Service 
Economist Original-Art Service 


Window Display 


Sel-Plus Service 
Val-Frie Service 
Sel-Plus Merchandise Service 


Style 


The Stylist and Modern Selling 
Newspaper Syndicate Style Service 


Educational 
Economist Film Service 


American Business Publishers 


U. P. C. Building, 239-243 West 39th St., N. Y. City 
Chilton Building, Chestnut St., 56th to 57th Sts., Philadelphia 


Distribution &@ Warehousing 


El Automovil Americano 








The financial structure of the United Business Publishers, Inc., 
is as follows (These figures as of Jan. 4, 1929): 


Preferred Stock 


7%—authorized 100,000 shares. 


Outstanding 43,337 shares. 


Common Stock 


Issued 142,437 shares. 





UNITED BUSINESS PUBLISHERS, Inc. 
New York Office: 239 West 39th St. 


OFFICERS: 


Arnold L. Davis, Sec’y. 


No par value. 














C. A. Musselman, Vice-Pres. 
F. C. Stevens, Treas. 




































































30 _ ib HARDWARE AGE for FEBRUARY 7, 1929 


















Se ' 





De 3 Sips a Z 
RRS ie RA 







HIS set of six Genuine 


Oswego Stillson wrenches is 
a money-maker for the pro- 
gressive dealer. Selling a 
Handy Set instead of a single 
wrench increases his turn- 
over, and reduces his cost of 
handling, storing and ship- 
ping. The light strong box 
is ready for parcel post ship- 
be sel 46 Seer tents te cual ment to out of town customers, 
envelopes with monthly statements and makes the set easy to 
or other correspondence. handle in the store. 


The sizes included in the 
set are 6-inch, 8-inch, 10-inch, 
14-inch, 18-inch and 24-inch, 
with a total list value of $22.50. 


4 


Send for a supply of small leaf- 
lets describing this set. They can 


Oswego Tools include wrenches, vises, pipe cutters, 
tube expanders and boiler-makers screw bar punches. 


The GSWEGO TOOL co. 


Established 1887 OSWEGO, N.Y. Incorporated 1893 
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Philadelphia 


Real Sales Features 


to talk about LIGHTER 


Pressed steel makes 


mower 20% lighter 














QUIETER 


Instead of noisy ratch- 
ets, there are quiet 
triple-roller clutches 













EASIER 
RUNNING 


Triple-roller clutches 
start cutters revolving 
instantly. Moving parts 
mounted on radial ball 
bearings effect easier 
running 















DURABLE 


Pressed steel is much 
stronger than cast 


TROUBLE 
PROOF 


Every moving part is triply 
guarded against grit, wear, 
and rust... One adjustment 







Needs oiling only 


once a year 










SERIES “S” 
mower 


Parents Pending 


ON EXHIBITION 


NEW ENGLAND 


Moe than improved . . . radi- 
cally different .... built on 
automotive rather than locomotive 
principles. 

Ask customers to lift and discover 
remarkable lightness ... push and 
sense the feather-like pressure 
needed to start and operate. Also 
you can safely assure them that all 
“S” Series mow to a velvety-smooth- 


ness no other mower approaches. 
In a word... Lawn Mowers you 
can really sell in competition with 


cheaper models. 


Of course, we still manufacture all 
the “old reliables” . . . the good old 
Philadelphia quality lawn mowers. 
But we recommend the “S” Series 
which supersedes the old type. 


Philadelphia Lawn Mower Co. Inc. 


4250 WISSAHICKON AVENUE 


PHILADELPHIA. PA..U.$.A. 


HARDWARE ASSOCIATION 
CONVENTION 


Mechanics Building, Boston 
February 20, 21, 22 


OHIO 
HARDWARE ASSOCIATION 
CONVENTION and EXHIBITION 
Gibson Hotel, Cincinnati 
February 19-23, inc. 

PENNA. & ATLANTIC 
SEABOARD ASSOCIATION, Inc. 
CONVENTION and EXHIBITION 


Commercial Museum, Philadelphia 
February 12-15, inc. 
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The Carborundum Co., Ltd., Manchester, England 








CARBORUNDUM 


GRINDING WHEELS 







for a smaller 


A NEW display to carry an assortment of an 
even dozen general purpose Carborundum 


Grinding Wheels—another eloquent display 
that will boost your wheel sales— 


It’s a metal panel-easel back—strikingly col- 
ored. The assortment includes a supply of 
wood bushings to bush down wheel arbor 
holes. 


‘ 


The display is given free with an order for a 
dozen wheels. 


If you are interested in a larger assortment we 
have the Carborundum-Aloxite Wheel Display 
No. 467 5. 





eAnd NOW... 


we meet the demand 


GRINDING 
WHEEL 
ASSORTMENT 
DISPLAY 











ON THE CARBORUNDUM BAND 
THURSDAY NIGHTS 
10,30 Eastern Standard Time, 
WGY—WMAK—WFBL—WHAM 





GLAD TO SEND YOU THE DETAILS ON BOTH 





THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 
Reg. U.S. Pat. Off. 


Canapian Carsorunpum Co., Ltp., N1aGara FAtts, Ont. 


SALES OFFICES AND WAREHOUSES IN New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
Deutsche Carborundum Werke, Dusseldorr, Germany 
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ties money and save much time 
with the special advantages planned for 
you who sell'Sun-Red EdgeWire Screen Cloth— 
It comes in one-piece rolls of 100 feet, every 
roll fully guaranteed to contain one con- 
tinuous piece of perfect cloth! This avoids 
the waste in short ends. 

-Sun-Red Edge has accurate measure marks 


every six inches. It is the only trade-marked bility is remarkable— Sun-Red Edge AluminA 
and self-measured wire cloth made. A com- will last twice as long as ordinary galvanized 
plete line in all standard meshes— Sun-Red seinen tei. The Rea a edly 

Edge AluminA, Black Painted and Copper- : a MOSS Makes it Casier to 
Bronze. measure and use. It identifies the quality and 


We facnish high-class helps in selling, responsibility of the maker, and it also aids in 


among them a striking window display in preventing rust under the wood strip. 

seven colors. Take advantage of these strong selling points 
And your customers who bxzy it will find many for your own benefit and the good will of your 
advantages in Sun-Red Edge quality. Its dura-. trade. Write for details and sales helps. 


~~ ~~ 


REYNOLDS DIXON 
WIRE CO. ILLINOIS 
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The Dphos Line 


of HAND-MADE OIL CANS 


Customers are favorably impressed by the practical features of these 
cans as soon as they examine them. 

Quality asserts itself and their convenience speaks louder than words. 
Their Red or Blue striping makes an attractive finish which your cus- 
tomers further appreciate. 























The reasonable price meets all competition, 
and the margin of profit and repeat sales 
make the Delphos line decidedly worth 
handling. 






Note Features 
One-piece spout and 
large filler opening 
clinched securely into 
eee hey ~ h - 

off. Cap has a 

smooth curled edge—no a * — 
rough spots. Top is Shape 
heavily knurled. 
Each can made with a sturdy bead in the 
body just above seam. This bead extends 
entirely around can, stiffens the body and 
protects seams from injury. Filler openings 
are 2” diam. on 1 and 2 gal. sizes and 242” 
on 3 and 5 gal. sizes. 


The New Delphos Mfg. Co. SFOLDER. 


D elphos, Ohio AND DISCOUNTS 







































Spout Large Filler Opening 





























The First Sale Ends Selling! 


AFTER THAT “BUFFALO” WIRE 
SPEAKS FOR ITSELF 


You can “sign off’ on the high pressure sales talk to your customers if you 
start them right with “Buffalo” Standard ,Galvanized Hardware Grade Wire 
Cloth. For, rest assured, when they return to your store the first thing they'll 
say is: “ ‘Buffalo’—that wire cloth with the Yellow Label. It sure does wear!” 
“Buffalo” Wire Cloth is carefully woven on improved power looms (insuring 
accurate mesh and uniform selvage) ; then thoroughly galvanized by the “Buffalo” 
hot process. This solders firmly every joint, making a sturdy, non-corroding 


cloth. 








Standard sizes (2 to 8 mesh) are carried in stock for immediate shipment. Put 
up in rolls 24”, 30”, 36”, 42” and 48” wide and 50 ft. or 100 ft. long. All other 
widths are available for prompt delivery. 


We fabricate, also, all grades of wire cloth, and make wire work for all 
industrial and domestic uses. Write for Folder 83-B. 


@SBUFFALO Wine Works Conc. 


518 Terrace Buffalo, N. Y. 


MOU TE 
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with he B o 
EXPEDITION 


EPENDABILITY was an 

absolute essential for all 
equipment of The Byrd Ant- 
arctic Expedition. 
Hence, Commander’ Byrd 
wanted Dietz Lanterns, and 
VESTA Kerosene _ Railroad 
Lanterns were taken as best 
adapted for rough usage and 
extreme climatic conditions. 
Lantern users the world over 
prefer Dietz Lanterns because 
of their dependability. That 
is why they are the best 
sellers. 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the 

World—Founded 1840. Output Dis- 

tributed Exclusively through the Job- 
bing Trade. 





LANTERN 














- 
Increase Your 


STOVER 


“Red -Spindle”’ 


. (Trade Mark) 


DAMPERS 


Actual use has demonstrated the superiority of Stover 
“Red-Spindle” Dampers. The demand for them is con- 
stantly increasing. Increase your profits by handling 
the kind in greatest demand. The “Red-Spindle” is 
superior because it is made of one piece of selected rod 
—not several pieces spot welded or stamped together. 
Our locking device holds blade rigid with no wobbling. 
When you turn the grip of a Stover “Red-Spindle” 
Damper you are positive blade is firmly set at desired 
position. Though better—they cost no more. 
Note These Outstanding Features: 

Grips: Either coiled nickel plated wire or black en- 
ameled wood. ood grips are hammer proof. 
One-piece Spindle: Made in one piece, with od 
holding grips tightly. A decided improvement 
over other dampers. 


i . Unusually strong and larger than most dampers. 
Spring: Made of non-carbonizing wire, tinned finish. 
Button: Nickel plated. Patented construction prevents 
lost parts when installing. 

Finish: Enameled ‘“Red-Spindle” to label, identify and 
protect against rust. 

Lugs: Form positive locking device. Hold blade 


rigid. 


Reamer Point: Easily penetrates pipe. 


All these points explain increasing popularity of Stover ‘‘Red- 
Spindle” Dampers. Made in 3 to 12 inch sizes with round 
blades, 5% to 8 inch sizes with oval blades. It will pay 
you to stock them. 


Ask Your Jobber 


STOVER 
REDHEAD 


(Trade Mark) 


¥ MOP STICKS 


Get your mop sticks out of a selling rut. Carry 
this new and better stick. Bright red head 
identifies it—gives it real display value. Sells 








Double at long profit. Double coated varnish, oak 
Vv ished finished 48-inch handles. Non-crooking. Heads, 

arni 6 inches wide, metal parts coppered. Next time 
Handles you order specify Stover “Red Head’ Mop 


Sticks. They are different and better! 


If Your Jobber Hasn’t Them, Write to 
STOVER MFG. & ENGINE CO. 
Hardware Division 
202 East Street Freeport, Ill. 


Also makers of Waffle Irons, Spring Hinges, 
Damper Clips, Stove Pokers and Lifters. And- 








~ 
Sales 





| irons and other Hardware Specialties. 
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The secret of handle profits is purely a 
question of cooperation 








YEAR ago, we came to jobber and dealer with 

a new idea of handle merchandising. We of- 

fered an idea that meant more profit for jobber and 
dealer. 


Some buyers investigated—listened with an open 
mind, knowing that -conditions today warrant an 
open mind. Those buyers have profited because they 
found we had a real idea. 


The old idea of selling 90% of all handles in a com- 
petitive market is just like selling nails. The Amer- 
ican King line of quality merchandise, hand-picked 
with a merchandising idea behind it, is a sound be- 
ginning and worth cooperative thought and the open 
mind. It does these things: 

(1) The jobber takes his handles, sells them to the dealer 
in case lots—just re-stencils his package. 

(2) The dealer gets his hammer, hatchet or axe handles, 
stocks his axe handles in package form on a shelf as 
he does tools, opens his hammer and hatchet package 
with display cover open, one on the counter, and is 


_ ready to sell, ; 
(3) No losses from dirty merchandise—buyers like clean 


goods. 
Dealers and jobbers should cooperate with us. Ideas 
sell merchandise—not just prices. Listen—then de- 
cide, but have an open mind. 


AMERICAN HANDLE CO. 
JONESBORO, ARKANSAS 


Chicago Office 174 N. Wacker Drive 
Portland, Ore., Office 486 E. 22nd St., North 
Newark, N. J., Office 41-49 Lincoin Aye. 


Waco, Tex., Office re rr One P. O. Box 1011 
Atlanta, Ga., Office 707 Fourth wor Bank Bldg. 
Denver, Colo., Office 715 California St. 
Toronto, Ont., Canada Office 39 Tyndall Ave. 
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Stock One Easy Selling Line 


TOCKS are simplified, investment is reduced, 

and turnover is speeded up for dealers who 
handle Remington Game Loads. Ten losds will 
take care of all requirements in 12 gauge. They 
include the one best load for every kind of game 
hunted with a shotgun. Think what a saving over 
the old system of stocking dozens of different loads 
in each gauge. 


Remington Game Loads are easy to sell. 
Your clerk doesn’t have to be an expert hunter 
to select the right load. There’s no chance for 
argument or mistakes because the name of the 
game for which each load is designed is printed 
on every box. Cut down the waste of large stocks. 
Standardize on Remington Game Loads and watch 
your profits increase. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway 


New York City 
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The Coleman Hot 
Blast Camp Stove, 
‘The Smooth Way 
toRoughIt’’. Model 
No.2(shownabove) 
completewith oven, 
U. S. Retail Price, 
$12.50 








stant-Lite : i , The Coleman Radi- 
Lamp. “The Co'eman Instant- Aaiea{ ||| ant Heater. “Carry 
Sunshine of ‘ N Lite Lantern. It Upstairs, Down- 
the Night’. 9 7 The Light of a ‘ stairs, All Around 
No preheat- Thousand Uses”. f, the House”. Model 
ing. « Model SZ Model No. 228, 5 No. 5, U.S. Retail 
No. 119, U. j ~ U.S. Retail Price, js Price, $30.00 - 
S. Retail $9.00, 

Price, $12.00 


Sell Them 


leman Gas Service 
o Matter Where They Live! 


om — NS ee . ‘ = ‘ 
SOR OR RMR NM ge ie RES PN orem nag eee Bi ea woe 


th 


| ie your customers enjoy all 
the conveniences of city gas 
service ...no matter how far they 
live from gas mains. And at the 
— take for yourself the 
worth-while ever-increasing pro- 
a Becotlse the Way fits to be had by featuring Cole. 
oo Soe Dey’ man goods the year ’round. Cole- 


ts instantly, ° 
fet, like chy. gue man gas-pressure appliances for 
$6.75. 


Retail Price, Lighting, Heating and Cooking 


make this possible. The Coleman Air-O-Gas Stove. 


‘ “Gas for Cooking No Matter 
The Coleman Products are lh Tig me Neg taigeoe 


Chane atten, “Map A _€ complete portable units in them- styles forevery purseand purpose. 
Price 10¢ each. $1.00 per Wi Lor Fi selves... requiring no installation 
dosen. : expense. They make and burn 
their own gas using gasoline as 
i} fuel. They operate safely under 
Fay the Coleman pressure principle. 
oe ea p They are the practical result of 
Match generating. Model more than twenty-five years’ ex- 
ee ; perience and skilled gas-pressure 
engineering. They place modern 
gas service within the reach of all. 
Coleman national advertising is work- 
ing every month, telling your customers 
about how easy it isto Cook and Light 
and Heat with gas (using Coleman De- 
vices) no matter where they live. Ask 
1 for selling helps which are available to 
Coleman il help you tie up with this national pub- 
Quick-Lite y' ; 
Lantern. licity. Get in touch with your jobber or 
Match gener- write us direct for full information. 
ating. Model jf} 
£327, U.S. i THE COLEMAN LAMP & STOVE C0. 
Ress! in | General Offices: Wichita, Kansas, U. S.A. 
| Factories: Wichita, Chicago, Toronto 
Branches: Philadelphia, Chicago, 
Los Angeles 
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Successful merchants do more than 
stock a quality line—they display it 
prominently in their stores and 
windows. 


These dealers know that “Seeing is 
Buying.” They know that Kelly 
Tools are a sure drawing card—a 
Kelly display means sales right 
away. 


Footprints prove it. They mean 
profits for you. 


KELLY AXE 


Charleston, 
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SSA REY oes oho emer serene 


Kelly Axes, Hatchets, Hammers, 
Scythes, Grass Hooks and kindred 
tools will bring customers to your | 
store. One tells another about the . } 
downright. satisfaction they give. 
More footprints. 


Os as. a 


Known for half-a-century. Sold 
everywhere. Always the same de- 
pendable quality. Handled by lead- 
ing Jobbers. 


Look up your stock. Order NOW. 


& TOOL CO. 


West Virginia, U.S.A. 


et sae is nD i - 
































Doctors and Dentists Agree 


qweeunnnesesess, 


7 











In the Dining Room of the Medical and Dental Arts Club, Chicago 


When leaders of the medical and dental professions in 

Chicago weighed the merits of various kinds of kitchen 

ware for their own Medical and Dental Arts Club, they 

chose aluminum—just as the foremost hospitals of Amer- 
ica have made aluminum ware their basic equipment. 


Doctors demand good wholesome food, at the club and at 
home. And aluminum best satisfies their strict requirements 
because it cooks everything well and because its hygienic qual- 
ities carry assurance of healthful cooking. 


The healthfulness of aluminum, its durability and economy, 
its silvery beauty, the ease with which it can be kept immac- 
ulately clean, its suitability for all cooking—these are reasons 
enough why aluminum is preferred for the foundation equipment 
of oticioas kitchens everywhere. . . . 


The best cooks use aluminum. 





ee eeeeesesscesecsesceeeeee MAIL COUPON FOR BOOKLET scscecesccccscscccsecs sovcccccece 


ALUMINUM WARES ASSOCIATION 
Publicity Division, 844 Rush St., Chicago 
Please send booklet, ‘‘The Precious Metal of the Kitchen,"’ to address written below: 
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48,839,492 
“Best Cooks” 


Messages 


—now being delivered by 

the Aluminum Wares Asso- 

ciation to help you sell more 
aluminum 


Magazines with a total circulation 
of over 8,500,000 copies will print 
48,839,492 separate Aluminum 
Wares Association advertisements 
in this the third straight year of 
the Association’s advertising. 


There’s the Ladies’ Home Jour- 
nal with 2,500,000 copies. There’s 
McCall’s with 2,200,000; Good 
Housekeeping and Country Gentle- 
man with 1,500,000 apiece; Physi- 
cal Culture with 300,000; Christian 
Herald with 200,000; Journal of 
the American Medical Association 
with 88,000; Hygeia with 56,000; 
American Cookery with 42,000; 
and several lesser publications. 


All telling the Association’s 
“Best Cooks” story! All pointing 
out, as in the advertisement re- 
printed at the left, how the Ameri- 
can housewife can profit from the 
experience of the greatest institu- 
tions, where cooking is a science, 
by equipping her kitchen with 
aluminum. 


That’s a mighty strong influence 
to have working with you and for 
you. It ought to bring you, in 
1929, an increased return for every 
bit of effort you put behind your 
aluminum department. 


ALUMINUM WARES ASSOCIATION ~ 


Publicity Division, 844 Rush St., Chicago 
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This Seal 








=\ Good Houseke in 
; a? Institute sa J 


HOUSEKEEPING MACE 





PROVE IT YOURSELF 


OU do not have the time or laboratory tric iron cord. This machine gives the cord the 


equipment to test merchandise for hidden de- 


equivalent of hundreds of hours of strenuous 


fects that make dissatisfied customers. But you service. Poor quality is soon brought to light in 
know the value of giving people their money’s tests such as this. 


worth. That’s why we urge you now to prove 
for yourself that household devices 


and appliances which have the Seal FREE OFFER 


























of Approval of Good Housekeeping oe 
Institute are easier to sell—and that | ca 
oustKes 
they stay sold. Tuis GUARANTY 
PROTECTS YOu 

They sell well because of the great ute 
confidence people have in this Seal. ete 
They stay sold because the Institute’s ioe 

1 1 Ask here for merchandise advertised in 
tests assure satisfaction. These tests yp enh 
are the most exacting engineering skill 





an : ' { Since this confidence is there, why 
d practical homemaking ee not share it? Follow the suggestion 


can devise. For example, the illustra- above. Return the coupon for 
complete list of approved devices 


tion above shows a special machine — nd window cards that advertise 
your store as head — for 


for testing the serviceability of an elec- guaranteed merchan 


GOOD HOUSEKEEPING 


57TH STREET AT EIGHTH AVENUE NEW YORK CITY 


People have learned, from years ot experience, 


that there is no stronger evidence 
than this Seal of honest values in 
household appliances. Naturally they 
buy tested and approved products 


more willingly. 


But prove it tor yourself. Learn what 
tested and approved items you stock. 
Then tell customers: “This is tested 
and approved by Good Housekeeping 
Institute.” You will find, as hundreds 
of other merchants have, that it pays. 


GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at Eighth Ave., New York City HAz2-29 


Please send complete list of Tested and Approved 
Devices. Also free window cards featuring Good 
Housekeeping’s Guaranty. 


Name of Store........ wish Siosle neds baat 

a Sf ON aD 

City MS tlngsh oe 

Specify number of windows... oss seseeveseeeee 
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This man should = 
adopt a crop and stock « a 
rotation program 









—if he wants to bring up his soil fertility 
and increase his production and profits. He 
must rotate both crops and stock to stop soil 
robbing. His land must not only pay him a 
profit, but tuild an estate for his family. This 
means stock-tight line and cross fencing— 
and plenty of it. 











Always look The average 160 acre farm needs 780 rods 
ane tne more hog-tight fence than it now has, to do 


Red Brand 



















: the job right. Multiply this by the number - 
ae wine} ol f =©of 160 acre farms in your trade territory and 
Meld tech you'll have a surprising fence selling oppor- 


tunity, right at your door! 


We venture to say that your best custom- 
ers are those who live on well fenced farms. 





RED BRANDcostsno more thanany standard 
make—yet sells easier because it lasts longer. 


KEYSTONE STEEL & WIRE CO. 
Peoria, Illinois 


P| Rep BRAND FENCE 


j = age “if vn “‘Galvannealed’’—Copper Bearing 
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“Triplex” Double Acting 
Spring Hinge 











~( CHICAGO) 
- SPRING HINGES 


. The buildings shown above are right in the 
heart of New York’s financial district. Here 
they know values. Here they demand the 


finest in office equipment. 








That’s why these buildings are equipped with 
Chicago Spring Hinges. Architects, Con- 
tractors and Dealers know these hinges are the 
world’s standard of value. 


Specify and sell them with confidence. 


Chicago Spring Hinge Company 


CHICAGO NEW YORK 
U. S.A. 


“Triplex” Lavatory Door 
Spring Hinge 
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Doors—all kinds of doors—light or heavy—exposed 
or protected—occasionally or frequently used—sturdy, 
tight fitting, easy operating sliding doors for year 
through service—here are the doors that call for 
Myers New-Way Giant Tandem Adjustable Hangers 
and New-Way Giant Tubular Girder Steel Track. 
Tens of thousands of buildings — barns, sheds, gar- 
ages and storages—are already equipped with them, 
and this would not be so unless the service was uni- 
formly satisfactory. 


Tandem machine turned steel trolleys, steel roller 
bearings, flexible engine truck, patented flexible joint, 
lateral and vertical adjustable features—construction 
that really solves door problems—has created a world 
of good will among users which has become a real 
trade asset for dealers. 





ADJUSTABLE 











BIRD-DUST AND 
VERMIN PROOF 
WITH OR 
WITHOUT 
COVER 





Overcome competition this year. Sell Myers New- 
Way Giant Door Hangers as well as the other styles 
of Myers Tubular Hangers and Track, and watch 
your profits grow. 










Write or wire for catalog and information. 


‘ 





MYERS NEW-WAY GIANT 








ADJUSTABLE 
MOVES DOOR 
TO OR FROM 
BUILDING. 











MYERS TRACK COVER 





ADJUSTABLE 
DOOR IS RAISED 
OR LOWERED 
AS DESIRED 








Tz F-E.MYERS & BRO.&: 


ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
WATER SYSTEMS- SHAY and GRAIN UNLOADING TOOLS - BARN,FACTORY and 
GARAGE DOOR HANGERS- STORE LADDERS. Etc. 














Take 









my PUMPS -WATER SYSTEMS -HAY 
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The FREE HOME COLOR BOOKS that are 


pushing sales — 











What Our Dealers 
Say About the New 
Home Color Books 


“We sold about 50% more 
Alabastine this year; every- 
body liked the Drawing 
Books.” 


“A wonderful success as an 
advertising medium; gave us 
a good increase in Alabastine 
sales.” 

“40% increase in sales.” 

“Sold more Alabastine this 
year than in the past three 
years.” 

“Since issuing the books 
the nameAlabastine has come 
before thousands of people 
who never knew it before. 

any have given it a trial.” 

“Alabastine Color Books 
are the most effective adver- 
tising ever put out. 50% in- 
crease in sales.” 

“The books are called for 
by both parents and children, 
stay in the house, keep the 
name before the public, and 
undoubtedly build good will.” 

“Best results from these 
books of anything you ever 
put out. Would like some 
this year if you can afford to 
put them out.” 

























One Minute 
Alabastine 


Look for the Cross 
and Circle printed 
in Red on every 
package. 


Instead of Kalsomine or Wallpaper 


home, and keep the name Ala- 
bastine constantly in the minds 
of thousands of pros- 
pective users. Your firm 
name and address will 
be imprinted without 
charge on the number 
of books you want to 
distribute. For more sales 
and bigger profits from 
Alabastine, fill in and mail cou- 
pon below TODAY. 


ALABASTINE COMPANY 
823 Grandville Ave., Grand Rapids, Mich. 


Gentlemen: 


Please send me at once absolutely free the quan- 
tity of Alabastine color books indicated below, im- 
printed with my firm name and address. 


State quantity of books desired for distribution. 


Thousands of dealers all over 
the country have found these 
beautiful Home Color 
Books the most effective 
advertising medium they 
have ever used. Distrib- 
uted to children and 
their parents for enter- 
tainment and instruction 
in the basic rules of 
color harmony and interior deco- 
rating, these books stay in the 


More FREE Help for Dealers 


Nowhere else can such effective dealer 
cooperation be secured — 

Our liberal array of dealer helps in- 
cludes window cards, counter displays, 
color cards, booklets illustrating Alabas- 
tine uses and new Opaline effects. 

Impressive booklets describing new and 
varied uses for Alabastine Dry Positive 
Color. 

“Brush and Pail” has proved invaluable 
to over 30,000 dealers— you will receive 
this publication FREE. 


Also write us for our special stencil offers. 











Firm Name........ a alicia ee aadiaccicualind j 


Street Address ...... EEO RR 


ee ee 


Town ...... “ DGD icciscicicraieassscctnas 
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If You Were Married 
You'd Want These Yourself 


Big Values to Your Customers—Big Profits to You 

















The New 
“UNION” 
Safe-T 

| Rubbish 
Burner 


a 





Four features give this 
Rubbish Burner - sales 
appeal. The price is at 
a level which makes up 
the customer’s mind to 
buy. 
1. Big profit when 
$1.00—$1.25—$1.50. 


. Heavy gauge steel 
welded at every joint. 


sold at 


wire, 


iif 


Captivate the housewife— 
and the husband who wields 
a dish towel—with this new 
dish drainer design. There’s 
an outstanding improve- 
ment: The silver basket is 
permanently fixed outside, 
leaving the full capacity for 
dishes. Yet the silver bas- 
ket is always there and 
perfectly accessible. 


New 
Type 
“UNION” 

DISH 


DRAINER 


. Has that clean, solid look 
of well-made merchandise. 


4. Choice of 


Line No. WS195 of heavy. wire. 


closely spaced for maximum strength. 


1s 









































three sizes, No. WSI185 js slightly lighter but, 

| ° i of course, priced to ring the bell as a oe 
/ — galvan leader. Both are fully retinned and ; 
‘ hat h wire welded. Both have plate racks and 
i nisn. “up space. 
* cuy pace 

har " Send for Prices 

3 bl . . 

n and full information 
my * 
it 


WS195 Dish Drainer 











Mail 
Coupon 


etaanenaseeeeey, 


UNION STEEL Propucts Co. 
Albion Michigan 


























¢ 





























0 Union Cake Coolers 
00 Union Wire Baskets 


¢ ee 

=| ; o mene Low scam Co. CANNING Ez 

= »ion, Michigan. RACKS nd 

rhs e Gentlemen: * CAKE pe 

é Please send, without obligation. * COOLERS see 

Fa prices, description and full information on: . WIRE a 

O Union Safe-T Rubbish Burners BASKETS Be 

Medium Size 00 Union Dish Drainers KITCHEN Sy 
¢ * WIRE GOODS ' 

Safe-T Burner o 0) Union Canning Racks . 
‘ 


NS EE ORE Se ETOP RET Te Mee Cee TN rae RT Cre Cee 
“3 TPE ORR SS LEE ERT ON Te PON State 


feeeneecceeucuseseceseseseseaesesaseesesseeeeeeeeeneanat 
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Hy 0 BRUSH 


CONTROL 


With this outstanding mechanical im- 

® provement and colored lacquer enamel 
finishes you have important, interest- 
ing, new selling points for the 


BISSELL 
Sweeper 


The Modern Broom-on- Wheels 





dyin 
; pees oe 
Fi o ~ oe a 
ig ot age >. 
ba * 
+ 


~ BISSELL CARPET SWEEPER CO. 
: “GRAND RAPIDS, MICHIGAN 


New York City Office and Export Department, 46 West Broadway 








The Rocker-arm levers from wheels 

to brush double the brush action 

with half the effort. Sweeps every- 
thing—easier! 


ANON Re res shore 


ae 


tant eee tseeen evn 


re 
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POULTRY NETTING 


Galvanized Before and Galvanized c4fter hese 


Derk 
Finish 


KH a 


Tinish 


<== Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg.Co. 


Manufacturers of 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York Citv Georgetown, Conn. Chicago Kansas City 
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OP 


Sold Wherever 
Poultry is 
aised 


—MOPF’S LINE— \ { 
A Distinctive Complete Line of Poultry Equipment 


Poultry Raising has become an important Major In- 
dustry with close and earnest attention being given to 
the proper housing, feeding, and general care of the 
feathered flocks. 

It is a reliable source of cash income on almost every 
farm, and plays an important part in supplying the nation 
with food. 

The poultry man is constantly in the market for the 
latest and best labor and time-saving equipment, and in 
“Moe’s Line” you will find practically everything he 
needs. Feeders, Drinking Fountains, Mash Hoppers, etc., 
in great variety, all designed by specialists, and nothing 
better made. 

Thousands of Hardware dealers are handling “Moe’s 
Line” of Poultry Supplies with great satisfaction and 
profit. 

Write for Catalog and Prices. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, IIl. 








Eclipsé Feeders 


Dixie Feeders 


















Star Fount 
for Mason Jars 


Drinking Fountain 
Thick Insulated Walis 
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> pale and supply 

dealers who carry Brown 
& Sharpe Tools and Equip- : 
ment enjoy the benefits of | 
this company’s rigid policy of 
backing up the dealer. 





BS 
BS By adhering strictly to catalog prices and sending prospective 
purchasers to the dealer’s store, this company backs up its 
dealers and increases their business. 


Address inquiries to Dept. H.A., 
Brown & Sharpe Mfg. Co., 
Providence, R. I., U. S. A. 


BROWN & SHARPE TOOLS 


** World’s Standard of Accuracy” 
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Your aim is to sell high class merchandise. 


Cheap, poorly tanned leather will hurt repeat business. 


ALLEN’S SOLE STRIPS 


Bend Stock 
Grades X—No. 1 or A 


are made only from the choice bends of selected packer hides. 
They are tanned with extreme care by processes which have been 
developed through generations of experience. They have the 
substance, weight, and the iron which give months of added wear 


and mean satisfied customers. 


Allen’s Sole Strips 





The Standard of Comparison 


THE UNITED STATES LEATHER SELLING CORP. 


New York Boston Chicago Cincinnati St. Louis Richmond 
Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 


wot HiN'G. TAKES THE PLACE- OF LEAT HER 
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REAL MERIT 





—the reason for the steadily 


increasing volume of 
CAMBRIA FENCE Sales 

















The dealer who sells merchan- 
dise on merit establishes a reputa- 
tion for handling products of qual- 
ity. He not only gives customers 
the value they are entitled to ex- 
pect but gains their confidence in 
his integrity and adds to his profits. 

Cambria Fence is sold on merit. 
It adds to the dealer’s volume of 
business, as evidenced by the 
steadily - increasing shipments of 
Cambria Fence from Bethlehem’s 
Cambria plant at Johnstown, Pa. 


A Superior Fence 


Besides embodying every good 
quality of the standard field fence 
—hinge joints, cut stays, tension 





curves, long wraps at the joints— 
Cambria Fence has attributes that 
make it a superior fence. 

Cambria Fence is a product of 
Bethlehem Steel Company. Every 
step in its manufacture is carefully 
supervised within the Bethlehem 
organization. It is made from the 
grade of Bethlehem Steel that 
years of experience have shown to 
be best suited to the purpose. 

A heavy zinc coating that does 
not peel, crack, or flake is applied 
by a special process. This coating 
protects the steel wire, assuring 
years of added service, with virtu- 
ally no sacrifice of strength, resil- 
ience, or flexibility. 

The dealer can sell Cambria 
Fence and stand back of it. It is 
a fence that is just as good as a 
complete steel - making organiza- 
tion, modern facilities and long ex- 
perience can produce. 


The same high quality that is 
present in Cambria Fence is found 
in other Bethlehem Wire Prod- 
ucts, also. These products appeal 
alike to the best interests of both 
the dealer and the user. They are 
of high quality, are made and 
backed by a large well-known 
company, and most important of 
all, give the customer his full 
money’s worth! 














WIRE 


Bethlehem makes 
plain, galvanized and 
annealed wire, and 


Barbed Wire particu- 
larly adapted to your 
purposes. Send for 
Catalog W-1 for de- 
tails. 


BALE TIES 
STAPLES 








You may obtain our latest literature on “Cambria Fence” and “Bethlehem 
Wire Nails and other Wire Products” by writing for Catalogs 8-B and W-1. 














THE STRONGEST 
FENCE POSTS 
OBTAINABLE 


Cambria Steel Fence Posts are made 
from rail carbon steel. They are used 
for all farm fencing purposes, for poul- 
try yards, vineyards, orchards and gar- 
dens, and will hold any fence securely. 

Line posts are made in both angle 
and tee sections; and, gate and corner 
posts of angle section only. 





NAILS 








the various styles of || 











Cement- 


Bethlehem makes Bright, 
coated, Blued and Galvanized Wire 


Nails. More detailed information can 
be obtained from Catalog W-1. Write 
for it now. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 
District Offices in New York, Boston, Philadel- 
phia, Baltimore, Washington, Atlanta, Pittsburgh, 
Buffalo, Cleveland, Cincinnati, Chicago, Detroit, 
St. Louis, San Francisco, Los Angeles, Seattle, 
Portland, Honolulu 
Bethlehem Steel Export Corporation, New York 
Sole Exporter of our Commercial Products 


BETHLEHEM 





General Jobbers 


are Profiting from a Line 
Constantly Improved 
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ONSTANTLY renewed selling appeal takes the General 

Wheelbarrow Line out of the class of staples and makes 
of it a profitable specialty. And General’s inflexible policy 
of selling only through the jobber-retailer channel assures 
to the General fraternity of distributors all those benefits 
which spring from an advanced product. 

Because of the recognition of these facts in the hardware 
field, General representation is growing in strength and 
numbers. 

In all the important jobbing centers of the country are 
distributors who stock the General Wheelbarrow Line. On 
the other side you will find a list of General Distributors 
and three General hardware specialties. 
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GENERAL WHEELBARROW COMPANY 
CLEVELAND 
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TheGeneral Wheelbarrow Line 
is Complete and Attractive 


ROM a complete line of General Wheelbarrows for home owners’, con- 
tractors’, and industrial uses, three classes of special interest to the hardware 
man are shown below. 


On this page we can only suggest the advantages of selling, stocking, and 
handling such numbers as these. General Wheelbarrow Handbook No. 107 
and an inspection of the barrows themselves will convince you how far ahead 
General Wheelbarrows really are. 


List of General Distributors 


The Bond Co. 

: Bigelow & Dowse 

I Sg Fo Igoe Bros. 

Schenectady Clark Witbeck Co. 

Syracuse __ —— Supply Co. 
Rochester Mathews & Boucher 

Buffalo __.. Buffalo Wholesale Hardware Co. 
Philadelphia a Lee T. Ward Co. 
Washington Fries, Beall & Sharpe Co. 

Baltimore John C. Louis Co., Inc. 
Norfolk  =_—___._.- E mpire Machinery & Supply Co. 

Pittsburgh — Gage & Supply Co. 
bee ra = Ca soe og 
General Garden Barrows respond to the growing demand for nibaiegua =e d ee 
color. They come in beautiful color combinations, and offer un- — <Cpeareicsiminete <-v enn ae Ee eer OM 
limited display and sales possibilities. Cincinnati Kruse Hardware Co. 
Louisville Laib Co. 
Detroit_- R. Moeller Co. 
O'Neal Rot & Supply Co. 
Saginaw Morley Bros. 
Indianapolis Central Rubber & Supply Co. 
ae CS South Bend Supply Co. 
Chicago H. Channon Co. 
Milwaukee .___--- ie sasiiaile Hardware Co. 
Peoria Isaac Walker Hardware Co. 
Davenport... Gierke -Robinson Co. 
Birmingham Young & Van Supply Co. 
Dallas __. J. W. Bartholow Co. 
Austin Walter Tips Co. 
Abilene Ed S. Hughes Co. 
Amarillo __.--Morrow-Thomas Hardware Co. 
General ‘No. 100” is a real leader. A 3 cu. ft. capacity, general — Sales ml ae — 
purpose, steel leg, steel tray wheelbarrow for the home owner. Kansas City______-_Richards-Conover Hardware Co. 
Strong, permanently tight, beautifully finished, selling at a bus Omaha... -- ; _...Paxton & Gallagher Co 
iness-getting price. See ..Geo. Mayer Hardware Cc 
Pueblo ioe wmess Hardware Co 
Grand Junction_. ges Kurtz Co. 
Minneapolis Maree Wells Co. 

Duluth .-----------Marshall Wells Co. 

Portland ......Marshall Wells Co. 

Spokane Marshall Wells Co. 

Seattle “Schwabacher Hardware Co. 

Marshall Wells Co. 
Bellingham Morse Hard ware Co. 
Yakima Yakima Hardware Co. 

San Francisco Baker, snes 85 & Pacific Co. 

A. J. Glesener Co. 

Los Angeles___- ; _-Brown-Bevis Co. 


Pacific Coast Representatives 


General offers you a simplified, inter-changeable lineof contractor i S 
wheelbarrows with accurate level capacities graduated in half Hughson & Merton ek a Los Angeles, 
cubic foot sizes: 2, 214, 3, 34%, and 4. Seattle an enver 


GENERAL WHEELBARROW COMPANY 


Headquarters for Wheelbarrows, Concrete Carts, Steel Mortar Boxes, Salamanders, 
Coal Chutes, Agricultural Implements, Plow Shapes, Scrapers, Road Grader Blades 


3140 East 65th Street CLEVELAND, OHIO 
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the 
extra 
heavy- 
duty 














longer life 


and costs 
only 


1} 


more 








A dominant adver- 
tising campaign is 
telling the story of 
the Ray-O-Vac 
Extra Heavy-Duty 
Radio “B” Battery 
No. 8303 to mil- 
lions of radio fans 
in 1929. Be sure 
you’re prepared for 
your share of this 
business! 


FRENCH 





Mane 
OF in 





This is the ultimate in radio “B” 
batteries; it gives thirty per cent 
longer service to the radio user... 
and it costs (retail) but 13% more. 
Extra heavy-duty for extra-heavy 
demands; extra large size (though 
it’s proportioned to fit all console 
type radios and all radio consoles). 
Extra power...extra life... extra 
value for you and for your cus- 
tomer. Start your new customers 
off right with the Ray-O-Vac 
Extra Heavy-Duty Radio “B” No. 
8303; your old friends will wel- 
come it—they’ve been waiting for 
such a battery! Ray-O-Vac exclu- 
sive Cell-Pocket Construction, of 
course. Details await your request. 


BATTERY COMPANY 


Factory: Madison, Wisconsin 
Sales Office: 30 N. Michigan Ave., Chicago, IIl. 
Branches: Minneapolis, Kansas City, Atlanta, Chicago, 
New York, Los Angeles 


Also makers of Ray-O-Vac “A” and “C” Radio Batteries, Ray-O-Vac 
Flashlights and Batteries, Ray-O-Vac Telephone Batteries 
and Ray-O-Vac Ignition Batteries 
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Please note that every 
Monel Metal advertise- 
ment stresses the im- 
portance of the re- 
tailer in the general 
plan of distribution 
by suggesting that 
consumers go 
to their deal- 
ers’ stores. 






















The advertisement reproduced above will appear 
in color in the February 2nd issue of The Satur- 
day Evening Post and March Good Housekeeping. 
While it features Monel Metal cabinet tops it will 
insure consumer acceptance for many different 
Monel Metal products including table tops, 
sinks, hardware, washing machines, domestic 
appliances and Monel Metal refrigerator trim. 


uilding Consumer Deman 


GOOD 
HOUSEKEEPING 


and 





EVENING 
POST 


























YN 
Five 
million fam- 
ilies distributed 
over the prosperous 
sections of the country 
willsee Monel Metal house- 
hold equipment advertised ev- 
ery month during 1929. @ Millions 
of women are going to have their eyes 
open for the store handling Monel Metal 
equipment. You can cash in on this consumer 
interest by tying up to Monel Metal national adver- 

tising~by using counter cards, newspaper advertise- 
ments, etc., specially prepared foryouruse. € Let us send you 
complete information about our cooperative plan. Write today! 
















Monel Metal is a technically contr: lled Nickel-Copper alloy of high Nickel ccntent. It is mined, smelted, refined, rolled 
and marketed solely by The Internetional Nickel Corpsny, Inc. The name Monel Metal’’ is a registered trade mark. 








ie | 











THE SATURDAY 








THE INTERNATIONAL NICKEL COMPANY, INC. (, METAL \\ 67 WALL STREET, NEW YORK, N. Y. 


























# ARDWARE 
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@ AMiRIcAN sTEELé ¥ Re COMPANY 


|e int insulated ° 


Fence Advertisement 


IGHT into your community—into the homes of farmers, 


goes our farm paper advertising. We talk to the farmer 
about his problems—about fence for profit, and tell him 
to go to the American Steel & Wire Company Dealer 
for fence advice. 
All the force of National Advertising, the Experience of our 
organization, the strength and prestige of the Best Known 
Fences is focused on your locality to make the American 
Steel & Wire Dealer fence headquarters in your community. 
Such co-operation is increasingly building bigger and 
more profitable business for our dealers. We invite you 7. 
Write for information. 


American Steel & Wire Company 








These 
Zin¢ Insulated 
Fences 
AMERICAN 
ROYAL 
ANTHONY 
MONITOR 
PRAIRIE 
NATIONAL 
and U.S. 


Protector Poultry 


Banner and Ideal 
Steel Fence Posts 


National Expanding 
Anchor End and 
Corner Posts 
Cover Every 
Fencing Need 




















American Steel & Wire CGiepany 


Subsidiary of United States Steel Corporation 


Sales Offices: Chicago New York Boston Cleveland Worcester 
Buffalo troit Cincinnati Baltimore Wilkes-Barre Kansas City 
St. Louis Oklahoma City Birmingham Atlanta Memphis Dallas Denver 


Philadelphia 


Pittsburgh 
Minneapolis-St. Paul 
Salt Lake City 


U. S. STEEL PRODUCTS COMPANY: San Francisco, Los Angeles, Portland, Seattle 


Export Representatives: UNITED STATES STEEL PRODUCTS CO., 30 Church St., New York, N. Y. 
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aybe this 
ant §=6Cwill help you decide... 


N these days of keen competition, it isn’t an easy matter 
to get the right price, especially on staple commodities. 











When it comes to shovels, unless you are equipped wjth 
testing machinery, you can’t tell whether the price is ‘low 
or high for the quality of goods. 


In this case, it is good policy to tie to a manufacturer who 
can supply you with shovels at a range in quality to meet 
the demands of your trade. If it is for hard service, the 
cheapest shovel won’t do. For occasional service, the 
lowest priced shovel may last a lifetiie. 


' The Wood Shovel & Tool Company through reputable job- 
bers throughout the United States offers to retail hardware 
merchants three brands of shovels—-_W OOD, STUART, and 
PIQUA. With these you are equipped to meet price or : 4 
quality competition. Whether it’s a heat-treated blade to eS : 
withstand the abrasive action of concrete surfaces or simply \/ 

a well built shovel for occasional household use, you can 4 

count on us to support you with merchandise for the job. 


os. a IRR 


Ask us and we'll tell you the facts that our own tests prove. i 
When you buy, you’ll know exactly what you get. 





SNOW SHOVEL GARDEN SPADE FURNACE SCOOP SQUARE POINT ROUND POINT 
DIRT SHOVEL DIGGING SHOVEL 
’ with “Moly D” Handle 


THE WOOD SHOVEL & TOOL COMPANY 
PIQUA, OHIO 


Also manufacturers of the famous “Moly” line of Mo-elyb-den-um shovels, the world’s best 


y 
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CORN SHELLERS 
GRIST MILLS 
SHOE LASTS 
SHOE STANDS 
SHOE REPAIR OUTFITS 
LAWNMOWER SHARPENERS 


i 





MILL 


GRIST MILLS 


For grinding corn for poul- 
try and live stock. Will also 





“NEVERFAIL” 
CORN SHELLER 


CORN SHELLERS 


For shelling corn for 
poultry and live stock. 
Made in four styles— 
“Gem,” “Little Giant,” 
“Neverfail” and “R & 
H”—the four biggest- 
selling Hand Corn Shel- 
lers in the world. Made 
of heavy cast iron, care- 
fully machined and fit- 
ted, finished in black and 


red enamel. 





The Old Reliable Line 
That Your Trade Knows 
and Respects 


For well over a quarter of a century 
Fate-Root-Heath products have been 
favorably known and in increasing de- 
mand because of their unfailing satis- 
faction and honest worth. Year in and 
year out there is substantial demand 
for this equipment. 


Round out your lines this year with 
these steady sellers. There’s an ex- 
tremely liberal margin of profit on 
every one. 


Write us for attractive catalogs in colors. 


grind fine enough for corn 
meal, oyster shells, beans, 
coffee, etc. The burrs are 
of special metal, extremely 
hard, and will outwear three 
sets of ordinary iron burrs. 
Made in two styles, “Rapid” 
and “Korn King,” and three 
sizes. Largest size made 
for hand or power. Fin- 

ished in red enamel 








SHOE LASTS AND 
STANDS AND SHOE 
REPAIR OUTFITS LAWNMOWER 


Ont0 Asta AND = We are the originators of SHARPENERS 


the “Home Shoe Repair- Made in two sizes—‘Ideal” for Hand Lawnmowers, and “Peer- 
ing Outfit,” and manufacturers of Iron less” for Hand, Horse and Power Mowers. Sharpens all makes 


. . of mowers scientifically—quickly—perfectly. Special Grinding 
Shoe Lasts and Stands, in twenty different Wheel Attachment for sharpening grass shears, sickles, scythes, 


styles; also Quick Repair Jacks, Lap Lasts, etc. Skate Sharpener Attachment sharpens all makes of skates 
Foot Rests, Shoe Hammers and Hand Rivet-  —including hockey. Earns money all the year round. Thou- 
ing Machines. Write for Catalog and prices. sands now in use. Write for handsomely illustrated Catalogs. 


THE FATE-ROOT-HEATH COMPANY 


901 Riggs Ave. 
PLYMOUTH, OHIO 


(a 


>) 

= 

, 
al 


“IDEAL” & “PEERLESS” * 





IDEAL SHARPENER 
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They look 
for the 
“Red Tag” 
the Mark 
of Quality 






‘MW Respect the Words 
aay “I Prefer... .” 


The preference for well-known brands is a sort of religion 
with people today. They are mighty touchy about it. For 
instance, when a customer wants lawn fence, he is almost 
sure to ask for Cyclone “Red Tag” Wire Fence. He 
prefers Cyclone because it’s the fence he knows. It stands 
for highest quality and permanent property protection. 
His honest judgment and experience tell him it’s the fence 
to buy. If you try to force another brand on him, the 
chances are you will offend his good judgment and lose 
a sale. If you agree with him and sell him Cyclone Lawn 
Fence, you flatter his judgment and make a friend. The 
answer is: Sell Cyclone “Red Tag” Lawn Fence for maxi- 
mum business and good will. 


vm, 
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You will also find Cyclone “Complete Fence” easy to sell 
for residential use. Furnished complete with fabric, posts, 
fittings, galvanized steel framework and gates. Estimates 
supplied covering materials only or complete erection ser- 
vice. Write for catalog. : 
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CYCLONE FENCE COMPANY 


SUBSIDIARY OF U. S. STEEL CORPORATION 
Main Offices: Waukegan, IIl. 


Works and Offices: North Chicago, Ill., Greensburg, Ind., Cleveland, 
Ohio, Newark, N. J., Fort Worth, Texas, Tecumseh, Mich., Oakland, 
Calif., Portland, Oregon 
Pacific Coast Division: Standard Fence Co., Oakland, San Francisco 
and Los Angeles, Calif., Portland, Oregon, Seattle, Washington 
Direct Factory Branches in All Principal Cities 











CYCLONE “RED TAG” 
WIRE SCREEN CLOTH 


Easy to sell because it carries the tt, d d 
prestige of the well-known “Red Tag” Re Ta9 
label. Standard Cyclone quality. 

Galvanized or painted black. 100 


lineal feet to the roll. 
REG.U.S.PAT. OFF. 


% Fence. Gates 








© C. F. Co. 1929 
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Sells More New and Regular Items 











(taur 1 TEMPEF, 
\ eames SET | 


| i “ 








The True Temper Tool 
Display Stand 


furnished free with the purchase 
of an assortment of True Temper 
Tools. A real merchandiser for 
the aisle—in the show window— 
at the store entrance—on the 
sidewalk. Write for details of 
our free offer. 





RU 











EMPE: 


Says Nebraska Merchant 


“The tool display stand has with- 


out a doubt been responsible for 


the sale of the new items added 
to our stock and has materially 


increased the sale of regular items. 


“We commend you on your policy 
of distribution through legiti- 
mate hardware trade only. The 
superior quality of TRUE TEMPER 
Tools enables us to get the ad- 
ditional price necessary over our 
chain store competitors.” 

LAHR HARDWARE CO. 
Lincoln, Nebraska 





Never have standards of living been so high as to- 
day—never has prosperity been so general—never 
have people had so much time and money to gratify 
the natural desire for more beautiful homes—better 
kept grounds—better gardens. 


This has resulted in greatly increasing the sale of 
lawn and garden tools for the merchant who will let 
people know that he carries a stock of the most effi- 
cient tools for local conditions. 


The True Temper Tool Display Stand is the most 
economical device yet discovered for accomplishing 
this result. Why not take advantage of these proven 
facts to increase your business and place an order for 
one of these display stands before-the season is fur- 
ther advanced? 


THINK IT OVER 


American Fork & Hoe Company 
General Offices: Cleveland, Ohio 
Makers of Farm and Garden Tools for Over 100 Years 


DOL 


‘FARM AND 
GARDEN 
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‘*It Pays to Concentrate 
—on Pexto”’ 


First of all, because PEXTO 
tools have a good name with 
the very people who are inter- 
ested in tools! 


Then, because the line is com- 
prehensive—is complete, and 
includes every style and type 
for which there is a quick 
turn-over! 


Also, because the price range 
includes tools for the skilled 
mechanic—the carpenter—the 
electrician, as well as the han- 
dy man about the house! 

And, because PEXTO tools 
are advertised to the very 
people who are your best cus- 
tomers! 





“IT PAYS TO CONCENTRATE” 








And, because PEXTO furnish 
a complete assortment of at- 
tention - compelling displays 
and printed matter for your 
use—and to be had for the 
asking— 

Concentration of buying spells 
better profits. It means less 
money tied up in stocks, it 
means a quicker turn-over, 
it means economy in_ book- 
keeping, checking, freight. 


Let us send you Catalogue No. 
26T, it illustrates the complete 
line-up. 


For Spring Buying— 
CONCENTRATE ON 
PEXTO! 


THE PECK, STOW & WILCOX COMPANY 


Southington, Conn., U. S. A. 
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Let 46 years help you sell 
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PROFIT 
from PAGE proved service 


You can cash in on Page Lawn Fence 


reputation for quality—proved through 


46 years of use 


Page Fence a rapid seller—quick turn- 


over means better profits. 


we 


Page Lawn Fence comes in two styles 


to meet different price requirements. 


Fence buyers have learned that they can 





a a IH Re 


-prices are 


depend upon Page Fence to give them Complete information and 


better value. 


. 


Write today 


yours for the asking. 
PAGE STEEL and WIRE COMPANY 


This knowledge makes 


Bridgeport, Connecticut 
FENCE DEPARTMENT 


bitin at -e dtehen iain ee eae 


District Offices: 


San Francisco 


Pittsburgh 


New York 
Company of the American Chain Company, Incorporated 


In Canada: 


Chicago 


AN ASSOCIATE 
MPANY OF 


col 


| 


An Associate 


AMERICAN 
| CHAIN COMPANY fe 


y, Limited 


Chain C 


Falls, 





D 


im business 
Your Safety 








for 


Ontario 


Niagara 








on Da-Cote for spring painting 
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1929 




















Spring has a way of coming around 
pretty soon now, along about this 
time of the year. 

And home owners have a way of 
taking a sort of fresh look at life, 
which to a man is apt to mean, 
among other things, his automobile 
and to a woman her house. 

Anyway the fact is, which no one 
knows better than yourself, that there 
is a lot of enamel to be sold in the 
spring time, if you go about it 
right. 

Murphy Da-Cote Enamel is one of 





Now is the time to stock up 


More auto 
painting 
than ever 
before~ 
More house- 
hold paint- 


ing, too. 





the ways of going about it right. A 
superior product, that can be relied 
upon to uphold your good name 
and ours, and a well known product. 

How is your stock of Da-Cote? 
Are you ready for spring? 

Speaking of spring. That is when 
we launch our national advertising 
drive. In the next issue of this pub- 
lication we shall announce our 
spring display material. 


MURIPHY VARNISH COMPANY 


CHICAGO San Francisco 


Newark 











MURBDBPHY FINE FINISHES 


Famous for 64 years among architects, master painters and makers of products requiring a fine finish 


Da-Cote Enamel 
Transparent Interior Varnish 
Muronic Enamels Da-Cote Varnish Stain 


Transparent Floor Varnish 


Univernish (the all-purpose Varnish) 
Quick Velvet Enamel 


Brushing Lacquer 
Transparent Spar Varnish 
Quick White Enamel 


Four-Hour Varnish 
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This dealer says: + : 


(44 
0) /n 
better sales on 


BASSICK CASTERS 
through using open display” |"A0" 


BEST FOR 
pe WECTION 
A COMPLETE LINE 
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ANN, ERED PN SF 
* Name on request 





ROPER showing will increase sales for you as it did for ! 
the alert dealer who made the statement above. 






Put Bassick Casters and NoMar Rests out on open tables, on 
top of counters, in your windows. Customers need to be re- q 
minded . . . . they want to see and handle the articles they buy. 
That is your part of the selling job. Our part is to make the i 
best furniture rests and casters possible and to tell the public 4 
why and how to buy them. j 







f 
We are doing our share. Will you do yours by seeing that 
your Bassick stocks are properly displayed? i 






Ask us for suggestions and advertising helps 






that will increase your Basstck sales. 


Send a card today. 







THE BASSICK COMPANY, Bridgeport, Conn. 


For 32 years leading mat:crs of Better Casters, 
Furniiure Rests end Furniture Hardware 


= BRASSICK ——— 
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Compelling! 


ITTSBURGH Lawn Fence advertising to the home | 
owners in your community dramatizes the most com- . 











pelling emotion in the world,— mother love. It pictures 
the vital part that lawn fence plays in child safety. 


You can profit by the resulting increased demand for 
lawn fence, particularly Pittsburgh Lawn Fence because 
of its wide popularity and exclusive selling features. 


We are in position to serve you on all of your require- 
ments for farm, poultry and lawn fences, gates, posts, 
barbed wire and nails. Let us have your inquiries. 





(Pittsburgh Steel Co} 
Pittsburgh New York Detroit Chicago \P/ Memphis Dallas San Francisco 
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QU ICK DRYING ENAMEL 








and selling material that links the 

dealer’s store with the national adver- 
tising! A product with a NAME on it! 
These factors make “61” Quick Drying En- 
amel the livest specialty ever offered under 
the Pratt & Lambert label. This genuine oi/ 
enamel, for household use, dries in 4 hours 
with a high gloss. Write for full particulars! 


PRATT & LAMBERT-INC. — Varnish, Enamel & Lacquer Makers 
114 Tonawanda St., Buffalo, N.Y. 20 Courtwright St., Bridgeburg,Ontario 


\ TTRACTIVE, modern colors! Display 
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Wickwire 
is season in 


brands 


of 
Brothers Screen Cloth will 


be furnished th 
rolls of one piece each, also 


all brands will be furnished, 


All 


thout extra 


to 100 lin. ft. 
wi 


in addition 

rolls, in 50 ft. and 25 ft. 
length rolls, 

charge. 




































































































































































































































































































































































































































































































































































a little more, 


but— 


It is 


Woven Into the Produet 


e 
No screen cloth is better than its ma- 


ervice 1S 


No. 33 gauge each way 
33 gauge filler 


9 


12 Mesh, No. 33 gauge each way 
14 Mesh 
16 Mesh, No. 


Open 


is made from 
Hearth Steel produced in our own fur- 


WICK WIRE BROTHERS 


Screen Cloth 


terial. 


No. 34 gauge warp 
18 Mesh, No. 34 gauge each way 


The wire is drawn in our own mills. 


Every 


process is under our expert 


¢ 


supervision. 


Our other Brands Screen Cloth 


Cortland Black Enamel 


Only full gauge wire is 


used, both lengthwise and crosswise. 


White Metal Finish 


Bron7z+ 


wire 


Wickwire Copper 


Wickwire Premier 
Wickwi 


quirement and the name WICKWIRE 


BROTHERS 


lasting 


that 
to the product. 


guarantees 


. 


Each brand meets every standard re- 
service is woven in 


Write your Jobber for Full Information and Prices 


INCORPORATED 1692 
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Pennsylvania Junior, 
Ball Bearing 


“A sure-fire combination— 


Father Time, Bill the Postman and ME!” 


“And here’s how we work,” says the Old Gar- 
dener :— 


“Only Father Time, you know, can tell a good 
mower. And he has been telling mower users 
for more than half a century that PENNSYL- 
VANIA Quality Mowers push easier, cut better 
and last longer. So, every year he sends more 
and more of these mower users out to look for 


a PENNSYLVANIA dealer. 


“Bill the Postman—and all his fellows throughout 
the country—will, very soon now, be delivering 
to 4,300,000 homes throughout the country THE 
SATURDAY EVENING POST and other lead- 
ing magazines containing the PENNSYLVANIA 


The SUPER Great 

American, Ball Bear- 

ing (Roller Bearing 
Wheels) 


1929 national advertising. So Bill, you see, will 
also cause a lot of prospective mower buyers to 
look for the nearest PENNSYLVANIA dealer. 


“As for me—well, a life-size cut-out in full color 
of Yours Truly—which is mentioned in all our 
1929 national advertising—will be prominently dis- 
played by every dealer who wants his share of 
these easy profits. 

Write now for this attractive “Old Gardener” cut- 
out, which—with our new package of other dealer 
“helps”—is yours for the asking. 


PENNSYLVANIA LAWN MOWER WORKS 
1615-35 North 23rd Street, Philadelphia, Pa. 


The New Wm. Penn, Ball 

Bearing—one size only, 16- 

inch. Retail price, $16.50, 
at Philadelphia. ( 
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Side Cutters 









Edges specially 
tempered—keen 
and tough 


Thin pointed 
No: 





Sharp, p, sripping 


All the fine qualities of the popular Crescent 
thin straight nose plier are incorporated in the 
new LS26, plus a very efficient side cutter. It 
is a tool peculiarly adapted to the requirements 
of a dozen types of tool users who are among 
vour best customers. 


It is the most practical plier ever designed for 
the auto mechanic and motorist. 


Slip joint feature 


THEN! EW 1526 


Crescent knurling 
insures good grip 











Entirely drop-forged of 
special analysis steel. 





Machine-cut, 
case hardened 
bolt and nut 


Handles shaped 
to fit the hand 













A Sipe CUTTING, SupJOINT PLIER 


The LS26 is a quality tool at a modest price. 
In addition to the many features illustrated 
above, it is very accurately machined and 
hardened by our special processes. Nickel 
plated and hand polished, it presents a fine 
appearance which at once appeals to the exact- 
ing tool customer. 


Your jobber can now furnish you the LS26. 
Order thru him. 


CRESCENT TOOL COMPANY 


204 Harrison St. 


CRE SCENT | 









"ade under the supervision of and guaranteed by the originators of the Crescent’ Wrench 


Jamestown, N. Y. 


and TT and Smith & 





TOOLS | 


eCaraeie ka 

















} 


ee 








iM) 


] Y The New 


Misloin 
Lubaloy 


LUBRICATING ALLOY 


Cartridges 


Lubaloy Rim-Fire Cartridges 


/ 
Y/{ 





are Free from Grease. 
Won't soil the shooter’s 
hands or pockets .... 
They go into the gun 
clean and keep it clean! 


— 
Lubaloy Center-Fire Cartridges 





prevent Metal- Fouling 
as well as rust, pitting 
and corrosion .... You 
sell Extra Protection 
for the gun when you 
sell Western Lubaloy 
Center-Fire Cartridges. 








The New 4m Lubaloy .22’s 
Are a Big Hit With the Boys 


Clean .22’s! Free from Grease! 


All you have to do to sell the new Lubaloy |= Non-Corrosive, of course! They go into 
.22's is to show them! They are Free from the gun cleanand keep it clean. They shoot 
Grease! ... As clean asa new gold piece — with the accuracy of Western's famous 
...and the Lubaloy coating makes them = Lubaloybig-gamecartridges... The world 
gleam like “Bullets of Gold!” They sell record of 3,146 consecutive bull’s-eyes 
on sight! was made with Lubaloy .22’s. 


Western Lubaloy Center-Fire Cartridges 
Provide Extra Protection for the Gun 


ay Shooters want Lubaloy center’ and gives Western dealers the ammuni- 
ca fire cartridges because they give tion improvements that shooters want. 
deadly accuracy + Extra Protec- 

tion for the rifle bore... Freedom Syuper-X and Xpert Shells 
' from Metal-Fouling, as well as from 
Y rust, pitting and corrosion. It means 
an end to cleaning worries, longer life 

for the gun and greater accuracy. 


—are the real profit-makers among shot- 
gun loads. Super-X, with its Short Shot 
String, gives clean kills at remarkable dis- 


Remarkablekilling powerisobtained with ‘aces. 15 to 20 yards greater effective 
Western Lubaloy Open-point Expanding Tange on ducks and geese. Xpert is the 
bullets and Lubaloy Boat-tail and Soft- | top-quality, smokeless load that sells at 
point bullets. For game and target shoot- an attractive low price. Super-X and 
ing Lubaloy cartridges provide champion. § Xpert cover every shooting requirement. 
ship accuracy. Many important scientific Sell Western exclusively! It will sim- 
and big game expeditions use WesTEeRN ~__ plify your stock and speed up turnover on 
Lubaloy ammunition. a small investment. There are Western 


Always in the lead, Western keepsahead _— jobbers in every state. 


WESTERN CARTRIDGE COMPANY, 251 Hunter Ave., East Alton, III. 
Branch Offices: Hoboken, N. J.; San Francisco, Cal. 


\ 
Lubaloy 


(LUBRICATING ALLOY) 





and 
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MURALO ~e—a” PROCESS 


TRADE MARK REG. SAA = IN U.S. PAT. OFF. 


A Corking Seller — Because of its Countless Uses! 


Repairs cracked and Broken Plaster 
Walls, Interior Brick, Stone, Con- 
crete, Stucco, Tile, Cracks and, 
Knot holes in Woodwork. 


The spring cleaning and repairing 
season will soon be here, and with 
it your chance to make some real 
money. Order today an adequate 
stock of Muralo Patching Plaster 
and show a few of the attractive 
packages in your windows, or on 
your counters. 














Painters, paperhangers, plumbers, electricians, carpenters, all interior craftsmen 
(home owners, too) need Muralo Patching Plaster to make repairs, particularly 
during the season just ahead. They will buy it on sight and in quantity. 

Muralo is not ae an ordinary Patching Plaster. It is scientifically timed for 
setting, won't crack, crumble or fall out. It makes a permanent repair and takes 
any paint readily. 

One of the famous Muralo family of quality products—manufactured by a 
concern which has specialized in wall finishes for over 34 years. Packed in 242, 
5 and 25 lb. cartons. Order now before the start of the big selling season. Write 
Dept. J for Booklet. 








FOR REPAIRING INTERIOR 
WALL SURFACES 


(MURALO =] 








Interior TRADE MARK REG. IN US. PAT. OFF. Interior 


Woodwork PATCHING Stone & Concrete 
PLASTER 


—I—— 
READY FOR USE 
WHEN MIXED WITH 


GOLD WATER i 


Sith pa ascents 








ey iare e 








MANUPACTUREO BY 2 
THE MURALO COMPANY, Inc. ] 
m Wax. Coatings, COLo WaTee Paints ano Wat Sses 


LARGEST ManUFACTURERS in THE WORLO SPECIALIZING Exciusivi 


cca ks 











NEW BRIGHTON, NEW YORK 


os w 














Sh ee a ane teal MV 
See te, TS 


Manufactured by 


THE MURALO COMPANY, Inc. 


Founded 1894 


ashen ps 


Specializing Exclusively in Decorative Wall Coatings, Cold Water Paints, Wall Sizes and Patching Plaster 
STATEN ISLAND, NEW YORK 
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Look how Fas 


your "[clephone 


dollars now (5° 























Wuen one fish company calls all of its customers 
everywhere every Monday morning, and conducts 
all of its business by telephone. . . . 

When a single packing house, in one month, 
receives 1500 Calls from its territory ordering 
meats. . 

When a flour salesman spends $65 for out of town 
calls and brings in $500,000 worth of orders in a 
month... . 

When this whole magazine might be filled with 
similar experiences, is it not important that every 
business man should know how little telephone 
calls now cost? 

There have been rate reductions in 1926, in 
1927 and on February 1 of this year. The map 





shows how far your telephone dollars now go, 
whether you talk between neighboring cities or 
half-way across the continent. 

What are the problems of your particular organi- 
zation? Some companies use Sequence Calls to save 
additional time. Some train special telephone sales- 
men. Many are now using the Key Town Plan and 
Credit Plan for their traveling representatives. How 
could telephone calls save and earn the most for you? 
A letter or call to your local Bell business office will 
bring skilled minds to work with yours. 

Meantime, what pending out of town transac- 
tions could be hastened by telephone? 

Bell Telephone Service . . . Quick... 

. Inexpensive . : . Universal. 
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ouncing the 
‘Utility’ Series 
Separators = 


¢@ ¢ 
An additional line 
of quality De Laval 
Separators for a 
lower price field. 














¢ 


They do exactly the 
same quality of work 
and give the same 
service as the famous 
De Laval “Golden” 
Series Separators. 





¢ @ 






















The new “Utility” 
Series together with 
the De Laval ‘‘Golden’’ 
Series now make it 
possible for more sepa- 
rator users than ever 
before to secure the 























advantages of De Laval While the “Utility” Separators enter a lower i 

quality and service. price field, they are De Laval quality machines \4 

in every respect. They differ from the De Laval i 

eee “Golden” Series, which are everywhere acknowl- 4 

edged as being the world’s best cream separators, iq 

These two lines of De Laval only in color and three external features which Hi 

Separators enable De Laval have nothing to do with skimming efficiency. i 

dealers to reach a still wider The “Utility” Series are finished in durable, . 

The “Go ” field. They make the black Japan. The frame and stool have a “crinkle” 4 
iden” Series De Laval Agency still more finish, which gives the entire machine a pleasing } 

7 Sizes desirable and profitable. and harmonious appearance. a 
The De Laval Separator Company 3 

NEW YORK CHICAGO SAN FRANCISCO : 
165 Broadway 600 Jackson Blvd. 61 Beale Street a 
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eB oun (“Rusty”) TEE, former national 
champion wrench baffler, named by some ex- 
perts as the stubbornest single piece of pipe of 
all time, protests against the rough treatment he 
received at the hands of a Trimo pipe wrench: 
















**No, I’m not hurt,” he admitted, “not even 
scratched; just terribly disappointed. 
I would still be holding the title today 
if they had not used an Improved and 
Mightier Trimo on me. No pipe can 
stand that. Ordinary pipe wrenches 
could never budge me. I consider it 
was unsportsmanlike to use a Trimo.” 


You can’t blame the pipes for crabbing. Improved 
and Mightier Trimo is just too much for them. 
You'll find all the leading hardware dealers lined up 
on the winning side—in the Trimo cheering section. 


Hardware and Supply Dealers 
Everywhere Sell 


TrRimMo 


TRIMONT MFG. CO., INC. 
ROXBURY (BOSTON), MASS. 
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. Things to adore 


Bommer 
Spring Hinges 


are adorable on a door 


They 
are 


the best 











Equip your doors . 


with them and know 


COMFORT 


Don’t pull against the stream— 
float with the BOMMER tide 


Bommer Spring Hinge Co., Factory and Offices, Brooklyn, N. Y., U. S. A. Established 1876 
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According to the Service Required 





We U\y (LO) EN) Os Me OO) .0B 


TRADE MARK REG. U.S. PAT. OFF 


Made of fine plied yarn and guaranteed free from flaws. 
For use in the best class of work. Will last at least a genera- 
retolemetete Mima ctmanteliareltt ele) (om lar teh mer lyme) am idele 


(0) yD. OO) dD 


ae ae = , -_— ee a  F a 
<a. i Ps ee ge =" 
we ~, > 3 a Me oe P we a Cy, SE ee 


ee 


— ca 


se ? = 
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Made of yarn not quite as fine. A smooth firmly braided 
cord, very serviceable for ordinary work, and for many pur- 


‘ ” 
poses ‘good enough”. 


SACHEM CORD 


~~ we 
> > a 
ie 

+ 


Made of coarser yarn but not Roving. A cord we are not 
ashamed to manufacture for use where first cost is the main 


consideration. 
“There IS a difference in Sash Cord”’ 


HESE brands, which have We also make Clothes Lines, 

along established manu- Small Lines and Braided Cot- 
etaatlac o-Mmbusoltterteleye Mm occietiele Mmmm Colom @reyuc Mit loMcom an levucmelt tester 
them, save you from com-_ ter for all purposes; also 
ETCH telem CeiarulKiceetoae CIE Y sere Orelaceye te Bustiers 


Send for catalogues, samples and information to help sales 


SAMSON CORDAGE WORKS, 89 BROAD ST., BOSTON, MASS. 
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Entirely New 
to Sell Him! 


Here’s an improvement in wire screen cloth 
which will interest your customers and in- 
crease your sales on this item. 


Henceforth every yard of New York Wire 
Cloth carries a special reinforced selvage. 


This consists of a double wire running par- 
allel to the selvage. It gives additional life and 
strength to screens. 


This valuable innovation puts many new 
sales points behind your wire cloth selling. 
It positively identifies New York Wire Cloth. 
It gives you an advantage over the dealer 
who carries only ordinary wire cloth. 





And a Real Merchandising Plan, too! 


New York Wire Cloth has a real merchandising plan to help ¥ 
Note the increase your 1929 sales of Opal Zinc Coated, Liberty Golden i 
Reinforced Bronze and Liberty Antique Bronze wire cloth. Ask your 4 
Selvage here jobber’s salesman about this sales-making plan. : 


NEW YORK WIRE CLOTH COMPANY, 342 Madison Ave., New York 


mi Te EBT ORT 9 Ty 
ve eM es og i Bie Fat VS Oe iin 4 eee 


Here’s Something 




















Advantages of the 
Reinforced Selvage 


1. Gives added strength along the edges 
where most screens tear out. 










2. Adds life to the screen—guards against ‘il 
premature re-wiring. 





3. Gives an even, straight line to follow , 
when nailing cloth to the frame. fs 





4. Provides you with new and distinctive 
selling points for an article you have al- 
ways stocked. 








Sivsiietng ee eotanenante + etic 
i ee ee ge ree ie 


none enone 
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Bores Any Arc of a Circle 
In Any Direction 


The Forstner Auger Bit is a steady seller to 
carpenters and woodworkers. It replaces many 
tools and saves time with every turn. It is guided 
by the OUTER rim, instead of by the center. 





Sample of Work 
Takes the place of a chisel, gauge, scroll-saw 


or lathe tool combined. The 


FORSTNER 





Made ‘ * 
vt Labor Saving Auger Bit 
either : 
bores any arc of a circle and always leaves a true 
— polished surface while being guided im any direc- 
Pith tion, regardless of the grain of the wood, or the 
Shank knots in the wood. No other tool like it. 


Unequalled for core box work, fine and delicate 
patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and 
mortising. 





Forstner Auger Bit 


Sold singly or in sets. Every mechanic needs the 
entire set in his work. It’s easy to sell him if you 
explain how the case protects the bits, provides a 
place for each size and keeps them in order and 
near at hand, preventing loss, etc. 


Please order through your Jobber. Send for 
Catalogue. 


The Progressive Mfg. Co. 


Sets of 9, 11, 17 bits are fur- Torrington, Conn., U. S. A. 


nished in compact cases for 
the convenience of the user. 


G69666665599666669969666666665966666666656666666 
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COLDW 


A banner season 
for Coldwell! 


Tie up with Coldwell Nation- 
al Advertising by using our 











compelling Window Display 
and other selling helps. If not 
supplied write us today. 


Coldwell 
Dependable 
Hand Mowers 


a Left: Coldwell Imperial Roller Bear- 
ing. Embodying a combination of 
new features not found in any 


hand mower. Timken Tapered 
, Roller Bearings. Cutter blades 
' a tempered in oil. Built to last. 


Profit by their popularity 


HERE’S a Coldwell Lawn Mower for every purpose and purse, including Coldwell 

Dependable Hand Mowers, and the new Coldwell Motor Lawn Mowers and 
Rollers. Get behind these strong selling models. They’ll put profits in your cash 
registers . . . . and prestige into your store. Have plenty of all types of Coldwell 
Lawn Mowers for spring selling. It will pay you. 


Merchants who do not carry the complete Coldwell Line 
will find our special proposition very attractive. Write for it. 


HAND i 'OLD\ A TELL GASOLINE 
HORSE ELECTRIC 


DEPENDABLE LAWN MOWERS 








COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U.S. A. 
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Healthy Growth 
Makes for 


HE publications of the U.P.C. 
are constantly embracing new 
and growing fields. 



















Its Publications Broadly 
Cover the Following 
Industries and 
Trades 
Automotive 
Automotive Industries 
Automobile Trade Journal and 
Motor Age 
Motor World Wholesale 
Commercial Car Journal and 
Operation & Maintenance 
Chil Catalog & Direct ; 
Chilon Catalog & Dies, The faculty of foreseeing the 
ee needs of new and growing industries 
—and of becoming thoroughly familiar 
with their problems—accounts for the 
healthy growth and strength of the 
United Publishers Corporation, and 


its publications. 


Hardware 
Hardware Age 
Hardware Age Catalog 
Jewelry 
The Jewelers’ Circular 
Metal Trades 
The Iron Age 
Optical 
The Optical Journal 
Petroleum 
The Petroleum Register 
Oil Field Engineering 
Allen's Superintendents Hand 
Book 
Plumbing & Heating 
Sanitary & Heating Engineering 
Shoe 
Boot & Shoe Recorder 
Textile 
Dry Goods Economist 
Dry Goods Reporter 
The Drvgoodsman 
Pacific Coast Merchant 


Greater value lies in intelligent expan- 
sion, both for those industries already 
served by the U.P.C. and for those 


newly added to its roll. 











Toys 
Toy World 
Warehousing 
Distribution & Warehousing 
ee) 
239 West 39th Street SE New York City 
_ A, C. PEARSON 
Chairman of the Board of FRITZ J. FRANK c. A. MUSSELMAN F. C. STEVENS 
ie G.P.C. President of the U.P.C. Vice-President of the U. P.C. Treasurer of the U.P.C, 
President of the Textile President of the Iron Age President of the Chilton President of the Federal 
Publishing Co., N. Y. C. Publishing Co., N. Y. & Class Journal Co., Phila. Printing Co., N. Y. C. 
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THE DRY GOODS REPORTER 


215 SOUTH MARKET STREET, CHICAGO, ILL. 
NEW YORK BOSTON PHILADELPHIA SAN FRANCISCO ST. LOUIS 
MEMBER A.B. P.—A.B.C. 





ie 86 HARDWARE AGE for FEBRUARY 7, 1929 








Loox at Nicholson 
Files from the Speed 
angle—they cut faster 
than other brands. 


Look at Nicholson 

| Files from the Time 
| angle—they last longer 
than other files. 


Stock and push files 

stamped with the 

Nicholson Brand. Let 
the files that you 
sell represent’ the 
best file value that 
money can buy. 


MOL s, 
Sey 
U.S.A. 





A File for Every Purpose 


NICHOLSON FILE CO. 


Providence, R. I., U.S. A. 
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|)|jijj, 1S YOUR 
! PROTECTION 


Tacks and Small Nails 
comprise only a portion 
of the Atlas line. We 
also manufacture Wire 
Tacks and Nails, Double 
Pointed Tacks and Sta- 
ples, Rivets, Furniture 
and Upholstering Nails, 
and many other items. 














ATLAS 


V Tacks & Small Nails 


Trade Mark 







Atlas Tacks and Small Nails have 
always been right from heads to 
points. 


We’ve made them that way for 
over a century. Sold full weight 
and full count in packages bear- 
ing our trade-mark for your own 
protection as well as your cus- 
tomers’. 


are also sold under our guarantee 

printed on every package, which 

reads: 

“The greatest quantity of quality at 
the price.” 

The other side tells the customer: 


“When you get a gaod thing 
remember where you got it.” 


Atlas quality, plus our guarantee 


and this reminder, insures RE- 
PEAT SALES. 


Leading Jobbers handle The 
Atlas Line. 


Send for Complete Catalog. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 


The largest and oldest manufacturers of Tacks and Small 
. Nails in the world. 
Established in 1810 
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For closets, 





aio) garages, sheds, 
= cabinets, 
Mortise rear decks, 
Bolt Lock attics, cellars, 
No. 5051 and all 
doors with 
one-way 
We supply the dealer with oe 
a mounted counter 
display 


The quality, practical features, wide application and reasonable 
price make it a quick, profitable seller. 


Made with our standard five disc tumbler cylinder, supplied with 
two keys. Attached directly to back of cylinder is a pinion gear 
which operates the solid steel sliding bolt. This deadlocks the 
bolt, because cylinder cannot rotate without use of proper key. 


It affords better security for closets, garages, cabinets, rear decks, 
sheds, attics, cellar compartments and all doors with a one way 
approach. For doors from 1 to 2 inches in thickness. 


Each lock packed in attractive individual carton, with drilling 
template and simple instructions for mounting. Standard finish 


is sanded gray. 


Our nearest branch will supply you. 


183 West Lake Street 28 Warren Street 2109 Cass Ave. 
Chicago, Ill. New York City Detroit, Mich. 
523 Commerce Street 121 2nd Street 406 Wall Street 
Philadelphia, Pa. San Francisco, Cal. Los Angeles, Cal. 
414 No. Gay 8t., Baltimore, Md. 
Manufacturers of Antomebiie Cylinder Locks, Padlocks, Inside 


Door Sets, Glass Knob Sets, Key Blanks, Auto Switch Keys, 
Hardware Specialties, 1 Key Machines, et 


Send for Our Complete Catalog. 
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Cash in on 


Starrett 
Advertising 


Month after month, year after year 
Starrett advertising is telling your best 
customers—the men who use and appre- 
ciate fine toole—how to use Starrett 
Tools, why Starretts will make better work 
easier, and why it pays to stick to Starretts. 
You are putting this great selling force to 
work, assuring the utmost volume and 
profit from precision tools, tapes and 
hacksaws when you sell and — Star- 
rett Tools. 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS. 


pRR 
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Sell Starrett Tools 














rE 
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tomers 
y Cus Ys S the Idea 





Good Looking Garage 


TYLE sells automobiles. 
Let it help you sell 
Stanley Garage Hard- 
ware to the car owners 


c vi who come into your store. 


4 


o° eR 


Show them how much the 
right hardware equipment 
means to the garage in 
beauty, utility and con- 
venience. 


In selling the Stanley Line 
of Garage Hardware, you 
will find Ball Bearing 
Hinge No. BB 1460 a good 


- item to use as a leader. 





Artistic in design, 

it is strong and dur- 
able in construction. 
The ball bearings and long 
supporting leaf insure easy 
operation of the doors and 
prevent them from sagging. 





Stanley Hardware Catalog 
No. 14 describes the com- 
plete line of Garage Hard- 
ware, including- Hinges, 
Latches, Bolts and Door- 
holders. Copy free on re- 
quest. The Stanley Works, 
New Britain, Conn. 


STANLEY HARDWARE 


MADE OF STANLEY STEEL 
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CHESTER 





WIA 


























Week of 
" aie 3rd to 9th 


“What's in a 
ame?” 


A rose by any other name 
might smell as sweet but 
a gun by any other name 
would never seem to han- 
dle or toshoot as sweefly 
as a Winchester. This 
name is deeply rooted. 
not only in the history of 
the past, but in the minds 
men today where it is 
keot alive by the praise of 
millions of Winchester 
owners and by the far- 
flung influence of Win- 
chester advertising. Even 
during war-time. when 
Winchester activities 
were devoted to Govern- 
ment work and all adver- 
tising was suspended, the 
name of Winchester ac- 
quired new lustre. And 
now our advertising has 
not only been renewed 
but is constantly ex- 
tended. Last year, for 
example, we backed our 
dealers with the largest 
campaign in many years 
and 1929 will bring an 
even larger and more 
forceful campaign. 








FRADE MARK 


Striking advertisements will be run in nearly 
all the issues of the leading sporting publica- 
tions throughout the year. Another exten- 
sive campaign in farm papers will be used 
with new papers added to our list. Four times 
as many boys’ publications will be used. A 
strong presentation will be made in one of 
the leading national weeklies and Winchester 
radio programs (now in progress) are the 
first of their kind in the history of gun and 
ammunition advertising. Unusual dealer aids 
will also be supplied and a considerable fund 
is being held in reserve to be used as needed 
in backing up the merchandising ideas that 
will be announced to ‘you from time to time. 


1928 was a big year for Winchester jobbers 
and dealers, but, if the efforts we will put 
behind your effort can be used as a gauge, 
1929 is certain to be even bigger. Full details 
will be furnished to you in due season. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Display Room 
312 Broadway 
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Thousands of Hardware Mer- 
chants are making money on 
ATKINS Silver Steel Hack 
Saw Blades. 
AT 
YOUR 


AFKINS 


Hardware 
Store 


If you want something new to in- 
crease your profits write for details, 
addressing Dept. “D,” F. C. Atkins 
& Company, Indianapolis. 





FE. C. ATKINS & COMPANY 


Established 1857 The Silver Steel Saw People 


Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 


BRANCH HOUSES 


Atlanta Memphis New Orleans Portland Seattle 
Chicago Minneapolis New York San Francisco Vancouver, B. C. 
Paris, France 




















FOUNDED 1855 


Nardware 


239 West 39th Street, New York City 
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“Mass 


Buying”- 





the result of “Mass Selling” 


chain store is due entirely to “mass buy- 
ing?”—such propaganda has been passed 
out for gears... but is it true? 


i: IT really a fact that the success of the 


We used to think the sun moved around the 
earth, it seems so and everybody said so. 
Then we discovered that the earth does its 
own revolving. 


True, the chains claim their success is due to 
“mass buying,” but must we believe it just 
because they say so? 


We have already discovered that those “‘spe- 
cial bargains” offered for years by chain 
stores were not due to “mass buying” but to 
“loss selling” to create propaganda. 


It stands to reason that “mass buying” is im- 
possible without “mass selling” . . . . it is 
already known that each link of the chain 
SELLS great masses of merchandise .. . . 
each store does a remarkable job of selling. 
The big question is: “How do they do it?” 


“Price does it!” That is what some people 
say . . . . but price alone does not do it, as 
any merchant who has tried it knows. 


It takes much more than price. It requires 
“mass selling” methods . . . . the display of 
masses of merchandise on tables at which 
women can shop . . . . it requires special 
or unusual bargains to create propaganda 
’ . it requires means of attracting cus- 
tomers to the store to “shop.” 


The idea of “mass selling” revolves around 
modern selling mechanics. “Mass buying” 
is actually the result of “mass selling.” 


The jobber can do the “mass buying” for the 
independent merchant . . . . he can supply 
the plans . . . . he can provide the me- 
chanics and the merchandise. 


But the independent merchant himself is 
charged with the responsibility of conduct- 
ing the retail business. 


And if he adopts the same mechanics, ap- 
plies the same selling ideas, and the same 
energy as does the chain store manager, plus 
his own individuality and initiative, plus his 
personal acquaintance and knowledge of his 
community, he is certain to achieve a far 
greater success than any chain store can hope 
to attain. 


WATER ST. 
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HE old yearly Bally-Hoo is again in full blast. 
Professional speakers and writers in all parts of 
the country are telling business men what they 
must do to be saved from the business perils which 
confront them. The great majority of these fore- 
casters start with the inference that the independent 
merchant and the wholesaler are confronted with the 
greatest problem they have ever been called upon to 
face. Then they go on to enumerate the sixty-seven 
varieties of competition included in the problem. 


We are willing to agree that there is plenty of com- 
petition, but we are inclined to think that our forecast- 
ing friends have the wrong hunch as to competition 
being our greatest problem. As a matter of fact, our 
greatest problem is not a new one in any sense of the 
word. It has been with us from the time we began to 
live and breathe. 


Yes, you have guessed it. The biggest problem each 
of us has to face now, or at any other time, can be seen 
by looking into a common everyday mirror. We are 
our own greatest problem. We always have been, and 
we always will be. The solving of all our business 
problems depends largely on how we solve the prob- 
lem of self. 


To begin with, most of us are as lazy as we dare to 
be. We don’t like to think because thinking is real 
work. We don’t like to change our business habits, 
because the change involves effort. We hesitate to re- 
model our stores and adopt modern merchandising 
methods largely because such changes require hard 
thinking and planning. In many cases we cling to 
traditions mainly because it is easier to follow the old 
beaten path. It isn’t so much a physical as it is a 
mental laziness, but the effort is the same. 


Then again, too many of us a‘ attempting to handle 
business on a “day to day” busis. There is too little 
thought of the future. Each day as troubles arise, or 
trade falls off, we grumble a little, put the blame on 
“conditions,” and decide that “things will be better 
tomorrow.” When the next day comes, tomorrow is 
still ahead of us, and “conditions” are still with us. 
Until we begin to think and act in terms of the future, 


By L Lew S. SOULE 


THE PROBLEM of SELF 












“conditions will continue to work against us. After 
all. most of the so-called conditions are self-made. 


Most of all, we need a new viewpoint. Talk to any 
retailer who has not adopted modern methods of mer- 
chandising, and he will probably say: “Well, it might 
be all right in some communities, but it wouldn’t work 
here.” In other words, there are too many independ- 
ent retail merchants who honestly believe that their 
communities are radically different from any other 
communities. 


The chain stores exploded that fallacy long ago. 
They discovered that people are fundamentally alike 
in all communities; that they respond to the same ba- 
sic motives in buying merchandise. Of course, that 
doesn’t mean that a certain method which has been 
successful with a merchant in Honesdale, Pa., will be 
equally successful with some other merchant in Kanka- 
kee, IIl., but it does mean that the general principles 
underlying the modern methods of merchandising can 
be applied in any community. It means that people 
everywhere do respond favorably to clean, light, well 
arranged stores; to good window displays; to open- 
top table displays of merchandise with prices in plain 
figures. It does mean that catering to the trade of 
women increases sales. Also it means that the day of 
the unkempt, poorly lighted store, with merchandise 
hidden in bins and under counters, is over. 


If you think that your community differs from any 
other community on earth, just go out and count the 
chain stores in your town. If you are in a small town 
that has no chain stores as yet, count the automobiles 
in your trade territory as they pass your store, on the 
way to some neighboring town that does boast these 
proofs that the majority of people are alike in their 
response to basic selling methods. 


We are not pessimistic. We know that the inde- 
pendent merchant who is efficient and up-to-date can 
grow and prosper in the face of any competition. We 
know that thousands of them are growing and prosper- 
ing. 

There are plenty of opportunities for those who 
have solved the problem of self. 
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In the SPRING the HOME LOVER’S 
turns to Thoughts of LAWN and | 


PRING is the time of ye 
the old garden tools, and 


was left out and it is not « 


broken. Already he is buying the new tools needed, 


varden seeds, plants, and shru 
he is cultivating his thriving 
crops. 

Mother is cleaning house, has 
been reminding Dad of the 
coveted sweeper, and will soon 
be digging in her flower beds. 
Before long they'll have to de- 
cide whether to make.the old 
lawn mower chew grass for an- 
other season, or buy one of 
those bright new ones on dis- 
play in your window. — Sister 













ar when Dad hunts up 
probably finds the hoe 
mly rusty but the handle 


bs, or if he lives south 


IRE fence is a live hardware item. 

Conditions in cities, towns and 

country are demanding more and 
better fence. Children must be protected 
from accident, property must be pro- 
tected. Here is an opportunity to add ma- 
terially to the profitable volume. Fence 
lends itself to display in the store and 
window, and will help you to call atten- 
tion to and sell many related items for the 
lawn and garden. Read this article by 
Elmer T. Wible and note the attractive 
display of fence and fence accessories 
used by James & Hawkins, Inc. This 
shows how large bulky items may be 
displayed in a moderate size window 
if some thought is given the subject. 


ee .. 


eal, afi wi 


See! ae ee 


tba Pavey pt rte 


danas : 


| 
+++ 4 


wants a new porch swing and Bob would like to see 
those two thin tires replaced with a new pair. 

Things are moving lively out on the farm, too. What 
a busy time it is! Lots of plowing and planting to be 
done, fences to build and repair, milk production in- 


creased, (may be a new sep- 
arator needed ), pens needed for 
the chicks, and the women folks 
determined to have a nicer lawn 
this year with grass and flowers 
safe from the intrusion of 
chickens, 

()f course this is the time of 
year too, when the contractors, 
carpenters and others begin 
their increased seasonal de- 
mands for supplies, but back of 
a large share of their purchases 
is the same old urge in the 
hearts of the home-loving folks 
for new homes, garages, repairs 
and improvements. 

As a general thing the hard- 
ware store does not have sufh- 
cient show window space to 
give effective showing to the 
many items that should be dis- 
played there each month, and 
during the busy spring season 


you could probably use to good advantage about three 
times the display space you have. 


Many of the items 





ry 
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| GARDEN... 
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By Elmer T. Wible 


+ 


The whole 
world needs 
fence 





such as lawn mow- 

ers, fence washing 
machines, ranges and refrigerators require considerable 
space for good display. 

However, since it is impractical for you to enlarge 
your windows for the spring season, your problem be- 
comes one of making your present windows work 
harder. Make them carry a bigger turnover by chang- 





ing them more frequently, rather than by crowding more 
merchandise into the windows. Never be “too busy” 
to keep your windows properly trimmed. If you are 
too busy then you need more help. “Too busy” is not 
an excuse unless you are actually sellmg more mer- 
chandise than you want to. 

Your windows are of first importance because they 

(Continued on page 182) 





This attention compelling display by James & Hawkins, Jamaica, L. I., proves that small space can be used effectively 
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TARIFF HEARINGS 


By SAUNDERS NORVELL 


N January 14th, 15th and 16th, in Washington, 

there were tariff hearings before the Committee 

on Ways and Means of the House of Represen- 
tatives, Seventieth Congress, second session. These 
hearings came under Schedule 3, Metals and Manu fac- 
tures of. 

The writer has a report befor him of the testimony 
given by A. A. Dicke of New York City, in behalf 
of the firearms industry, and also the statement of 
S. M. Stone of Hartford, Conn., representing the Small 
Arms Manufacturers. A careful reading of the entire 
report on Metals and Manufactures, including firearms 
(guns and rifles), on the one hand, and small arms 
(pistols and revolvers), on the other, is well worth the 
time and attention of anyone concerned largely in the 
buying and selling of hardware and kindred lines. A 
full and complete report can be obtained from any mem- 
ber of the Committee on Ways and Means or from a 
member of the House of Representatives. 

Mr. Dicke stated that he represented thirteen manu- 
facturers of firearms. Following is part of the testi- 
mony : 

“The products of these companies are shoulder 
shotguns and rifles, as distinguished from mounted 
guns, such as ordnance or machine guns, on the 
one hand, and hand arms, such as pistols and re- 
volvers, on the other hand. 

“The importations from abroad are coming in 
mostly from Belgium. About 87 to 89 per cent of 
our imports come from one country, Belgium. 
where the labor rates are especially low. 

“The labor rates, considering the type of labor 
that goes into the manufacture of arms, the per- 
centages of the different types of labor, we submit 
their costs of labor average about one-fifth of the 
costs in this country. Labor represents an unusually 
large item in the manufacture of firearms. From 
information received from the American manu- 
facturers it represents about 75 per cent of the 
cost of the arms; the material about 19 per cent. 
We have ascertained that material costs over there 
are, roughly, about one-half. 

“Therefore, taking into consideration all of these 
items, the costs of the manufacture of firearms, 
generally speaking, in Belgium, are about 28 per 
cent of the cost of manufacture in this country, or 
the manufacturing costs in this country are about 
350 per cent of the manufacturing costs in Belgium. 
or 250 per cent higher than the costs over there. 

“The imports are large and have been increasing 
constantly. In 1928 about $470,000 worth came in 
from abroad. This is partly estimated, because we 
had the figures for only the first ten months, but 
by computing the imports in the last two months in 
the same proportion it would amount to about $470,- 
000. For 1927 it was a little less than that. 

“These guns being brought in having a valuation 
of about $470,000—of course. that is based on the 
foreign valuation—have a United States retail 
value of about $1,700,000, which represents, gen- 
erally speaking, about 10 per cent of the production 
in the United States. 


“Another reason we would like to submit to the 
committee why this business is especially important 
and why it should possibly have special considera- 
tion in the matter of tariff is the importance of this 
business in connection with the question of national 
defense. 


“In that connection I would like to say that in 
the World War the private manufacturere produced 
over 90 per cent of the military arms used by the 
United States Army. While the Government is 
maintaining arsenals, the Government arsenals are 
not of sufficient size and sufficiently well equipped 
to produce anywhere near the amount needed in 
any major war. 

“At the same time the private manufacturers 
produced something over 2,000,000,000 rounds 
of military ammunition, which represented 96 per 
cent of the production. This was produced in, 
roughly, one year, and at the rate of production 
in the Government arsenals it would have taken 
20 to 25 years to produce the ammunition that was 
used in the World War. 


(.—Mr. Watson: How long does it take to ad- 
vance common labor to amount of skilled labor to 
make a gun? 

A.—Mr. Dicke: That is a very interesting ques- 
tion. There is a large amount of skilled labor re- 
quired in the manufacture of a gun. It is a trade 
which has to be learned. It is a matter of a lifetime. 

Q.—Mr. Watson: So, in case of war you have 
not enough skilled labor to make the number of 
guns required? It would take a long time to have 
sufficient men to meet the requirements of the 
Government ? 

A. Mr. Dicke: Yes, sir. Of course, every pri- 
vate manufacturer is a nucleus for the building up 
of an organization for the production of arms in 
time of war or other national emergency, but even 
in the last war the manufacturers had a great deal 
of difficulty—had more difficulty in bringing up their 
personnel than in the production of the physical 
equipment like buildings and machinery.” 


From Mr. Dicke’s brief, submitted to the committee. 
we make the following quotations: 

“Labor rates in this industry in the United States are 
at least five times the labor rates in other firearms man- 
ufacturing countries—particularly Belgium, France and 
Germany. 

“The percentage of labor in the cost of manufacturing 
firearms here is very high. 

“Material costs here are double those obtaining in 
Europe, and overhead items, such as depreciation and 
amortization expenses, are somewhat higher here, with 
the result that the manufacturing cost in, say Belgium, 
is only about 2814 per cent of the cost here or, in other 
words, the manufacturing cost here is 350 per cent of 
the cost in Belgium, or 250 per cent higher than in 
Belgium. 

“Large numbers of rifles and shotguns are being im- 
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ported and imports are increasing. In 1927 importations 
amounted to 18,935 guns, having a total value ( foreign 
valuation) of $421,755. During the first 10 months of 
1928, 18,162 guns came in at a foreign valuation of 
$390,714, or at the rate of 21,794 guns per year, at a 
foreign valuation of $468,856, or an estimated retail 
value of about $1,700,000. This is about 10 per cent 
of the total sales in this country. 

The firearms industry of this country is not on a 
reasonably profitable basis. During the war the domestic 
manufacturers enormously increased their investment in 
buildings, real estate, machinery, tools and equipment 
far beyond the requirements for commercial production 
(present employees are only 10 per cent of those at the 
peak of the war period and one of the largest manufac- 
turers now employs only 5 per cent of the number at 
the peak of the war period). For this reason the in- 
dustry is especially susceptible to destruction by impor- 
tations. 

Preservation of the firearms industry of the United 
States is essential to the national defense. The experi- 
ences of the late war taught this lesson most forcibly. 
The Government arsenals cannot meet the demands of a 
sudden national emergency. During the late war Ameri- 
can arms manufacturers produced 2,193,429 military 
rifles while the Government arsenals produced only 312,- 
878 such rifles. (America’s Munitions, 1917-18, by Hon. 
Benedict Crowell, Assistant Secretary of War, p. 186.) 
In addition thereto the private manufacturers produced 
743,663 military revolvers and pistols. (Same, p. 190.) 

Apparently the arsenals were not equipped to make 
pistols or revolvers. Considering rifles, pistols and re- 
volvers, the arsenals produced 9% per cent of the total. 
Other manufacturers took on contracts to manufacture 
pistols, but failed to deliver a single pistol. (Same, p. 
189.) 


This was true in spite of the fact that among these 
were large manufacturing companies of undoubted man- 
ufacturing skill and ability. This, in itself, illustrates 
that the manufacture of firearms requires an unusual 
amount of skill and experience of a special type and a 
large amount of very special equipment, none of which 
is found in other manufacturing industries. The rea- 
sons for this are many but we call attention to only one 
—the Springfield military rifle cartridge develops a 
pressure of 55,000 pounds per square inch (28 tons on 
each square inch). To handle such enormous forces, 
suddenly applied, in such a small mechanism involves 
problems of design, selection of materials, adjustment in 
assembly, etc., not found in any other industry. 

At the same time, domestic ammunition manufac- 
turers produced 2,143,030,900 military catridges, while 
the Government arsenals produced 89,088,500 (4 per 
cent of total). (America’s Munitions, 1917-18, by Hon. 
Benedict Crowell, Assistant Secretary of War, pp. 193 
and 198). Other manufacturers, in spite of help from 
the arsenals of the Government and from the ammuni- 
tion companies, produced less than 1 per cent of the 
total. Without the facilities and experience of domestic 
firearms and ammunition manufacturers the Army could 
not have been armed for years and the war might have 
lasted years longer and possibly resulted very differently. 
Every rifle or gun brought into this country weakens 
the hands of these domestic manufacturers to serve and 
possibly to save the country in time of war. 

We desire, however, to call the attention of the com- 
mittee to the letter of the Hon. Herbert Hoover ad- 
dressed to the editor of theTariff Review and published 
in that periodical in its number for July, 1928, a copy 
of which is attached hereto, marked “Exhibit B.” In 
the table forming part of said letter we have indicated 

(Continued on page 203) 





“| have made the necessary inquiries to enable me to 
reply to your request that the Department of Commerce 
determine the actual relative income of representative 
groups of workers in different countries. 

“Owing to the differences in purchasing power of 
money in different countries, it is not possible to arrive 
at graphic conclusions as to comparative wages by mak- 
ing a direct conversion of foreign currencies into our 
own. Therefore we have adopted as a common de- 
nominator a pound of raw materials for bread and 
butter, to be made up of 95 per cent wheat flour and 
5 per cent of butter. We have determined the retail 
price of these commodities in each country, the wages 
in each country, and their purchasing power in the num- 


Message to the Tariff Review from Herbert Hoover Referred to in Mr. Norvell’s Article 





ber of pounds of this necessary compound which could 
be purchased each week by the wages of different groups 
in each of the countries. 

“Wages have been confputed on a basis of eight hours 
employment, that being about the average working day 
over the entire world except perhaps in Japan. The 
results are shown in the accompanying table. 

I do not know of any exhibit that could be made that 
should be more illuminating to the employees of Ameri- 
can industry. Among the vital forces which have 
brought about this result and maintain it is the-protective 
tariff. Also it is illuminating as to the higher purchas- 
ing power of American workers for the products of 
American farms. Herpert Hoover.” 








Railway Per Car- Per Electri- 

Engineers cent penters cent cians 

United States ...... 717 100 731 100 778 
United Kingdom .... 367 51 262 36 267 
SOOM) enruish a 217 30 173 24 158 
hs, aan arr 269 38 94 A2.7 123 
oe, er 150 21 96 13.1 76 
ALY «cevedu vias 'aete 166 23 151 21 152 
DEORE EL sake caine 261 36 256 35 224 


WO x. tr tes penned 164 23 125 17 96 


WEEKLY WacEs IF APPLIED TO THE PURCHASE—COoMPOSITE PouNps OF BREAD AND BUTTER 


(Each pound 95 per cent wheat flour and 5 per cent butter) 


- 


Per Coal Per Per Common Per 
cent Miners cent Weavers cent Labor cent 
100 558 100 323 100 259 100 
34 195 35 136 42 160 62 
20 133 24 106 33 112 43 
16 136 24 73 23 68 26.2 
98 94 16.8 94 29 65 25 
20 95 17 75 23 110 43 
29 180 32 155 48. 162 63 
12 60 11 83 26 66 25.5 
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WINDOW DISPLAYS that 
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Displays shown on 

this page are from: 

Stambaugh-Thomp- 

son Co., Youngs- 

town, Ohio. 
} H. D. Thayer, 
Conneaut, Ohio. 
Dalenberg’s Hard- 
ware & Seed Store, 
j West Pullman, III. 
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Sell SPRING MERCHANDISE 


Should breathe the spring atmosphere shown in these 
six displays. To make customers feel the true seasonal 
spirit your displays must have the animation of color. 
These displays have crepe paper backgrounds, artificial 
grass and other extras which put the necessary spring 
touch into these windows. Varying quantities of mer- 


Three good spring dis- 
plays from three ‘differ- 
ent states. They are from 
the following stores: - 
‘Hallett & Sons, 
Pontiac, Mich. 
A. M. Lubash & Son, 
Richmond Hill, N. Y. 
The Weller Co., 
Scottsbluff, Neb. 











chandise are shown to advantage in these pictures, 
which proves that a little thought and attention will 
enable the window trimmer to overcome practically all 
difficulties of window shape and size. Note the vari- 
ance also in shapes and sizes of these windows. Sim- 
plicity is the keynote in all of these window displays. 























ARDWARE jobbers and dealers who, years ago, 

visualized the possibilities in the automotive field 

and established a separate department under com- 
petent management and used exclusive automotive sales- 
men are today well established in their respective terri- 
tories and communities. Prospects for the future are 
very promising. 

Unfortunately, there are not enough hardware mer- 
chants in the automotive picture, but there is more room 
for them today, and the opportunities are greater than 
ever before. The combination of hardware and auto- 
motive goods is an ideal one, as every customer of the 
hardware merchant buys auto requirements, so why not 
sell them to him? 

It is an established fact that the hardware merchant 
handling automotive lines sells more hardware than the 
exclusive hardware establishment. And to illustrate the 
other side of the picture, it is also an established fact 
that exclusive automotive accessory dealers have been 
a failure, outside of metropolitan and large cities, all the 
more reason for the hardware-automotive dealer com- 
bination. 

In the distribution of automotive accessories and 
replacements through jobber-dealer channels, the weak- 
est link in the chain is the dealer. The industry is in 
greater. need today than ever before of real merchandis- 





ignition Parts 




























Twenty-five Million Motor Vehicles Require Repair 
and Replacement Parts 








There is room for more HARDWARE 
in the | 


ing dealers, and the hardware dealer can fill this re- 
quirement better than any other merchant in his com- 
munity. The door is wide open for the aggressive mer- 
chant to grasp this opportunity for added volume and 
greater profits, and to tie up his business with the lead- 
ing industry of our great country. 

The accompanying chart of popular motor car acces- 
sories and replacements represents, with a few excep- 
tions, the line of materials the dealer can stock and be 
assured of a steady turnover and profit. Now look 
over this list and visualize the tremendous amount pur- 
chased daily to keep the country’s twenty-five million 
motor vehicles operating, with a 1929 manufacturing 
program of another four and one-half to five million 
cars. 

Now, you hardware merchants in the smaller commu- 
nities catering to the rural sections, where the big per- 
centage of the twenty-five million cars are registered, 
are selling these car owners every day nails, roofing, 
fencing and other things to keep his farm running. 
Why not have him buy from you at the same time a 
tire and tube, a storage battery, new set of spark plugs 
and many other things he must have to make sure he 
can get in and out of town when,he wants to. 

The number of items on the chart would cost the 
dealer about $500 for a small stock, and a $1,000 stock 


















































































































































seniting we : 
—" Auto A nd Repl 
Gaskets uto Accessories a eplacements 
Gasket Shellac 
Timers 
Fan Belts 
Generator Brushes 
Fuses : Top Dressing 
Pump Packing . 
Valve Grinding Compound Spot Lights — 
Motor Oil ooo canal ’ Cushions 
Cigar Lighters — wets 
, \ 
Radiator Shutters ~~ =| ; 
; ws et et sib ca Tire Cover 
Radiator Caps Spare Tire Lock 
Radiator Cement Spare Tire Chain 
Radiator Hose Extra Snare Tire Carrier 
Radiator Anti-Freeze Trunk Rack 
Hose Clamps Trunk 
Tail Light 
Gas Tank Caps 
“ 
Brake Lining 
Rivets 
; 5, Hub Caps 
License Plate Frames 
License Plate Boits 
Light Bulbs 
Metal Petish 
a Paint Remover 
oe ~_ 
Alemite Fittin Rody Polis 
Grease Guns as My] Belishing Clothe 
cenit ee Sponges 
» ane ; Chamois 
Foot Pump Jacks \ 
Foot Pump Hose Batteries Tools 
tires and Tube aery Teresina Rim’ Logs 
Tires an ubes Battery Terminals i Board ' 
Cold Patches Distilled Water Peer Beard Mate Rim Bolts 
Cement Hydrometers Tool Box Tire Chains 
Valve insides Step Plates 
Valve Caps 
Tire Tape 
Tire Flaps Transmission Bands 
Vulcanizers Bendix Springs 













































MERCHANTS 
AUTOMOTIVE PICTURE 


By W. C. M. Lawrie 


would be about right for a dealer in a town of 3000 to 
5000 people. In looking over the chart you will find 
most of the items are replacements, which are con- 
stantly in demand. Tires, tubes and storage batteries 
are the leading replacements and represent the greatest 
volume of sales, carrying a smaller margin of profit 
than the other items, but this is compensated for by fast 
turnover. Jobber and dealer distribution of these re- 
placements has shown a large increase in the past two 
years and is rapidly passing out of the hands of the 
specialty battery and tire dealers. 

Start your automotive department with a small but 
complete stock. Nothing will drive customers away 
quicker than to have them ask for staple goods you do 
not carry in stock. 

Set aside a place in your store for this department and 
concentrate all automotive materials in one place. Dis- 
play as much as you can openly, on tables and where 
the customer can see the goods and get them in his 
hands. Change displays frequently. It is very impor- 
tant to place a man in charge of the automotive depart- 
ment who will devote to it his entire time, so he can 
absorb all the details of*the line, and can intelligently 
discuss them with motor car owners. They are wiser 
today than ever and like to buy in places where the 
salesmen know all about the merchandise they sell. 

Another important step for the dealer is to pick a 
good jobber, be guided by his advice, and stick to him. 
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Walter C. M. 
Lawrie has had 
many years of 
successful experi- 
ence selling auto 
accessories through 
hardware channels. 
His story should 
be read carefully. 


























He will only sell you goods and in such quantities that 
will show you turnover and profit, making for himself 
a satisfied and profitable customer. 

Just keep this in mind, Mr. Hardware Dealer. ‘The 
automotive industry needs your merchandising expe- 
rience in the distribution of accessories and _ replace- 
ments. The potential market is of vast proportions and 
the profits very satisfactory. 

Every one of your customers is spending $50 to $100 
a year to keep his car operating and you can have this 
additional business and profit if you will equip your 
establishment with a real automotive department. It 
will also increase your hardware sales. 





MILLER Displays Auto Accessories on Tables 


The Miller Hardware Co., 
Olean, N. Y., with its large 
and modern store, devotes two 
open top display tables to auto 
essentials, which enjov a steady 
demand. 


Sponges, brushes, dusters, pol- 
ishes and lubricants are placed 
on one table and on the other 
table tire chain locks, tubes, 
pumps, stop lights, etc., are dis- 
played. 


A. E. Ewing, president of the 
firm, finds that open top display 
fixtures are particularly efficient 
in selling auto accessory items. 



















































104 HARDWARE AGE for FEBRUARY 7, 1929 





A Review of the 
British Harpware SITUATION 


By NORMAN FRENCH 


Editor, Hardware Trade Journal 
London, England 


SHORT time ago a man from an American city, 
A steeped in hardware by virtue of his long and 

intimate association with the trade, walked into 
iny office in Fleet Street—the nerve center of the British 
[:mpire—and began to talk shop. With that charming 
frankness that is characteristic of the American business 
man, he spoke of business conditions in the United 
States, of the economic position of the European coun- 
tries he had visited before he descended on London, and 
then, with a “How’s things here?” he began to inter- 
view ME! It was all very delightful and very enter- 
taining, but on balance I fancy that he got more in- 
formation from me than I obtained from him. At the 
end of it my visitor declared that he had learned much 
that was interesting and that, on this his first call on 
his first visit to this little land of ours, he had gathered 
material which would help him to understand and appre- 
ciate “what the other half of the world was doing.” 


Travel Aids Knowledge 


So on the eve of a New Year, with the mind running 
a very determined course on retrospect, it occurs that 
a few swift, concise indications of the hardware posi- 
ion of Britain today may be both interesting and in- 
formative to many in the U. S. A. The tremendous 
growth of travel in the post-war years, of course, has 
done much to facilitate the acquisition of knowledge and 
a better understanding of trade and economic condi- 
tions in different lands. Yet despite the tremendous 
influx of American visitors to Europe and European 
travelers to America, it still remains true that in both 
continents, for one business man with knowledge gained 
from personal observation of conditions abroad there are 
thousands denied that privilege and boon. 

Taking a broad sweep of the hardware trade in 
Britain—and the picture must necessarily be presented in 
bold outline rather than in fine detail—the year which is 
just ending has been better than its predecessor. The 
vear 1927, of course, was largely a year of recovery 
from the disastrous and catastrophic disturbance caused 
by the miners’ dispute and the general strike. Britain's 
industrial recuperative power has always been strong, 
and it was manifested again after the grievous blow dealt 
by the general strike; but it was recognized at the time 
that the full measure of hurt which the labor troubles 
of 1926 imposed would probably never be known. The 
aftermath has been terribly costly. The general trend 
in 1927, however, justified strong hope of trade develop- 
ment on a satisfactory scale in 1928. Trade undoubtedly 
has advanced considerably and although the year’s ex- 
port figures are not yet available it is certain that they 
mark progress, and certainly in the hardware group the 
figures are very much better than in the previous twelve 
months. Empire markets keep up well, and in many 
quarters there is expectation of trade development with 


the Dominions and Colonies. The year has been notable 
for the wide-scale publicity and propaganda of the 
Empire Marketing Board, and the overseas tour of Mr. 
Amery, Dominions and Colonial Secretary, have pro- 
vided material for a great impetus to the enthusiasm that 
exists respecting the trade opportunities in the Empire. 
Side by side with this there is recognition that industrial 
expansion must be looked for in the Dominions them- 
selves. Canada and Australia are making great head- 
way in this respect, and South Africa is coming into 
stride also. The year 1928 has seen some extension of 
the movement which impels British firms to establish 
branch factories in the Dominions; a Midlands firm has 
opened a new stove and grate works in Melbourne, and 
there have been developments also in Canada ; and it is a 
tolerable surety that the “industrial mission” now in 
Australia, headed by Sir Arthur Duckham and Sir Hugo 
Hirst (the latter of the General Electric Co., Ltd.) will 
have something to say on this upon their return, and pos- 
sibly some important recommendations to offer. 

The policy has been continued of arranging in indus- 
trial centers local exhibitions of hardware brought from 
overseas and properly docketed with prices in such a 
way as to enable British hardware manufacturers to con- 
sider whether they can compete. There is evidence to 
support the idea that these exhibitions are useful—sam- 
ples are loaned to manufacturers desiring them—but in 
the cases of very cheap goods British makers very often 
are not disposed to come down in their scale of quality. 


Britain’s Home Trade 


In regard to home trade, hardware manufacturers — 
catering for the motor industry have found increasing 
business during the year, and the healthy condition in 
this branch is likely to continue. Builders’ hardware has 
heen in good request, but the trade has. been badly 
spoiled for merchants by price cutting in several direc- 
tions. The light castings industry has had an exceed- 
ingly difficult time. Post-war housing schemes—or at 
all events schemes by municipalities which were based 
on the grant of State subsidies—have been checked by 
the subsidy changes, and there can be no return to the 
lavish financial inducements to build that characterized 
the efforts of ministers in successive governments to 
speed up house building in order to satisfy that popular 
post-war slogan—‘Houses for heroes’—but to make up 
for the serious shortage of hundreds of thousands of 
dwellings caused when building was suspended during 
the war years. 

So far as stoves, grates and light castings generally 
are concerned, it may be recalled that in 1912, following 
cut-throat competition that was positively devastating, 
agreements were reached between iron founders and dis- 
tributors—merchants and retailers—to put the trade on 
a more satisfactory level. During the past three or four 
years, however, there have been lapses, and the culminat- 
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ing point was reached when, nearly two years ago, the 
agreement was thrown overboard. Since then condi- 
tions have become worse and although there have been 
hints of a rapprochment nothing has been done. The 
unsatisfactory position in this trade is not merely as 
between manufacturers and distributors. The iron 
founders themselves do not see eye to eye, and there is 
talk of secessions from the National Light Castings 
Association unless something is done to get the busi- 
ness on a better footing. The likelihood is that prices 
will come down still further, and the outlook in this 
branch is not good. Slack time in the Falkirk district 
of Scotland—the center of the light castings industry— 
has during the past year meant a loss of thousands of 
pounds sterling in wages. 


The Development of Electricity Services 


A brighter point, however, is that the rapid develop- 
ment of electricity services throughout the country and 
the possibility of a tremendous “push’’ when the new 
regional electricity schemes to cover the country are 
under way, involving an expenditure running into many 
millions, has given an impetus to the production of new 
products in the foundries of Falkirk and elsewhere for 
the electrical trade. One of the biggest firms of light 
castings manufacturers has made great progress in the 
production of electric cooking stoves and electric fires, 
and the designs and finishes—the latter in armor bright, 
Grecian bronze, satin brass and stainless steel—are 
marked by high excellence. Another firm in Bonny- 
bridge, which is close to Falkirk, has laid down brand 
new works for the manufacture of electric stoves, cook- 
ers and fires, and is getting near to big production 
stage. Despite these developments, however, it is clear 
that the year 1929 will be fraught with important hap- 
penings in the light castings industry, and he would be 
a bold man who would venture a prophecy as to the line 
these will take. Possibly, however, salvation will lie in 
some form of “rationalization”; although it has to be 
frankly admitted that at the moment the temper and 
mood of leaders of the industry do not suggest an im- 
minent move in that direction. 


Legislative Changes 


The tool trade has been fairly good, and the machine 
tool trade very good. Indeed, production and order 
books in the machine tool industry of late have been 
better than at any time since 1920, and manufacturers 
go into the new year with particularly strong confidence 
in the business awaiting them. The hollow-ware 
branches have been well employed, but there has been 
the keenest competition for trade, particularly in the 
aluminum branches, and some of the business has been 
done at prices not altogether satisfactory. One of the 
important legislative changes of 1928 has touched the 
wrought enameled hollow-ware trade, an application by 
manufacturers for a duty on imports having been 
granted. ‘This was secured under the “safeguarding of 
industries” procedure, and it was rather a notable suc- 
cess after a lengthy period of inactivity so far as appli- 
cations were concerned, due in part to the failures re- 
corded earlier, and the uncertainty of convincing the in- 
quiry committee that British industry was suffering 
undue hardship because of the import of foreign goods 
made under conditions with which British makers could 
not compete. Parenthetically it may be observed that 
the politicians are now proposing to make it easier for 
applications for “safeguarding” to be made, by removing 
the obligation first to make out a prima facie case before 
the Board of Trade as a preliminary to investigation by 





a committee of inquiry, and generally by simplifying the 
procedure. The Shefheld cutlery manufacturers have 
“enjoyed” a safeguarding duty on cutlery for two or 
three years, but there is no unanimity about the ad- 
vantages there. In other words, in the opinion of many 
people, safeguarding has not yielded the benefits that 
were expected of it. 


The Mercantile Marks Act 


Under the new Merchandise Marks Act, Orders-in- 
Council have been made, some operative and others pend- 
ing, covering lawn mowers, cast iron baths, brass foun- 
dry, zinc sheets and other hardware, providing that the 
goods must bear a mark of origin either on importation 
or on exposure for sale. The range of goods affected 
will doubtless be greatly enlarged during 1929. 

The manufacture of safety razors and safety razor 
blades has made great progress during the past twelve 
months ; substantial improvements have been carried out 
in the cutlery works, especially in the grinding shops ; 
and the Cutler’s Company has been particularly active 
in preventing the abuse of Sheffield’s good name for 
quality cutlery both at home and abroad. 


Distribution Problems 


As to distribution, the wholesale and factoring houses 
have had varying experiences. Some leading firms have 
done badly, and are now in the throes of internal reor- 
ganization from which good results are expected. Others 
have maintained their position with undiminished 
strength. One century-old concern has just completed 
fine new premises in London built on the most modern 
lines, and representing a high pitch of efficiency both in 
planning and layout. Complaint has continued through- 
out the year that buying has been on a limited scale. 
Orders have lacked bulk, and what is termed hand-to- 
mouth purchasing has been common. Collective buying 
is practiced, but it is not by any means extensive, and 
retailers are not unanimous in embracing it. Indeed, 
balance of opinion is definitely against it, although some 
traders, notably in the north of England, have striven to 
make converts to the system. 

On the dark side from the retail selling point of view, 
many hardware dealers in depressed areas have suffered 
exceedingly during 1928. It has to be remembered that 
the roll of the unemployed has stood at round about the 
1,250,000 mark, and that means an immense loss of pur- 
chasing power. One retail hardware distributor has 
suffered a diminution of sales at the rate of 40,000 
dollars in the twelve month, and conditions in mining 
districts cause intense depression in trade circles. Pool- 
ing arrangements in the mining industry and closure of 
pits give little hope to some traders that they can recover 
turnover in the days and months to come. 


A Year of Great Progressive Enterprise 


That, however, is rather impressing a fine line on the 
picture, and it is the bold sweep that is aimed at. Taking 
retail trading as a whole, there is a great deal that is 
encouraging. It is no exaggeration to say that there 
has never been a year so marked by progressive enter- 
prise by British hardware retailers. Reconstruction of 
premises, planning on open shop lines to permit freer 
inspection and handling of goods, better and more ad- 
vertising, smarter and greater efficiency of service be- 
hind the counter, and fuller attention to effective window 
display and concentration on salesmanship—all these 
have been outstanding during the year under review. 
There is a new spirit abroad; it has no use foryhide- 

(Continued on page 202) dar 
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The Independent 
Merchant’s Outlook 


for 1929 


By E. B. GALLAHER 








E. B. GALLAHER 


Treasurer, Clover Mfg. Co., and Editor, Clover Business Service 


T is doubtful whether, in our whole history, the 

merchandising industry has been more disturbed 

than it is at present—everyone is wondering what 
is going to become of his business—the atmosphere 
everywhere is fraught with fears and misgivings. 

The fact is, we have been, and are still, undergoing 
a great revolution in our ideas and methods of doing 
business; and, all great changes of this sort require 


considerable time to develop, and during the period of 


evolution confusion necessarily takes place. 

But there is no reason why we should become 
alarmed; on the contrary, if we can but get a clear 
outline of what is taking place—think right through, 
so to speak, we will readily see the course to be fol- 
lowed and can adjust our affairs accordingly—we must 
plan for the long term. 


Looking at Mr. Average Retailer 





This subject is a large one—has so many angles that 
it would be impossible to cover it even superficially in 
one editorial—so we shall confine ourselves strictly to 
merchandising and try to draw a picture of what has 
been taking place, giving the underlying reasons or 
causes for the change; then a brief suggestion as to 
probable future developments. 

Let us go back just a very few years and have a 
look at Mr. Average Retailer—and this means the re- 
tailer in practically every industry. 





We find a lazy, self-satisfied proprietor, who has 
often inherited his business, together with some credit 
and a small amount of money; his accounts are badly 
kept; he has no idea as to whether he is making money 
or not; is absolutely innocent as to the condition of his 
inventory; but will tell you with pride that he “has 
always been able to make a living,” whatever that 
means. ; 

We step into the store and find it dark, dirty and itt 
disorder, with a mass of cats and dogs—the accumu- 
lation of years—three times as large a stock as should 
be there to render excellent service to his community ; 
but half of it obsolete. Confusion reigns everywhere, 
the stock is all mixed up, most of it hidden away 
where he can’t find it himself. 

The clerks, if he has any, reflect the boss; they are 
just as lazy as he and know little or nothing about the 
goods they are supposed to sell or the proper methods 
of selling them; all they know they have had to pick 
up themselves, and this is mighty little. 

When a customer came in to buy, he had to know 
exactly what he wanted before he entered; had even 
to be able to call for the article by its technical name, 
or ten chances to one he would be turned away and told 
they didn’t carry it. 


Never Heard of “Turnover” 


As for “turnover,” most retailers had never heard 
the word and certainly did not know what it meant. 

Reordering or maintaining stock was nothing in their 
young lives. ‘‘What was the jobber’s salesman for 
anyway, if he wasn’t there to give ‘service,’ and see 
that their stock was properly kept up?” And so the 
jobber’s salesman grew into the dealer’s stock clerk 
and order taker; even this wouldn’t have been so bad 
if the dealer had stuck to one jobber, as the jobber’s 
salesman would then have felt some personal responsi- 
bility, but when he persisted in buying from a number 
of jobbers, each with his own axe to grind, the result 
was naturally great confusion, many duplications, lack 
of variety, out-of-stock items; overstocks and dead 
stock. 





OTE the advance that has been made as evidenced by com- 
parison of this picture with the one opposite 

















Then three major economic changes occurred: the 
advent of the automobile, which allowed people to shop 
over wide areas; a complete change in our method of 
living; the advent of a new type of merchant, popu- 
larly called “The Modern Merchant,’ who has at- 
tempted to cater to the new demands of a more pros- 
perous and, conse- 
quently, more choosy 
consumer. 

And here we find 
ourselves today, with 
a vast horde of inde- 
pendent merchants 
in all lines, most of 
whom barely making 
both ends meet; in 
competition with a 
few enormous mer- 
chandising organiza- 
tions which are op- 
erating chains of re- 
tail stores, taking 
the cream of the 
business and earn- 
ing huge profits. 

Thus the blunt 
questions we have 
here to consider are, 
“Will the indepen- 
dent merchant sur- 
vive as an institu- 


tion or will he be 
eliminated and his 
functions assumed 


by some other kind 
of merchant?” 
“What must the in- 
dependent merchant do to’ rehabilitate himself if he is 
to survive?” “What progress has been made, if any, 
for the rehabilitation of the old-line retailer and his 
jobber ?” 

Probably no greater attention has ever been given a 
problem than there has been given during the past two 
years to the question of finding a workable formula for 
satisfactory and efficient merchandising. It is generally 
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There was a time when the ceiling display was part of the store picture 
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recognized that while manufacturing has been developed 
to an extreme degree in both capacity and efficiency sci- 
entific merchandising has made little headway and, sad 
as it may be, the fact is that, considering merchandising 
as a whole, we are not much better off today than we 
were many years ago. 

Mr. Hoover, dur- 
ing his term as Sec- 
retary of Commerce, 
recognized this fact, 
and has already done 
an enormous amount 
of constructive work, 
the effect of which 
is already being felt, 
but which will be 
felt much more as 
time goes on. 

Briefly, the doc- 
trine has been laid 
down that (1) it 
should not be neces- 
sary for indepen- 
dent merchants to 
combine in order to 
save their business 
from ruinous com- 
petition; (2) that 
the independent mer- 
chant is an institu- 
tion which is neces- 
sary to the proper 
service of the pub- 
lic and, therefore, 
must not be elimi- 
nated; (3) that the 
public is entitled to 
efficient service in merchandising and should not be 
penalized through inefficiency. 

If we have any doubts as to the necessity for the 
existence of the independent merchant, let us stop for 
one moment and think what would happen if all inde- 
pendent merchants were to close up their stores for just 
one week! We simply couldn’t get along at all! Sup- 

(Continued on page 160) 
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Extending the City Line by 


AVE you ever been asked the question: “How 
H large is your town?” Have you thought soberly 

for a minute, and then lied about two thousand 
on the size of its population? sin, 


Really, I would not care much for Ce 
the feilow who didn’t. Then have L | 
you had the gentlemen who asked — 
the question, say: “I did not want 7 


to know the number of peo- 
ple in your town, but rather 
how much ground does it 
cover, or how large an area 
does it encompass?” Then 
you would again think 
soberly for a moment and 
lie the second time exagger- 
ating its size about a half 
mile on each dimension— 
telling him that it is about 
two miles square. Had it 
ever occured to you that 
you could not have a very 
large town in an area of but 
two square miles? Only a 


} 


population of from one to Mutual problems are solved on common ground and enmity and 
differences are ironed out by harmony and good will 


ten thousand could exist 
within such boundaries. 

Think about this seriously, and then ask yourself the 
question: “Isn’t my town as large as the trade territory 
that it serves?—and isn’t it a fact that business in my 
town will be governed by the productiveness of the 
surrounding territory, whether these resources are, agri- 
culture, live stock raising, fruit growing, manufactur- 
ing, mining, or what not?” Then, if this is true, the 
business done in my town, will be in proportion to the 
productiveness of the various commercial interests, and 
also in proportion to the amount of intelligent, construc- 
tive mingling of 
thought given to the 
labors of each work- 
man—whether he be 
on the farm, in the 
workshop, at the 
office, or in the store 
—his problems are 
your problems, and 
the influence of his 
prosperity is a_ real 
factor in gross busi- 
ness figures. It’s a 
question of adding to, 
or taking away from 
the commercial inter- 
ests of the trading 
center. 

If this be true, don’t 
you think every citizen 
in the trade territory 
is interested in the 
commercial center of 
that trade territory? 










‘“‘What is the difference in the interests of the customer, 
who walks ten blocks, or drives ten miles to do business 
in that town? What should a merchant’s relation be 
to his fellowman? Did it ever 
occur to you that the storekeeper, 
or professional! man who is in- 
creasing his business at the ex- 
pense of his weaker brother, is a 
leech on business, and a disgrace 
to the community?’ The real mer- 
chant or professional man 
goes out and enlists his 
efforts with all the other 
nos citizens of the community, 
\ to make a more productive 
community. Giving his 
\\ time, energy and best 
thoughts, in all things that 
go to make for better 
living, and the upbuild- 
ing of the community in 
general, including al! 
phases of commercial, 
social, educational, and 
religious undertakings. 
The bad handling of 
farm lands, live stock, 
orchards and what not, is of vital interest to the trade 
center, as well as to the farmer himself. Such misman- 
agement diminishes the purchasing power, which should 
come from “the factory of the farm’; if the factory in 
town is haphazardly operated, it will have like effect. A 
loss in any manner; in the trade territory, whatever 
may be its cause, affects to some extent every other 
citizen in that trade territory. The mutual interests are 
so closely bound together, that every citizen suffers, or 
rejoices to some extent with every other citizen. 
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renton Idea 


By TOM N. WITTEN 


Witten Hardware Co., Trenton, Mo. 


The 


HE “Trenton Idea” is a reciprocal community plan for \ 


bringing about closer cooperation between the farmer 
and the dealer; promoting friendly business and social 








Whether he realizes this to be true or not—it is as true 
as the law of gravitation. 

In February, 1910, the Commercial Club of the City 
of Trenton, Mo., decided that the results obtained in the 
past, from efforts to develop the city were not entirely 
satisfactory. After a general discussion and exchange 
of ideas, between members of the organization, the 
“Trenton Idea” was evolved. The thought is by no 
means new, but its success in appealing to the intelli- 
gence of the community, seeking for the highest form of 
commercial development, has awakened the interests of 
industrial thinkers throughout the country. Leading 
trade journals, and periodicals of importance have fea- 
tured its origin, history, and future significance. The 
“Trenton Idea’ obliterates the established legal, but 
imaginary, line between the town and the country—it 
extends the zone of business activity, from the axis, or 
center of the real town, to: the circumference of the 
community at large. It ignores the tendency to confine 
the trade, and commercial activities of life, and gives 
vent and direction to the urban and suburban energies 
of the town and farm. 

In terms of definition, a “Trentonite” is a man who 
lives within this zone of common interest, whether he 
walks six blocks to the courthouse, or drives six miles 
to it. He is a citizen of Trenton, and an exponent of 


relations, with profit to both classes. In its application the 
words “country jake” and “hayseed” are dropped from the 
vocabulary of the townsman, while the farmer likewise drops 
the descriptives “dude” and “slicker” from his category. 
Mutual problems are solved on common ground, and enmity 
and differences are ironed out by harmony and good will. 








the “Trenton 
Idea” in actual 
life. <A citizen 
who raises 
eighty bushels of 
corn per acre, 
ten miles from the county seat, has identical interests 
with the man who raises enough tomatoes on three vines, 
in the back yard of his city lot, to supply his family with 
this vegetable, during the season. The workman in the 
factory in the old corporate limits has equal concern with 
the poultry yard enthusiast on the farm who is making 
Grand River Valley famous for the production and con- 
tribution of the Missouri hen. 

The town people take interest in the bridge which is 
needed by the farmers in the lower part of the county. 
and lend their whole-hearted assistance in cash, and 
influence in securing it. It’s a part of Trenton, and an 
aid in linking together the citizens of the town. The 
mud-hole, which obstructs a back road in the spring, con- 
cerns every Trentonite. 

Back of this—and still deeper than the commercial 
and financial features involved in this proposition, lies 
the better part of the “Trenton Idea’’—the practical 
application of it, to the social side of life. Remarkable 
results have been accomplished in that particular. The 

: old suspicion, which 
the farmer unconsci- 
ously entertained, 
toward his fellow 
citizen in the city, and 
the similar feeling 
entertained by the 
townsman, in regard 
to his friend in the 
country, is rapidly 
dying out. Every 
citizen in the country 
realizes that it is to 
his own interest to co- 
operate to the fullest 
extent, with his fel- 
low citizen “in town.” 

Herein lies the 
nucleus of the actual 
solution of the “Back 
to the farm”, move- 
ment. A firm, initial 
step in the right di- 
(Continued on page 206) 


TOM N. WITTEN 


Father of Plan 


the Trenton 
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Here arE ANSWERS To 
about HARDWARE 


Each of These Queries, While Arising Out of a Specific 

Problem of Individual Merchant, Is Typical of General 

Problems—Combined, the Questions and Answers Really 
Amount to a Practical Lesson in Advertising 


By GUY HUBBART 


lst Query: “Is it better to advertise every day 
using small space, or two or three times a week, using 
larger space?” 

Answer: As a rule, small space carefully distributed 
over the week is the better method. These are the main 
reasons : 

1. Since newspaper advertising is a means of reaching 
the public, whose needs for goods arise by the day and 
are supplied by the day, several insertions a week are 
more likely to hit the current needs of the most cus- 
tomers, just as five telephone calls are more likely to 
catch a man who is hard to catch in his office than one 
call is. 

2. Also, when four or five small ads a week are run, 
with a few good items featured, the chances that each 
ad will be carefully read is better than one or two ads 
crowded full of items. Each item gets a better showing. 

(The question, one of the most important to retailers 
using newspaper space, will be dealt with in full later 
on in this series of articles. ) 


2nd Query: “What per cent of total business 
can a hardware merchant spend for advertis- 
ing?” 

Answer: The amount depends on average daily volume 
throughout the year, number of direct competitors in 
the local field, and the size of the population served by 
the store. As an example, which can be raised or low- 
ered in proportion, a store doing $250 a day in a city 
of 60,000 people could afford to spend 1.5 per cent, pro- 
vided turnover of stock on all sections is good, and over- 
head is not too high. If buying activity is high in the 
town, as indicated by small variation day by day of sales, 
as compared by the previous week’s sales on correspond- 
ing days, the rate could be raised to 1.75 per cent on 
annual sales, even as high as 2 per cent, if advertising 
seems to help all seasonal departments above normal. 

If there are five lively competitors, all carrying prac- 
tically the same kinds and qualities of hardware stocks, 
a store ought to allow $20 a year for each one thousand 
of population, which is $1,200 on a $75,000 volume, or 
a little over 1.5 per cent. The amount is so affected by 
local conditions that it is difficult to give any other rule 
than the above ($20 per 1000 of population annually, as 
a general rule.) 








The questions answered 
here in detail, with the ex- 
ception of two which came 
in by mail, were brought up 
by hardware merchants at a 
recent meeting of the West- 
ern Massachusetts Retail 
Hardware Convention. They 
were answered there by Mr. 
Hubbart as specific queries, 
but are so typical of problems 
commonly confronting hard- 
ware retailers everywhere 
that we are glad to give them 
detailed treatment. 

—The Editors. 











3rd Query: “In general, is advertising in a 
country weekly a paying proposition, and 
would an ad of similar size in a city afternoon 
daily covering the same territory with greater 
circulation be a better proposition?” 


Answer: Without specified details, this question can 
only be answered in a general way. But it is an inter- 
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J} SOME TIMELY QUESTIONS 
E] STORE ADVERTISING 


esting and important question worth careful study. If 
daily volume is good on the average, allowing the store 
to advertise three times a week, it would be profitable 
to put two ads in the city daily and one in the weekly 
during seasonal selling, spring, fall, and when certain 
lines or stocks are in big current demand. The adver- 
tiser should find out how much of the circulation of the 
city daily is really localized. The daily may have 28,000 
circulation, with 400 in your town, as compared with 
6000 by the local paper. In this case the local paper 
is best, due to its local news interest. For special events 
it would pay to use both once in a while. 


4th Query: “What is the difference in effi- 
ciency in getting over to the public, an adver- 
tisement in a newspaper, or a mailed circular?” 


Answer: No great difference in efficiency if the list 
is alive, carefully checked and has not been addressed 
too frequently and too recently. The success of a mail- 
ing circular depends on what items and types of values 
are offered. If an ad has been run in the newspaper 
and then mailed to a list as a circular, results are likely 


to be satisfactory. The 
crowded, badly arranged 
circular is usually very 





costly, if not a complete wee ee 
loss. Good circulars al- x / H 
ways sel 1 something; a / Ys r) 1 
they are best, however, Guy £ | 
for announcing new HUBBART ; 


goods or extra values, 
something very good for the money. 
5th Query: “What form of ad would you 
run if there is no local paper? Do you favor 
running specials at cost?” 

Answer: Use post cards, mailing circulars and circu- 
lars in monthly statements. Post cards are mighty effec- 
tive, if consistently used, and are not costly. Specials at 
cost are costly two ways: They rob you of profit and 
weaken your competitive standing. Customers either 
doubt the values finally, or get the habit of staying away 
until another special is offered. In an ad of 20 items 
it is sometimes a good idea to offer one special if a good 
reason is given for the reduction. (Continued on page 201) 





“True Value for 


HIS excellent slogan for any merchant in any 

line, but particularly applicable to hardware mer- 

chants, is proposed by a veteran Missouri hard- 
ware dealer who prefers that his name be kept confiden- 
tial. 

“True value for the price asked.” 

As the author and proposer points out, the problem 
which we independent merchants and members of the 
trade face is to secure the confidence of the buying pub- 
lic and educate our customers to an understanding of 
real value. 

Under such a slogan retail merchants, jobbers and 
manufacturers can sell any class of goods, but they 
cannot misrepresent their offerings. An axe that sells 
for one dollar is worth a dollar and an axe that sells for 
two dollars is worth two dollars, or at least must be 
under the slogan. 

Naturally any slogan or principle is worthless unless 
it binds the merchant as well as his customer. 


Train Customers to Values 


We are confronted in our business field with those 
well known slogans or policies which guarantee to re- 
fund the price if not satisfied and which also claim to 
make a saving for the purchaser. 


the Price Asked” 


Ours is an educational problem wherein we must 
educate ourselves to true values and to real economies 
of management and at the same time educate the public 
to the fact that the independent store is not higher priced 
than its syndicate competitor when the actual values of 
merchandise offered are considered. 


For Convention Consideration 


The retail hardware merchant who proposes this slogan 
has been engaged in the hardware and implement busi- 
ness since 1888 and in those 40 years he has seen great 
changes come about, both in the lines he handles and 
in the general business world and the manner of living 
of the American people. 

He further proposes that during the coming retail 
hardware conventions this slogan be adopted universally 
and that members of the trade both wholesale and retail, 
and even the manufacturers, incorporate this slogan in 
their advertising and use it to the point that it shall 
be associated with the retail hardware trade. 


“True Value for the Price Asked” 


It is an excellent slogan and behind it is a real prin- 
ciple of merchandising and of management that will be 
as helpful to the man who uses the slogan as to the 
men and women before whose attention it is brought. 
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The 


istory of RADIO 


—From a Hardware Merchant’s 
Viewpoint 


By GEORGE E. 


Lyford Hardware-Sporting 


MMEDIATELY after the war in the years of 1919 

and 1920 the public began to hear about “talking 

through the air”, but very few knew or believed very 
much on the subject. Small groups in every community 
were becoming interested and were soon building un- 
gainly contraptions, consisting of dials, meters, bulbs, 
batteries and hundreds of wires. The radio craze had 
started, and I soon had completed my first receiving 
set, early in February, 1920. 

A few nights later, a fair sized crowd eagerly congre- 
gated in the rear of our hardware store in the hope that 
they would hear voices through the air. That night a 
handful of Torrington citizens listened to the first radio 
broadcast program heard in our town. Above all the 
noises, hisses and other foreign sounds we heard a speech 
being given in Pittsburgh and broadcast through station 
KDKA. 

This simple demonstration started the radio business 
for us, and it very quickly grew to an important place 


TED" LYFORD 


Goods Co., Torrington, Conn. 


in our business. ur initial stock in 1920 consisted of 
a few loud speakers of the horn type, blue prints of 
several hook-ups popular at the time, couplers, coils, 
condensers, and various other seemingly intricate parts 
which when properly collated, brought in the radio pro- 
gram of the day. 

For two years practically all our radio business was 
done with amateur experimenters doing their own set 
building. They needed parts, tools, blue prints and often 
advice on circuits. It was necessary for me to keep 
posted on all developments in radio. Sometimes we had 
customers seeking $50 worth of information, and pur- 
chasing $2 worth of parts. Often, however, we would 
get a sale for $100 in ten minutes, such business, of 
course, coming from those who were well posted in 
current radio practices. 

The latter part of 1922 we began to sell some manu- 
factured sets, and according to statistics recently pub- 
lished, there were 100,000 radio sets in use at the close 
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of 1922. From the same source 
we learn that the sale of parts 
and accessories that year was ap- 
proximately $40,000,000. 

As the manufacturer of com- 
plete sets improved their products 
and worked out their distribution 
plans, people with no technical 
knowledge and with absolutely 
no scientific interest in the mat- 
ter, became the best radio cus- 
tomers. Our problem in radio 
then became a_ merchandising 
study and we quickly realized 
that profits would be made in 
selling radio and not in discuss- 
ing it. 

The Torrington Radio Club 
which I formed, and still actively 
guide, served as an outlet for the 
discussion of the technical side 
of radio outside of business 
hours. 

Naturally, as the complete set 
business increased, the demand 
for parts and accessories de- 
creased, and today our parts 
business is relatively of little 
consequence. 


In the beginning it was necessary to install practically 
all radio sets sold during the day, and at night we would 
have to visit the customer at his house for the purpose 
of instructing the family how to operate the sets. It 
was common for a relatively simple set to have three 


dials for tuning, a 
condenser adjust- 
ment, and one or 
two rheostats con- 
trolling volume. 
This looked com- 
plicated to the buy- 
er, and we had to 
sell him on a sim- 
plicity of operat- 
ing the set, and 
had to emphasize 
above all, the pleas- 
ure of having en- 
tertainment of the 
best kind right in 
his home. We are 
told that in 1923 
there were 300,000 
manufactured sets 
in use, represent- 
ing approximately 
$15,000,000 worth 
of business. 
Cabinet type sets 
came into the pic- 
ture during 1924, 
and many _pur- 
chases were made 
with the comment 
“that set will make 
a nice piece of fur- 
niture for our 
home.” In four 
short years the 
radio consumer 











interested in radio as a hobby. His 
~ spare time was devoted to building 
receiving sets and experimenting with 
new circuits. His was the first success- 
ful radio equipment in Torrington, 
Conn., where he is associated with his 
father in the hardware business. Ted 
scon interested other people and formed 
the ‘lorrington Radio Club. With his 
personal interest as the background, 
Mr. Lyford soon had developed a very 
profitable radio department for Lyford 
Hardware- Sporting Gocds Co. He 
guided this department through the 
three important selling eras of radio. 
First there was the scientific interest 
of a few. Then came the manufactured 
sets on a production basis and with it 
came the radio fans’ craze for distance. 
Teday of course the interest in radio 
is based almost entirely on an enter- 
tainment and education basis. In each 
era Ted Lyford’s methods were appre- 
priate and today with all of his highly 
technical know:edge, he never forgets 
that profits come from selling radio and 
not from talking radio. In the early 
days Mr. Lyford cooperated with the 
largest radio stations in their check up 
for efficient broadcasting. Among his 
most cherished possessions are letters 
of appreciation from leading radio engi- 
neers and other pioneers who have done 
so much to improve radio, to the point 
where hardware merchants may hand’e 
this equipment on an absolute mer- 
chandising basis. Mr. Lyford’s brief 
historical sketch on radio is written 
from his viewpoint of wha‘ a hard- 
ware merchant should remember about 
this subject. 


"Tine years ago Ted Lyford became 








of the front door. 
and are well illuminated until quite late at night. 
day and night at indefinite interva!s selling messages are broad- 
cast from this department to those passing in the street and to help in 
those admiring the window displays. 
tured in this talk. The broadcasting is done by anyone who 
has a few moments available, but, of course, is given a course 
of training by the store’s radioman first. On the opposite page 
in a recent window display of this company by A. H. Dean. 


lines. 





OTE the microphone in the foreground of the Stambaugh- 
Thompson Co., radio department in Youngstown, Ohio. — club file and my 


This is geared up to a loud speaker concealed in the lobby 
Windows of this store are always unusual 
During the 


Special values are fea- 





CEORGE E. (TED) LYFORD 


who had any technical preferences became the exception. 
Buying was being done on entertainment and style basis, 
and we conducted our advertising and selling along these 


It was also about this time that we found the distance 


craze at its height. 
Radio fans sat up 
well into the night 
fishing for far 
away stations in 
the hopes of add- 
ing to their collec- 
tions of acknowl- 
edgment cards and 
station. stamps 
which would prove 
that they had tuned 
in some of the DX 
programs. 
Broadcasting im- 
proved greatly and 
- those operating 
stations welcomed 
and studied the 
criticisms and sug- 
vestions of radio 
distributors and 
consumers. (ur 


personal file have 
many letters from 
stations in all parts 
of the country 
thanking us for 
checking 
difficulties of recep 
tion, and inviting us 
to write them fre- 
quently, with sug- 
gestions. We are 
(Cont. on page 213) 
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This question, 


published 


HARDWARE AGE, was sent in 


by a dealer in a 7,000 population 


town. Other readers were in- 


vited to express opinions. 


Women Very Efficient 

“We have had a lady bookkeeper for 
years and much of the time she is on 
the floor. In many 
cases customers 
come in and ask for 
her to wait on them. 
It seems to me to be 
an individual prob- 
lem. I would rather 
have a good sales 
lady than several in- 
different men. After 





all is said and done, 
much depends on 
the personality of 
the lady and her ability to treat the | 
public as it deserves. If she can be- | 
come acquainted with the merchandise 
to properly show it or hold the cus- 
tomer with pleasant conversation until | 
someone arrives who does know what | 
she does not, she will prove eficient | 
and a big help. 
(signed) J. S. Rue1N, | 

Rhein Hardware Co, | 

Alliance Neb. and | 





J. 8. RHEIN 


a N. R. H. A. Director. 





“If we could use another person 
on our sales staff we certainly would 
hire a woman, provided we could 
get a good one. W'e believe a good 
woman salesman to be an asset to 
any harduare store, in either a small 
or medium-sized town.” 

(signed) Metcalf & Morse, 
Pukwana, S. D. 





Saleswomen Here to Stay 


“We have thoroughly tried sales- 
women, especially in the housefurnish- 
ing, china and glass- 
ware departments 
and we must say we 
think they are a 
help. We _ realize 
there is some objec- 
tion in the cities 
where labor unions 
are strong against 
women being em- 
ployed. A few men 
occasionally object | 
to having a woman ee 
wait on them, providing they can se- | 
cure a man. This, I think is largely | 














| and efficiently. <A 


because they feel a man would know 
more about what they want than a 
woman possibly could. 

“Certainly there are a great many 


| women who would prefer to have a 


woman wait on them for household 
goods than a man. We have such ex- 
amples every day. We believe that 
women in hardware stores have come 


to stay, as have display tables and | 
marking goods plainly with the retail | 
price. At times we have employed 


three women. 


“Elmira has a population of fifty | 


thousand.” 
(signed) Greorce W. Peck, 
The George W. Peck Co., 


Elmira, N. Y. | 


“T see no reason why women can- 
not sell hardware, as I have had the 
experience working with a woman 
and I must say she was a good sales- 
woman. She would do most any 
work to keep the store in clean con- 
dition. She would pay strict atten- 
tion to business and made herself 
invaluable.” 

(signed) Frank A. Roedel, 
Cheyenne, Wyo. 


Half Our Stores Employ 
Women 


“Five out of the ten Anchor Hard- 
ware Stores have women salesmen. 
Women now occupy 
responsible positions 
in politics and in 
professional life. 
Ability is recognized 
whether it be found 
in man or woman. 
A customer is 
pleased if his wants 
are supplied quickly 





woman becomes eli- 
gible to work in a 
hardware store when she passes the 
same qualification tests required of a 
male salesman.” 
(signed) J. H. ANpeErson, 
Vice-president, 
Anchor Hardware Stores Co., 
Kansas City, Mo. 


J. H. ANDERSON 


: Should omen 
to Sell) 


Depends on Type of Woman 


“All | can say comes from the re- 
sult of about eight years’ experience 
with saleswomen in 

| our store. We find 
that women are 
more likely to stay 
in the front of the 
store and greet cus- 
tomers, and not be 
prone to wait on 
trade in all parts of 
the store, such as 
men are likely to do. 

“Many artisans 

| prefer the cheery 
| word of a saleswoman even though the 
| saleswoman may not be so well quali- 
| fied to answer technical questions 
| about the merchandise which the cus- 
| tomer plans to buy. A saleswoman 
| makes a better appearance behind a 
| fancy goods counter, which is usually 
| located in the front of a store, than 
| does a salesman. Much depends, how- 
_ ever, cn the type of woman hired for 

sales work in a hardware store. It 
| would seem that she must not be too 
| effeminate.” 

(signed) Russet: M. SANbERs. 

H. M. Sanders Co.. 
Boston, Mass. 
Vice-president, New England Hard- 
ware Dealers Ass'n. 





R. M. SANDERS 





“If a hardware store has a large 
number of women customers, I think 
a woman salesman is beneficial, cs- 
pecially in selling washers, house- 
furnishings, ranges, etc. If the store 
does not have any women customers, 
! would say that a woman salesman 
is not needed. We have always had 
about 85 per cent men customers and 
15 per cent women, but we have been 
working out plans in an attempt to 
reverse this ratio. We realize that 
the women spend the money. We are 
going to employ at least one or two 
women salesmen to take care of our 
women customers, Just as soon as 
we feel that we have as many women 

| as men customers.” 
(signed) A. G. Loew, 
Loew & Quinn, 
Braddock, Pa. 
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| Hardware? 





Modern Store Requires 
Women 


he kmployed 


| 
| 
| 
| 


“It is the writer’s opinion that a | 
hardware store of any size, carrying | 


a stock of over 
$6,000, should have 
women clerks, espe- 
cially any store that 
merchandises in the 
modern way. 

“The writer has 
had in the last twen- 
ty years a great deal 
of experience in 
large and_ small 
stores, with and 
without women 
clerks. After studying the matter for 
several years, I believe there should be 
approximately one woman clerk to two 
men clerks, " 

“The atmosphere which women cre- 
ate in a hardware .store has a far- 
reaching effect. One thing that counts 
for more than anything else is that it 
has a tendency to keep up the appear- 
ance of the store. They will keep the 
store cleaner and things more in order. 
It also gives it a little more of a wel- 
come atmosphere than it would have 
otherwise. 

“I think if you will investigate 
along these lines that in the more tidy- 
looking and clean-looking stores you 
will find that there are women em- 
ployed. 

“We have found that in a store of 
long standing, when they make the 
change to women clerks, there is a 
little confusion and a little holding 
back by some people in buying from 
the woman, but after four or five 
months that will all disappear. While 
there may be an exceptional case of 
sumeone not wanting a woman to wait 
on them, there will be nine cases out 
of ten when someone will buy from a 
woman when they would not buy from 
a man.” 

(signed) R. H. Ortver, Manager, 

The United Hardware Company, 
Grand Junction, Colo. 





R. H. OLIVER 








“Should women be employed in a 
hardware store?—by all means— 
yes! We believe women are well 
adapted for selling counter hard- 
ware. It is desirable that they should 
be employed in that capacity in or- 
der to offset any chain-store compe- 
tition.” 

(signed) Timothy J. Moriarty, 

New Bedford, Mass. 


Very Efficient and Reliable 


Readers 
question appear to agree that 
carefully chosen women are par- 
ticularly efficient selling toys, .cut- 
lery and housefurnishings. 





“T employ a woman and find her very | 


efficient and reliable. The trade like 
her services when 
making purchases in 
my store. She has 
been in my employ 
for more than twelve 
years and knows the 
business like a vet- 
eran. 

“Tf lady clerks are 


ware stores they 
should be trained 
and schooled in hard- 
ware. I do not know about their suc- 
cess in city stores but feel that country 
stores can well afford to hire them. 





E. W. PETERSON 


“The success of a lady clerk depends | 


upon the make up of the individual. 
Like men, they must like the business 
in which they are engaged, otherwise 


| they lack interest in its welfare.” 


(signed) E. W. PETERSON, 
Florence, Wisc., and 


employed in hard- | 


commenting on_ this 


Sell As Much As Men 


“I have been for some time con- 
vinced that women could be success- 
fully employed as 
salesladies in hard- 
7 ware stores, and | 
know, from the ex- 
perience that we 
| have had during the 
% past eight months 
that it works out. 
We feature house- 
hold and other lines 
that appeal most 
strongly to women 
and we find that 
they like to have a woman sell them 
these articles. We also find that with 
the new open top table style of dis- 
play, that a woman is able to keep the 
merchandise and tables cleaner and in 
more attractive condition than a man. 

“IT will admit that perhaps size of 
community and class of customers may 
make a difference, but it seems to me 
that with us, in a town of 18,000, hav- 
ing a consumers’ trade of practically 
75 per cent women, that it is decidedly 
a big advantage. 

“Another angle that is worth con- 
sidering is the sales expense, as a good 
saleswoman will sell nearly as much 
merchandise as a man with consider- 
able less compensation. Where stores 
need additional help and it does not 
seem advisable to greatly increase the 
overhead, a woman can be used to 
decided advantage from a profit stand- 
point. In our own case, will say that 
as our business increases and addi- 
tional help is needed we will put on 








F. W. SWANNELL 


| more women.” 


a N. R. H. A. Director. | 


“Have not had any experience 
with women clerks, but see no rea- 
son why they should not be an as- 
set in selling some lines such as 
cutlery, chinaware, etc. 

“We believe they will keep stock 
clean and bright, excelling male 
salesmen in this respect.” 

(signed) Walter S. Cooke, 
Raabe & Mauger Hdwe. Co., 
’ Albuquerque, N. M. 





(signed) FrepERICK W. SWANNELL, 
Baird-Swannell, Inc., 
Kankakee, III. 





“We find that women are a great 
addition to our sales force, especially 
when you get an older woman that 
is interested in housefurnishings 
and is practical. You cannot have 
young girls do the work. Many pco- 
ple, specially ladies, preper a sales- 
lady that is pleasant and has pa- 
tience. It takes much patience to 
serve women customers.” 

(signed) E. E. Johnson, * 
E, E. Johnson Co., 
Peoria, Ill. 
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Window 
Glass 


is Always 
in 


DEMAND 








KING constantly in demand as a replace- 
ment item and closely related to the sale of 
paints, window glass very properly belongs 
in, or, as near as possible, to the paint depart- 
ment. KF. T. Blish Hardware Co., of South Man- 
chester, Conn., follows this practice very profit- 
ably and finds that glass sales have mounted sub- 
stantially since this line was placed prominently 
on the main selling floor. The regulation glass 
cutting board has been hinged and placed ins‘de 
a section of wall casing as shown in these two 
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upper photos. It is never in the way, vet always 


: 


available when required for service. The glass 
is stocked in a conventional type bin directly 


bf 
> ith. 


across the aisle space, as may be seen in the top 
photo. Earle Seamon, proprietor of this store, 


~~" ee 


ai 
eg A Ned Begg ME area 


says he always likes to sell window glass and 


! 


* Big 


usually increases the sale with putty and glazier 
points and an inexpensive putty knife. 





Recent window display of Barette Bros. Hardware Co., Minneapolis, Minn. 
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The 1929 


( “REDIT( )UTLO 


By STEPHEN I. MILLER 


Executive Manager, National Association of Credit Men 


HE year 1929 may not be, and probably will not 

be, another exceptional year like 1926; but we con- 

fidently expect it to be as satisfactory as 1928 has 
been. 

Factories are running smoothly, with labor well paid 
and generally contented. Business is giving careful 
study to the problems of distribution, at home and over 
seas. 

The speculative market still holds strong, but we 
believe that the necessary adjustment will be brought 
about without disaster beyond the burning of a few 
grasping fingers. 

Our government for the next four years will con- 
tinue to direct its attention to business and to the prob- 
lems of business men. The omens for 1929 are dis- 
tinctly favorable. 5 

Commercial credit was under sound control in 1928. 
Failures showed the tendency, marked in 1927, toward 
an increase in number, but a decrease in total liabilities. 

Fraudulent bankruptcy and other forms of credit fraud 
are taking a heavy toll, but the outlook points to a sharp 
decline. The campaign of business against credit crooks 
has discouraged the amateur commercial criminal and has 
convicted a large number of professionals. Many more 
will be removed from the field in 1929. 

Collections were generally satisfactory in 1928, with 
a few soft spots caused by unfavorable local conditions. 
The new year can scarcely fail to benefit by continuance 
of the fight being waged against credit evils, such as the 
abuse of the cash discount privilege, sale of terms in- 
stead of goods, and by the organized efforts of big 
buyers to take away from manufacturers and whole- 
salers the dictation of sales terms. 

Installment selling continues in huge volume and will 
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probably maintain its present size in 1929, but it is under 
such sound control that it no longer constitutes a bear 
argument in connection with general business conditions. 

Foreign markets should be enlarged in 1929 because 
of several economic forces contributing to the potential 
expansion of overseas trade. 

Through loans to foreign governments and corpora- 
tions, the American citizen and financial institution have 
hecome partners in industries and public works across 
the sea. 

Through an active, vigorous peace and good-will in- 
itiative international friendships are being strengthened. 
Through vast economies in production and distribution 
American industry has been made much more dynamic 
than ever before. Through a most careful adaptation 
of commodities to the appeal of the consumer, in pack- 
ages and containers, not only the home but also the 
foreign markets have been enlarged. 

Through branch banking foreign credit interchange 
and bureau ratings a greater knowledge of credit re- 
sponsibility has been attained. 

The business house selling on credit in local and 
national markets today may be called upon tomorrow to 
analyze credit risks scattered throughout the world. The 
foreign market offers a tremendous opportunity to 
American business initiative. 

very dollar’s worth of American commodities sent 
abroad helps to keep output in such relation to home 
demand as will avoid unfair competition, ruinous prices 
and attendant bankruptcy; helps to.maintain American 
demand by continuous employment of American labor : 
helps to establish a reasonable margin of profit, a lower 
unit of cost of production, and consequent lower prices, 
by the enlargement of our industrial activities. 


Facts and Figures of the Automobile Industry 


By ALFRED REEVES, Jr. 


General Manager National Automobile Chamber of Commerce 


PRODUCTION 
Cars and trucks produced in United States and Canada... 4,630,000 Tire production in United States........... 78,500,000 
SAA IDR viele EAP Aine drelsiae ecceW able he wide Sews-weneme eb eese 4,044,000 Wholesale value of tires for replacement................... $670,000,000 
EL CEO Uigcas bee dds 6.004 44 ed vv codes eek 586,000 Whole value of parts and accessories for replacement, also 
I INE) SI Ge 5s oh da is sw. die ps 'ebiee os Sald o < 3,441,600 EE OP Eee eee eee . $950,000,000 
oe ee eee eee uae Sa eee 85% Motor vehicles registered in United States.. 24,750,000 
Bo. Sere OT Te ty $2,630,500,000 Sere err aa ae 21,630,000 
po CRA ne ree $415,320,000 DUPRE 2 Scalise kes cenicner ceeds F 3,120,000 
Wholesale value of cars and trucks....................-44. $3,045,820,000 World registration of motor vehicles............. 31,725,000 
Re rere $876 Per cent of world’s automobiles in U. S......... esenene 


Average retell prict of racks. ;.. 0... ce ccc ce eees $955 





Motor vehicle registration on farms..... 
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Efficient Display Methods for Hardware Stores 


NE of the foremost problems in modern merchan- 
dising confronting the retail hardware dealer is 
the making of his store into an open catalog of 

actual merchandise. It is generally conceded that open 
top display tables and wall panel display boards can be 


By HOWARD E. BROWN 


Hardware Store Engineer 


The tables used generally today are somewhat stan- 
dardized in size, measuring 7 ft. long and from 31 to 33 
in. wide. The fixture companies make standard tables as 
well as other sizes to meet special conditions. Dealers 
are under no obligation to buy if they consult with these 


used advantageously to this end. Many progressive manufacturers as to arrangement, etc. It will be found 


merchants throughout the coun- 
try have, within the last few 
years, remodeled their store 
and secured much greater sales 
volume as a result. The suc- 
cess of efficient display in the 
hardware store of today has 
been proved by dealers from 
coast to coast, whose enthusias- 
tic reports of increased sales, 
more women customers, quicker 
inventory and more attractive 
stores, have been related fre- 
quently in HARDWARE AGE. 

The merchant considering 
display tables has several ques- 
tions in mind. Is there a stan- 
dard size? What is the best 
arrangement? What should I 
display on tables? Should table 
merchandise be priced? There 
are of course others, but for the 
present let us consider some of 
the most common queries. 


Try This On Your Paint Dept. 
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ERE is a suggested arrangement for a paint depart- 

ment on a table 32 in. by 7 ft. This size table has 

been found most effective as a wider table produces 
sales resistance on merchandise displayed at the rear. 
Paint brushes should be placed with handle toward customer 
and cans should lie flat, making a smooth appearance. All 
labels face up for easy reading. No. 1 is for % and pints 
of turpentine. Nos. 2 to 9 for polishes, cleaners, wall paper 
cleaner. No. 10 to 12 for sand paper. Nos. 13 to 18, flat var- 
nish brushes. Nos. 19 to 21, oval varnish brushes. Nos. 
22 to 27, flat paint brushes. Nos. 28 to 30, oval paint 
brushes. Nos. 31 to 33, sash tools. No. 34, kalsomine 
brushes. Nos. 35 and 36, whitewash brushes. Nos. 37 to 40, 
wire brushes. Nos. 41 and 42, putty. Nos. 43 and 44, gill 

and ™% pints of giue and Nos. 45 to 48 scrub brushes. 


This Side Correct Arrangement Saves 


that they are only too willing to 
advise and suggest. 

Below is shown an improved 
method of display table ar- 
rangement. It has been found 
efficient and is pleasing to the 
eye. Notice the batteries of 
four tables. The illustration 
also shows a practical plan for 
wall panel arrangement. On 
one side there is a loss of 72 2/3 
sq. ft. of table display space due 
to the stock aisle and surplus 
stock shelving behind the dis- 
play fixtures. On the other side 
of the room every inch is used 
to advantage. It must be re- 
membered that the dead storage 
space is costing just as much 
rental as the space that is used 
for display. 

Display tables are usually 
grouped in batteries of two. 
four or six. They are not to 


72 sq.feet Display Space 
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This Side Arrangement Loses Valuable Floor Space 


This arrangement gives the unit of four tables the maximum amount of display frontage facing all customer aisles. The 42 inch 


unobstructed traffic aisles 


encourage closer inspection of merchandise. The five foot cross 


promote circulation of cus- - 


tomers among the tables; also inviting loitering in the wide aisle out of the main traffic aisle, says Mr. Brown. 
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he considered as the first step toward going into the 
tive and ten store business, but rather as the proved 
method of displaying hardware merchandise at the pres- 
ent time. Small and large items alike should be placed 
on tables. One store has had remarkable success in 
selling power tools from display tables. It is, however, 
not practical to display high grade cutlery and expen- 
sive precision instruments on tables; these should be 
shown under glass. It is also well to place on tables 
such merchandise having a wide selling appeal, rather 
than that enjoying limited sale. 

All merchandise should be displayed in the natural 
position for the customer to find it easy to handle. De- 
tails of this nature play an important part in reducing 
sales resistance. The merchandise should be arranged 
over the entire group of tables so it looks smooth and 
inviting to the eye. Tall and heavier items can be placed 
at the end of the tables. All merchandise should be 


plainly and prominently priced. 


Display tables are excellent for comparison. sales, 
Cheap items such as featured in chain stores can be 
located near quality goods. The low priced items tell 
the customer that you are meeting competitive prices, 
but it is up to you to maintain the quality atmosphere 
by bending all efforts to sell the quality goods. 

Fixtures, both tables and wall panels, should serve as 
a pleasing background for the merchandise. While it is 
true that the tables have an important bearing on the 
atmosphere of the store, it must be remembered that 
the fixtures are not for sale—until the merchandise is 
no longer for sale. Fixtures should be pleasing and 
practical, but not necessarily elaborately beautiful. They 
play an important part in modern merchandising. The 
paneling and tables must fit the irregularities of any 
store in such a way as to save time, money and space 
for the owner. Although they are “background” their 
importance is such that it cannot be overlooked. 
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Our Bird House Building Contest Brought 
PUBLICITY—PRESTIGE AND PROFIT 


IRD House Building 
Contests have for the 
past several years been 
sponsored by us with 
§ the cooperation of the 
E1mira Community 
Service. We know 
' that our business has 
benefited through 
helping the boys of 
four community and 
the publicity received 
each year has been 
exceedingly generous. 

This contest is open 
to boys and girls of 
the local county, up to 
and including those of 
18 years. Nine prizes 
are awarded and the 
best all-round house receives a medal, as does the second 
best bird house. 





By KENNETH B. LEVEGOOD 
Barker, Rose & Kimball Co., Elmira, N. Y. 


Prizes are also awarded for the most natural and prac- 
tical house, the house showing the best workmanship, 
the best bird bath, the best bark house, the best flat 
wood house and the best feeding station. A school prize 
is awarded to the school having the greatest number of 
individuals entered in the contest. 

The bird houses entered in the contest are brought to 
the Barker, Rose & Kimball store for judging. We 
then display the houses in one of our windows where they 
attract a good deal of attention and favorable comment. 

I believe that sponsoring this contest increases our 
prestige in Elmira. In newspaper items and editorials 
the preserving of bird life is often stressed and our 
attitude on the subject praised. In addition to the pub- 
licity and the prestige, we make many tool sales. There is 
hardly any type of bird house, bath or rest than can be 
constructed without the aid of tools that we stock. 
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BEFORE 


‘TABLOID STORY OF A 


By W. W. McALLISTER 


R. Mc.Allister operates 
M a very modern 

hardware store in 
Boulder, Colo. Since the 
photo was taken the name of 
the business has been changed 
to McAllister Hardware Co. 
Hardware, paints, oils, glass, 
radios and sporting goods are 
featured lines. Mr. McAl- 
lister is also secretary of the 
Mountain States Hardware 
& Implement Association, 
and is a most active organiza- 
tion worker, conducting each 
year an outstanding conven- 
tion for the members of his 
association. This story in 
tabloid form is worthy of study by every hardware 
merchant contemplating changes in his present store 
arrangement.—The Eprror. 


Before Remodeling Our Store We Had:— 


Two rooms separated by a 17 in. brick wall 
with an opening near the rear. The floor in the 
east room was 9 in. lower than the one in the 





W. W. McALLISTER 


west. .\ brick vault 10 ft. by 16 ft. in rear of 
east room. Stairway to second floor in center of 

‘building. Plaster and wall board ceiling. Pipe- 
less furnace heat. An old-time front. A make- 
shift lighting system. The store was dark and 
unsightly. 


After Remodeling We Have:— 


Removal of brick wall giving us one large 
room, removal of brick vault, raising of east floor, 
moving stairway to east side of building, steel 
ceiling in entire store, steam heat and a modern 
front. The store is now light and attractive. 


Front:— 


Kawneer copper, plate and leaded. Side win- 
dows 30 in. above sidewalk and 30 in. deep, cen- 
ter window 12 in. over sidewalk and 72 in. deep. 
No backs to side windows while center is fully 
inclosed. Underneath side windows are also dis- 
play shelving visible from inside of store. In 
installing this front we removed 14 ft. of west 
wall making that part of the front 18 ft. in width. 
Outside bulk heads and the floor are of tile. 
Unlike most fronts this one allows a view of the 
entire store from the street. 
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EMODELED HARDWARE STORE 


Interior Finish:— Fixtures: — 
Side walls of dark cream semi-gloss paint, ceil- The modern idea of fixtures has been adopted 
ing of light cream, gloss paint and woodwork of wall cases with ledge display, open tables and 
light gray flat paint. nail counter all finished in gray and orange. 


f In remodeling this store we dropped the old 
Heating System:— time idea of closed in display and store and from 
the many compliments we have received, we feel 
that the new arrangement will take well with our 
customers. The second floor of our building, 
formerly used as a rooming house, will now be 
used by us for displays and rest rooms. Entrance 
to the stairway being from the store as well as 

One light of 100 watts over each of the twenty- outside. 

one display tables and two over the nail counter. 

four, 200 watt lamps down center of room. ry rs e 

Twenty-eight 75 watt lamps in windows with 

window floor plugs on same circuit. Two lights 

in vestibule. All window lights and the vestibule epiror’s Nore.—We are particularly pleased to note 
controlled by switches in the vestibule. Lights the emphasis placed on proper store lighting in these 
over tables and through center of building on comments by Mr. McAllister. This author has for many 
independent switches. In the front of the store years studied modern merchandising methods and is fully 
floor plugs connected to window switches are in- cognizant of the important part played by adequate illu 
stalled to allow store displays when window lights mination. We note also that the proper color scheme has 
are on. “Hot plugs” are also installed throughout been used in the painting of the store interior. The 
the store. Lighting fixtures over tables are of proper paint color increases the efficiency of light and 
our own design. enhances the. value of all displays. 


Ideal boiler, heat on both floors, radiators on 
first floor replaced by the “Hi-Jet” fan system 
over the front window. 


Lighting System:— 
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<a) Wei on 


The Essentials of 


BRANCH STOR 
OPERATION 


By EDWARD K. DENECKE 


Sales Manager of James & Hawkins, Jamaica, L. I. 


HE development of branch stores is a foremost 

thought in the minds of many hardware merchants 

today. Old methods and traditions are being 
swept away daily by new methods that threaten to com- 
pletely revolutionize our entire distribution system with- 
in the next decade. 

In the face of this competition combined with the 
rapid development of suburban territory due to the auto- 
mobile and traffic congestion, we find some of the larger 
hardware dealers feeling a reduction of volume, com- 
bined with ever-increasing overhead expenses. 

Many firms under these conditions are turning to the 
idea of branch stores, in an endeavor to hold and in- 
crease their former trade. 

Expansion by the acquisition of going stores or the 
opening of new ones, involves many problems. Before 
launching such a venture, it pays to make a very care- 
ful analysis of numerous conditions affecting the move. 

Profits do not come from bulk sales or purchases, 
in small branch store systems. Rigid economies are the 
source of profit and any expansion program that does 
not provide for greatly increased use of the present fa- 
cilities and personnel will not add to the profits of the 
present store. 

Personnel is very important. The man selected to 
operate a branch store should be capable of standing on 
his own feet and be given latitude enough to make de- 








EDWARD K. 
DENECKE 


cisions, so that he can hold the confidence of his cus- 
tomers. 

Many successful men have decided to increase their 
business by opening a second or third store, dividing 
time and energy between them all. After a time the 
first profitable store, due to the loss of its active head, 
begins to slump and before long all are unprofitable. 
Each unit should be able to stand alone with little super- 
vision. 

Branch hardware stores may be formed in several 
different ways, each of which has advantages and dis- 
advantages. A number of going stores can be com- 
bined by financial arrangements, so that one group con- 
trols them but each manager operates independent of 
the others. One store may purchase outright, several 
others and operate them similarly to its own business: 
or thirdly, new stores or units may be opened and oper- 
ated by men from the original organization. A combi- 
nation of the above methods seems to have worked out 
most satisfactorily to date. 

In entering the branch store business, the first and 
foremost requirement is a simple but effective method 
of stock control. Many volumes are being devoted to 
this topic today but fundamentally they vary little. 
The basic idea is a fixed stock list, which after being 
arrived at, is kept up by as simple a method of stock 
control as possible. Many organizations have tried to - 
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take some existing system and adapt it to their own 
business with varying success. 

The most successful results have been accomplished 
by working out a system that covers the individual 
conditions found in that store, such as, distance from 
source of supply, size of orders, etc. 

Stock should automatically disclose dead stock and 
lead to its elimination. The investment in money and 
space can then be devoted to the faster moving items 
which remain on the list. 

Two of the most successful hardware branch store 
systems now in operation, use basic lists running from 
six to eight thousand items. Their branch stores are 
showrooms and not heavily stocked storerooms. 

Merchandise selected for a branch store should con- 
sist of the essential items in every line that you intend 
to carry and these lines picked to embrace the hardware 
requirements of the general public. The most profitable 
business is one that does not fluctuate rapidly with the 
seasons or adverse trade conditions; so a stock catering 
to all general demands is more profitable in the long 
run than one selected for a special trade appeal. The 
commuter and small home owner is one of the hardware 
man’s best customers today. 

Store location presents a number of questions and 
careful consideration of the factors governing their se- 
lection always pays. Chain store organizations go to 
great expense and trouble in investigating a location 
before taking it and have arrived at so fine a point 
that they can estimate their future sales, in some in- 
stances, before the store is opened. That is beyond 
the hardware merchant, but he can look out for the 
adverse factors that might affect his future success. 

In picking a location, attention should be given to 
parking regulations. Limited parking, congestion and 
one-way streets all work to a disadvantage in the aver- 
age town. Unless people have free and easy access to 
your store from all directions, by motor car, they are 
inclined to go somewhere where conditions are more 
favorable. Automobile highways that carry a heavy 
through traffic, as a rule, make poor business districts, 
except where they form the main street of some well- 
established community. Through traffic has a tendency 
to cut down pedestrian cross traffic and, consequently, 
shoppers. 

Zoning restrictions now used extensively may make 
an otherwise ideal location undesirable, due to halting 


the expansion of a business district in one direction and 
lead to the forming of new centers in another. 

Close proximity to national chain stores makes a 
location desirable, if your business is conducted so as to 
appeal to the woman shopper. 

Stores with rear or side entrances are very desirable 
and insisted upon by many, as they simplify both receiv- 
ing and shipping. All confusion is thereby eliminated 
from the sales floor, which is quite necessary today. 

Valuable information about locations can be gained 
from local merchants and real estate operators. State- 
ments from the latter, however, have to be discounted 
as enthusiasm for a town is part of their stock-in-trade. 
They, however, can give you the zoning regulations. 

Stores vary greatly in size and shape, but one measur- 
ing 25 x 100, with straight unbroken walls, makes an 
ideal showroom. This size also provides ample width 
for two or three windows according to the type front. 
The store front is a very important part of your selec- 
tion, and often undesirable conditions within a build-- 
ing can be tolerated when the front affords good dis- 
play possibilities. Your windows should pay the rent. 

Store fronts today are very elaborate and many firms 
use distinctive designs to designate their stores. . This 
involves large expenses which are charged as leasehold 
and amortized during the term of their lease usually 
over a long term of years. Any alterations you might 
make, no doubt, will be at your expense and would 
have to be undertaken after considering the term of 
your lease. 

Insurance is another subject to taxe inte careful con- 
sideration. Where you contemplate stocking inflam- 
mable materials examine the lease carefully to see 

(Continued on page 149) 





Development of branch stores must follow the trend of 
community development. Such stores must be along 
commuting lines, such as the ten stores of James & Haw- 
kins, Inc., indicated in large type on this map published 
through the courtesy of the Long Island Railroad Com- 
pany. Note that branch stores of this company follow 
closely the development of railroad lines. On the top 


of the other page is a typical James & Hawkins store 

laid out along standard unit construction plans. Any 

man trained by this company can work efficiently in any 
of the ten branches, as all have been standardized. 
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Mail Order Branch Stores 


ROBABLY no other single form of 

present-day competition is receiving 

more observation than the newly 
established retail stores of the two lead- 
ing mail order houses. From hundreds 
of letters received on this subject we have 
selected a few which are typical of the 
average retail hardware merchant’s view 
on this subject. We have purposely 
taken letters from different parts of the 
country. Each letter comes from a town 
in which one of these mail order branch 
stores is operating. It is most reassuring 
to learn from these letters, that any dif- 
ference in business of the independent 
store has been in the nature of an in- 
crease. It would appear that stores in 
towns with this new competition are en- 
joying the advantages of a broader trad- 
ing area. The only loss we can discover 
through this cause, is found in towns 
twenty to thirty miles away.—The Editor. 





Bring Additional Business to Town 


Movesto, CaL.—One of the mail order houses opened 
a store in Modesto about a year ago. When the an- 
nouncement was made that they were coming here, it 
created a sensation among the people of the county and 
was the main topic of conversation for several weeks. 
Many of our customers asked us what effect they were 
going to have on our business. 

“After the store had been open for four or five weeks 
we heard less talk about their store and now their name 
is seldom mentioned. 

“We believe their store is an asset in the community 
where it is located for the reason that they with their 
catalog draw trade from a much larger circle than any 
local business house. 

“The large percentage of this trade which they draw 
is mail order house business, which formerly went 
through the mail. 

“The local merchant now has a chance to get some of 
this business for the reason that he now comes in direct 
contact with some of the trade which the mail order 
house catalog brings to town. 

“We do not believe that any live merchant has lost 
business for the reason of their being in the community ; 
however, there is one thing that no hardware merchant 
can afford to overlook and that is that both large mail 


order houses are very hard competitors on a great many 
items in the hardware line. 

“We have had the same increase in business this year 
as we have enjoyed for the past several years and we 
believe other merchants in this locality are also doing a 
good business. 

“In regard to the quality of the goods which they sell 
we will say this: Their goods are sold on a money-back 
guarantee, and that goes a long way to the buying public 
when it comes to selling hardware regardless of the 
quality.” 

(Signed ) H. H. Stace, 
Turner Hardware & Implement Co. 


* * 


Ceres, Cal.—‘We are located four miles 
from Modesto, where a mail order store is 
located. When it opened we were afraid that 
it would be a drawing card to draw people to 
the larger trading center. We do not think 
it has had that effect. 

“Regular mail order house customers now 
expect to find a full line of goods as shown 
in the catalog. When they enter the mail or- 
der retail store they are disappointed in the 
size of the stock carried and the quality of the 
merchandise. 

“We have put in a stock of a few low priced 
leaders to compete with the mail order store. 
We find the cheaper merchandise very hard to 
sell but have no trouble in selling our regular 
line of standard hardware. 

“We are not afraid of this competition, but 
we are afraid of the dealer who is afraid of 
a 

(signed) Aspinall & Ryan, Props. 
Ceres Hardware & Implement Co. 


* * * 


Doesn’t Worry Pickett 


Warren, Pa.—‘We have not allowed the mail order 
retail store worry us any. They had their opening about 
the first of August and last month, September, was the 
best month we have had this year. All the comments 
we hear lead us to believe most of the merchandise they 
offer is merchandise that has been bought to sell at a 
price, and we feel that there are plenty of people in 
Warren who are willing to pay a fair price for first- 
class merchandise and that is the class of people we ex- 
pect to cater to. 

The writer visited their store the night they had their 
opening and did not see anything in the hardware line, 
quality being considered, on which we could not meet 
their prices. So far as we are concerned, we expect to 
go on merchandising our own business and not worry 
about what they do.” 

(Signed ) J. S. RHODABERGER, 
Secretary, Pickett Hardware Co. 
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Improve Trading Centers 


* Cheaper Prices Only on Inferior Goods 


Lorain, Onto.—“I do not believe our business has 
suffered any marked decline, neither has it shown any 
material increase. We have found a serious price com- 
petition on some lines, especially on shotguns, rifles and 
ammunition; however, we have found this mail order 
house to be selling an inferior quality of goods in most 
lines. 

“Tf the quality of their goods were considered along 
with the price as we have known it to be in some cases, 
we feel that their competition would react in our favor. 
I believe the mail order house is bringing more of the 
rural population to Lorain, and believe the loss in trade 
will be felt more in the small towns adjacent to Lorain 
than in Lorain proper. 

“On the opening day of this mail order house we had 
five different customers come into our store, stating that 
they had been into their store, looking at different items, 
but did not buy, stating that, in their opinion, the ma- 
jority of the stock they carried was junk. 

“These five people were from out of town, and we 
sold each of them the particular item they were inter- 
ested in. 

“While there is no question in my mind that this new 
house is going to sell some of their inferior goods to 
some possible customers of ours, yet I fully believe this 
house can be classed with the cheap cut-rate general 
store which has been established in every town and city 
for the last five or ten years.” 

(Signed ) Paut F. BratTin, 
The City Hardware Co. 


+ # 


Eureka, Cal_—“We have not noticed any 
difference in our counter sales but have seen 
a difference on wire and wire products, fenc- 
ing and nails. 

“It is selling cheap merchandise and the 
largest trade comes from the smaller towns: 
We have somewhat forgotten that it is in town, 
but have put in a small line of cheap hard- 
ware, in order to keep in line with the mail 
order store. It is strong in auto accessories 
and other lines than hardware.” 

(signed) H. H. Buhne Co. 


ee | 


Have Disappointed the Public 


PuesLo, Coto.—“We are facing a price competition 
from them which we consider rather serious on some 
standard lines such as guns and ammunition, hose, lawn 
mowers, afid a few items in standard grade tools. Also 
they are pushing very hard stoves, washing machines 
and refrigerators, which are sold on installments. It is 
true they handle very largely second-grade or unknown 
lines but we are not so much concerned about these 
items. It is the brands which are well known to the 


retail trade which are causing us the trouble. 

“In regard to their increasing the trading area of our 
city: we doubt very much whether this has been or will 
be done. 


Pueblo always has drawn considerable from 





This Is Interesting! 
ROM the same town in the West 


came two letters from two hardware 

merchants. A mail order branch 
store has been operating for nearly a 
year. One of these writers feels that his 
business may be affected and that he will 
not be able to satisfactorily compete wi! a 
the mail order branch. He does not see any 
good for the community in the coming of 
this distributing organization. The other 
takes an entirely different view. He sees 
a bigger and better town in which to do 
business. He has already acquired new 
lines of merchandise, has some new ideas 
for display and price marking and re- 
ports a fairly attractive increase in busi- 
ness since the mail order store came to 
town. 

For obvious reasons neither of these 
two letters is published nor will they be 
published, but they do give us a won- 
derful analysis of this new form of com- 
petition. 





the surrounding territory, being the largest city in this 
part of the State and we hardly think the chain stores 
will bring any noticeable increase. We do not think the 
stores in the smaller surrounding towns will suffer more 
than they have in the past, because while some of their 
customers may come to our city to trade, in the past 
they have ordered direct from the mail order houses. 

“In our opinion the stores such as have been estab- 
lished here in Pueblo this year are a disappointment in 
many respects to the consuming public because of their 
limited stocks and of the necessity for ordering numer- 
ous items by freight or parcel post from the parent 
house. We have been greatly surprised at the adver- 
tising space which both firms have taken in our daily 
papers ; quite frequently using a quarter page and a half 
page display ad. ; 

“We think after the newness wears off to some extent 
with the public the tendency will be for the trade to 
gradually come back to the hardware stores where they 
have a larger variety from which to make their selection 
and also are more certain of being able to secure their 
orders from stock.” 

(Signed ) HARPER GARDNER, 
Robinson-Gardner Hdw. Co. 
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This picture and the one on the opposite page were taken at Mr. Brownell’s store 


STorE Layout Should Be Based 
on its POWER to SELL 


By JAMES K. BROWNELL 


J. K. Brownell Hardware Co., Red Bank, N. J. 


to sell merchandise, and therefore is 

largely a matter of merchandise lay- 
out. There is a science to this arranging 
of merchandise. It can be so done that it 
will not only attract the customer but will 
start mental processes that result in addi- 
tional sales. For instance, your display of 
bright and shining aluminum, accompanied 
by a display of kitchen abrasives will add 
many sales to the record. 

In our store at Red Bank, N. J., we have 
the cash register at the rear of the store, 
not because there happened to be a space 
available for it there, but because, it affords 
the opportunity for customers to do addi- 
tional shopping while the sales people make 
the trip back to ring up a sale. In a large 
number of instances before the register is reached, the 
customer will add several items to her purchase. So 
there is a psychological advantage in having the cash 
drawer .at the back of the store. 

It is advantageous to have the tools arranged for com- 
parison. Both high grade tools and the cheaper lines 
are handled, because they are both in demand. The 
mechanic is not interested in the latter, but frequently 
a customer calling for a cheap tool may be sold a better 


: LL store layout is based upon its power 




















JAMES K. BROWNELL 


grade by comparison. 

We believe that the first table at the front 
of the store should carry the most attrac- 
tive items, that they may engage the cus- 
tomers attention as quickly as possible. We 
usually line the boxes with a colored paper 
that is in harmony with the color of the 
merchandise. This adds greatly to the ap- 
pearance of the goods and increases the sales 
possibilities. 

A well laid out store will not bring profit- 
able trade if other things are neglected. It 
should be the rule in all hardware stores, 
particularly where the modern display table 
is used, that no piece of merchandise should 
soil a lady’s white glove. We clean the 
boxes oncé a week and that with a polish 
cloth. The merchandise is gone over every 
morning. If you keep your stock in that condition, you 
will have made a long stride toward a larger and more 
profitable trade from the women of your community. 

Have every item plainly price ticketed. If possible 
have short descriptions as well. This again reduces the 
effort toward selling. Make every advance possible 
in this direction. The customer who enters your store, 
sees attractive merchandise and reads an intelligently 
worded card that tells him what the merchandise is for 
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and how much it is offered for, is more than half sold. 

If the retail merchant will go to the wholesale markets 
and look for merchandise occasionally he will find many 
items that may be placed in stock to the advantage of his 
sales volume. We have also found that some items may 
be averaged in the mark up. That is, for instance, in- 
stead of selling an item at say 5c., another at llc. and 
another at 12 or 13c. Put them on a table in boxes 
together and mark them 10c. (These are just random 
figures for illustration.) You will get your average 
mark up and sell more goods because the customer 
recognizes the value of the big item and does not find 
fault with the small one. 


Keep Your Coat On 


Another word about cleanliness. Our sales people 
wear coats when serving our customers. If it is neces- 
sary to handle bolts, nuts or heavy hardware that soil 
the hands, the salesman washes up as soon as possible, 
for fastidious ladies may be the next customers. Little 





details such as these are real trade and prestige builders 
and are important to note. 

Clothing should be taken care of. Do not allow rips 
and tears to rob your merchandise of its appeal. A 
little attention to keeping the clothing neat and clean will 
yield a good share of the year’s profits. 


Windows Are Connecting Links 


Your store and your advertising, whether the latter 
be direct mail or newspaper, are incomplete without the 
connecting link—your windows. Plenty of light and 
merchandise chosen for its power of attraction as well 
as its value are worthy of your best attention. From 
time to time we trim a window with items that sell at 
5c. to $1. This has proved to be a winner. Only last 
week we had such a window display and the result was 
that we had more women customers than we have had at 
any time since the store was opened. 

Cooperation of all departments of the store toward the 
one objective—sales—is necessary to make any layout 
do its real work. 
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last election. 





Ten Billion for Good Roads in Past 10 Years 


Mileage of travelable roads is four times that of railroads. 

Public has invested $10,000,000,000 in roads in less than ten years. 

Special motor vehicle taxes pay one-third tb ahen ctsien 

World’s highway mileage is 6,500,000, with 3,000,000 in the United States. 


Programme of road building is increasing; four States voted $240,000,000 in highway bonds at 
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By E. G. KIRTLEY 


Trafic manager of Montgomery & Crawford, 
Spartanburg, S. C. 


ERY few of the hardware jobbers have a Traffic 
V Department that is self-supporting, traffic mat- 

ters being relegated to the bookkeeper or shipping 
clerk. Retailers should also have a traffic system. 

Traffic management is a science and is entitled to 
recognition the same as the profession of the lawyer or 
doctor. To acquire a well rounded traffic education, one 
has to pass through many years of study, backed by 
actual experience. It takes an expert to’read and inter- 
pret a freight tariff. 

The Hardware Traffic Manager has an opportunity 
to make and save money for his firm, if he is wide 
awake. In a number of jobbing houses the volume of 
business handled is not sufficient to warrant a full-time 
traffic manager, but if the volume is sufficient, then the 
following organization is very effective. 

A large Southern jobber doing business in three or 
four states, and one who also has a large retail store, 
uses this form of organization successfully : 


Traffic Manager 


| 


Wholesale Shipping Clerk 








Retail Shipping Clerk 


Warehouses 


City Delivery 
Rural Delivery 


Incoming and 
Outgoing Freight 





Truck Maintenance 
and Truckmen 


From this diagram it will be seen that the Traffic 
Manager has control of City Delivery, Rural Delivery. 
Warehouses, Truck Maintenance and all shipping, both 
incoming and outgoing. 

The invoices are kept in the Traffic Department and 
when the goods are received the freight charges are 





entered on the invoice together with the freight bill 
number, date and name of railroad making the delivery. 
The invoice is then sent to the proper department and the 
goods marked up, or the price properly recorded. The 
incoming freight is double checked, once at the rail- 
road depot and when brought to the store or warehouse. 
If there is a concealed loss or damage, the fact is called 
to the attention of the proper railroad official so that 
inspection can be made and claim filed. Of course, any 
damage that is apparent is taken care of at the depot and 
notation of damage made on 
freight bill at the time the dam- 
age or loss is discovered. 

The reason why the freight 
bill number, date and railroad is 
shown on the invoice is for fu- 
ture record. All freight bills 
are filed alphabetically. Now, if 
for any reason it is desired to 
refer to a freight bill, say six 
months hence, it is simply a case 
of looking at the invoice to get 
the freight bill number and look- 
ing for the freight bill under the 
proper letter; for instance, if the 
goods were invoiced by Smith & 
Son, then you would look under 
the letter “S” for the freight bill. 

Now, it very often happens 
that a railroad agent will call up 
over the phone and say, “Why don’t you send me a check 
to pay my freight bill number so and so?” Now, in 
order to answer that question quickly, it is a very good 
idea to have a copy made of each freight check, and show 
on it the following information, keeping in mind that 
each day’s batch of freight bills from any one railroad 
should be paid by one check: 

On front of check: 
Freight incoming 

See back of check 
Blank Railroad, 
Blank City. 
On back of check list the freight bills as follows: 
Pro. No. Date 

Each freight bill is stamped with the firm’s stamp . 
“Paid” and the check number shown on the freight bill. 
Now the copy of the check is kept on a piece of paper 


E. G. KIRTLEY 


$282.50 
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about the size of the check, and filed in date order, or Amount Paid 
check number order as the case may be, and it is very Claim No. Date Railroad O/C L&D Remarks Date Amt. 

: ‘ nell ; : Ol 1/25 PRR 2.00 2/1 2.00 
simple to find out quickly whether or not a bill has been L2 a7 B&O 5.00 3/7 5.00 


paid, without having to go back and look up the actual 
freight bill and this saves lots of time and is very con- 
venient. In addition to stamping the freight bills “paid”, 
the bills are attached to the check paying them and mailed 
to the railroad agent, who in turn puts his paid stamp 
on them and returns to the firm paying. This freight 
bill is then matched up with the freight notice and is 
ready to be filed away. 

A complete freight tariff file is kept in the Traftic 
Office of all tariffs that are needed to conduct the busi- 
ness of the said firm. It is not wise, let me say, to 
ask the Railroads for any unnecessary tariffs as they 
are very expensive. The railroads are always ready to 
furnish all needed tariffs without cost, so: it is wise to 
cooperate at all times with the carriers. 

Each freight bill is checked when first received, as to 
classification, weight, rate and extension, before it is 
paid and filed away. Any overcharge is noted and 
correction made before paying the bill, thus cutting 
down the number of overcharge claims, with the obvious 
saving resulting therefrom. 

A regular card system of rates is kept on file show- 

ing each point from which the firm buys. The cards 
are kept up to date from the tariff supplements as they 
are issued. 
Note that full information is shown. Parcel Post Zone. 
Route, Express Block. Column for rates via all rail or 
rail-water-rail, as well as local rate. On the back of the 
card is a place for special commodity rates and excep- 
tions to the classification. 

This system of checking freight bills is very effective 
and is actually working, so it is not a theory at all. 

A claim record is kept and each claim is given a num- 
her at the time it is filed. This record is as follows: 


As the claims are paid they are noted in red ink and a 
red check mark made by the number, so it can be seen 
at a glance just what claims are unsettled and steps taken 
to make collection. The following form is used in trac- 
ing claims: 

Dear Sir: 

Please refer to your Claim No. (Over Charge 
—lLoss and Damage), our Claim No. ...... , amount 
ices ccs ee , and advise when we may expect settle- 
ment, and oblige, © 


Yours very truly, 
By 


Trafhe Manager 


The Traftic Department furnishes rates and cooperates 
with the Sales Department, so that delivered prices may 
be quoted to the customer. Also works with the Pur- 
chasing Agent, calling attention to any proposed changes 
in classification or rates, so that the Purchasing Agent 
may be protected in his buying. In fact, the Traffic 
Manager, if well informed, is a source of help to each 
and every department and acts as a watch-dog on the 
various transportation agencies to see that his firm is 
accorded service and not over-charged for this service. 

A great many savings made by the Traffic Depart- 
ment are intangible but the results obtained are very 
heneficial and hard to be measured in dollars and cents. 
Goods brought in on time means quicker turnovers, 
trucks kept properly greased means less up-keep ex- 
pense and longer life for the truck, quickened city de- 
livery means good will from customers, and so it goes 
on. It will pay to install an up-to-the-minute Traffic 
Department. 


Open Displays—Trade Journals 


I are pleased to remark the persistent manner in 

which the trade journals of the industry are en- 
deavoring to educate dealers to the advantages of open 
displays of merchandise. We are sometimes curious to 
know, however, why an idea of such obvious and psy- 
chological merit should be so slowly regarded by those 
who are supposed to offer constructive suggestions for 
better merchandising. 

We are much more curious to know why, with the 
publicity the open displays have been given and with 
the increased business that has been reported by those 
who adopt them—why, we say, more hardware mer- 
chants have not fallen over themselves to accept this 
latest trend. Something whispers to us that the reason 
for this is not so much the fact that merchants fail to 
recognize the merits of open display as that they fail to 
push themselves to the point where they will discard old 
methods and take on the new. 

Nor is this a matter wholly of procrastination or lack 


of capital. Quite often it is a matter of stubborn re- 
sistance to anything that might disturb the calm and 
comfort of old things. Or, to put it more boldly, some 
of those who “keep store” are so damnably immersed in 
the philosophy of “let well enough alone” that they can- 
not see beyond the upturned ends of their own noses. 
While others have the courage to forge ahead with 
changing styles and methods, these pathetic wowsers, 
steeped in the sentimental backwash of tradition, sit idly 
by and watch their business undermined beneath them. 

Open displays represent business aggressiveness and 
good sense—not because they are a new wrinkle in sell- 
ing, but because they enable the customer to buy with 
his or her five senses and with a keen pleasure in being 
able to browse among the many things that, in the days 
of forbidding counters and hidden merchandise, were 
denied him. 

More power to the trade journals in their work! 

—The B-A Sand Paper. 
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The Berry displays do not have “atmosphere” and merchandise in the same windows 


The Hardware Dealer Who Sells 
Sport Will Sell Sporting Goods 


By ALBERT E. CARLSON 


In charge of Sporting Goods Department of the S. H. Berry Hardware Company, Dover, N. J. 


HEN you talk to a man on fishing tackle, sell him 
a full creel; when you are showing a prospect golf 
clubs, sell him a hole in one and when a man is in 
the market for a gun, sell him a big game bag, because in 
most cases, a purchaser of sporting goods is more inter- 
ested in what an article will do, than in what it is. How- 


ever, in order to sell sport with sporting goods the dealer 
has to be a sports lover or he must study sports; he must 
know something about the histories of games and other 
sporting activities as well as the batting averages, scores 
and records hung up by top-notchers in all fields. 
Everyone connected with our sporting goods department 





The North Morris Gun Club shortly after its organization some years ago. The S. H. Berry Hardware Company helped to 
organize it and indirectly, this helped sales 


























Theodore Benson, the outside salesman for this store, 

demonstrating his outboard motor boat on one of the 

lakes. Notice the crowd above. “The Berries’ is a 
nickname for Berry’s Hardware Store 


The fish float shown in this picture is described in the 
article and made a big hit with the crowd 


is an active participant in sport of one kind or 
another and this probably accounts for some 
of our success with this line. Take guns. We 
carry a complete line selling from $40 to $550. 
and Mr. Albert Sedgman, the president of this 
concern has few “walk-outs” because he is an 
experienced hunter. He has brought down big 
and little game in the North, South and West, 
so he can talk intelligently to a seasoned hunter 
or help out the tyro with valuable suggestions. 

If a fellow comes in for socks in which to 
go hunting, Mr. Sedgman does not stress the 
quality standpoint entirely. He shows the pur- 
chaser that all wool socks absorb moisture and also can be 
dried while on the feet, therefore they are the only kind a 
woodsman should buy for tramping over marshy ground 
and damp foliage. The dealer who has experienced the 
advantages of proper equipment when out for game, can 
bring enough atmosphere into a sales talk to put it over and 
if he has never hunted, he should find out something about 
it so that he can talk like a woodsman anyhow. 

The same things applies to fishing tackle. We have many 
lakes in this vicinity, and where there are lakes, streams 
or rivers, there are always plenty of transients, and as many 
of these fellows come up frorm the cities, they very often 
know little about fishing. A chap will come in here for 
a rod and line and may not know what size hooks or what 
type bait will land the fish that swim in this section. We find 
out where he is going, then outfit him, but in order to do 
this we have to keep in constant touch with sportsmen who 
are fishing the local waters, as well as the hotels and pavil- 
ions in this section. 

We have here what you might call an information bureau 
for fishermen, both amateur and expert. We tell them 
where to get good bait and the prices; where to get their 
boats and the rates ; what hotels to stop at to fit their pocket- 
books; where they can fish and where they can’t, etc. We 
also distribute copies of the fish and game laws from the 
hotels out here and hang a sign in the window advising the 
sportsman that he can get one from us direct if desired. 
We ‘issue hunting and fishing licenses, and one year filled 
out more than 2000, which incidentally formed the basis for 
an excellent mailing list. 













And fishing tackle is not a summertime proposition with 
us. We sell a great deal in the wintertime because we 
always tell purchasers that it is great sport fishing through 
the ice in the winter. In other words, we help to adver- 
tise that sport, and many a fellow who has bought fishing 
tackle from us in the summer has gone out on the ice in 
the winter with a line just because we suggested it at the 
time of the purchase. This keeps tackle moving right dlong. 
It is not a seasonal line with us. - 

Then, again, we are over 100 miles ,from good salt water 
fishing, and yet we carry a complete line of salt water 
fishing tackle just because we are fishermen ourselves ancl 
talk the lingo of the hook and line enthusiast. Regularly 
in season I go fresh water and salt water fishing with our 
equipment, trying out new bait and other items so that | 
can tell prospective purchasers all about it from actual 
experience. There is probably no line more diversified than 
fishing tackle; there is always something new coming out 
to help sales along, but the dealer should know something 
about its practical application. The amateur appreciates 
these suggestions, and the veteran has confidence in you 
because he realizes that you know what you are talking 
about. 

Selling sport to help sell sporting goods you might call 
a form of indirect selling, but we also believe in a form of 
direct salesmanship. Theodore Benson is our outside man, 
and he is always around the lakes digging up trade. We 
know that direct selling pays because the first year we tried 
it we sold five times more outboard motors than in any 

(Continued on page 145) 
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ALL YEAR [Oy STOCK 


The center of the three show windows 
is used chiefly for toys. The display on the 
right is a late January display—not unusual 
for this store. 

Children’s furniture, large enough to use 
for tea parties, is a steady all year seller. 








During the Christmas sales season 
the dolls are shown on open tables, 
within reach.of shoppers. During the 
rest of the year they are kept in spe- 
cially made wall cases, shown below. 
Another case is against the opposite 
wall of the doll room. 

Boys are constant visitors to the rail- 
road yard shown on the opposite page. 
Ives and Dorfan represent the two 
systems. Current is always at hand to 
start operations. 








S 
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ouble Barreled MERCHANDISE 


Herman W. Morse Started a Department as a Trade Promotion Venture 
and Finds It Returns Current Profits 


By HERMAN W. MORSE 


Meriden, Conn. 


IFTEEN years ago when I decided to invest $150 
F in a stock of toys, I had little vision of the great 

part that playthings should and did play in life. 
I had then still less vision of the part they would play 
in the scheme of things in 1928. I planned this depart- 
ment as an advertising that would cost me something to 
maintain. Little did I dream then that the time would 
come when the toy department would occupy the entire 
second floor and that I would think that this floor space 
is paying for itself. 

Playthings, I then thought, were strictly luxuries. I 
know now that proper playthings are an important fac- 
tor in rearing the child. I bought my first stock merely 
on sight impulse. Now I buy with a thought of dura- 
bility and what this toy will mean to the child. I no 
longer regard playthings as luxuries but as a part of the 
equipment necessary to the proper education of the 
child ; as a means of permitting the child of determining 
its interest in the complex scheme of this mechanical 
age—and that this branch of my business serves a utili- 
tarian purpose just as builders’ hardware and house 
furnishings and tools are necessary to the adult. 

I know the child that grows up in idleness and with- 


out means of play-study will be handicapped later in 
life. These are things I have learned by association 
and experience that would encourage me to pioneer toys 
much more energetically than I did when | started with 
a purely selfish purpose. It has ail been one of the 
pleasant surprises of my 30 years in hardware. 

But to get back to the beginning. 

In 1915 the problem was a hardware store located 
two blocks from the main shopping district and we 
needed more people to come into the store to see the 
merchandise we had for sale. Toys, I believed, were the 
nearest related line that would do this; also there seemed 
to be less featuring of toys in our community than other 
lines. 

So a $150 stock was installed. Not much in the way 
of trade volume was expected. My thought was that 
it would give us something to advertise and that we 
would probably interest the children and that these 
children would have a considerable influence in bring- 
ing the elders into the store. With these objectives, we 
advertised this department heavily. We have not been 
partial to any particular method but have used broad- 
sides, newspapers, sandwich men, have given away 
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The miniature vehicle display is at the head of the stairway and children like it, 


Wheel goods are grouped on the 


floor nearby. 


souvenirs, and have an electric sign over the sidewalk 
which can be seen from the main street. 

Our advertising was successful in bringing people to 
look and they also bought. The surprising thing was that 
they bought in sufficient quantity that this line assumed 
volume proportions almost from the start. Also we soon 
began to notice more children coming into the store on 
errands. The children preferred to come to our store 
when sent on an errand because they could feast their 
eyes on our toy displays. It also must be remembered 
that these children quickly grow into adult customers. 

The display is, and always has been, arranged so that 
children can get the most out of it. The display tables 
are low and all stock possible is kept on the floor. The 
wide aisles have permitted children to ride, drive, push 
or pull the wheel goods around. We go the limit in 
permitting children to handle the merchandise. Of 
course they soil some, but not much. If an article is 
too much damaged for merchandising purposes, we 
send it to a local hospital for the amusement of the 
sick children. We do the same with any merchandise 
that does not sell and which does not move after one 
of our price sales. 

Playthings are desirable merchandise for other rea- 
sons. They make a splendid showing for the investment 
and the turnover, once the trade is established. ranks 
very high. In our store the toy department stands next 
to house furnishings from a turnover standpoint. 

Toys are not difficult to buy if the buyer is sympathetic 
with children and their amusements. There is, of 
course, the style and timely element that must be kept 
in mind but this is not the major factor. There are to- 
day in our stock such items as jump ropes, halters, black- 
boards, lead soldiers (not made of lead now), slates, such 
games as authors, checkers and the like. All of these 


items were in the first stock we bought and must be in 
any stock. 

These articles have been greatly improved in appear- 
ance and manufacture but they serve the same purpose 
they did when we started our department and had served 
many years before that and will serve for many years 
to come. These items and dolls and wheel goods are the 
basis of a department and the merchant who stocks 
heavily on these items and brings in the current novel- 
ties for display is on the right track. 

Of course there are new items that have come into 
thé picture and are here to stay. The steel building sets 
are important. No toy department is complete with- 
out them. 

Also the electrical toys have come into their own since 
we opened this department and now they are an im- 
portant tactor. 

Electrical trains are wonderful sellers for three rea- 
sons—First, almost every boy is interested and is help- 
ing you to sell an outfit to his parents; second, the 
initial sale runs into good money, $25 being an ordinary 
figure: third, the set is never complete as long as the 
boy plays with it. He continually wants more tracks, 
more cars, semaphores, stations or something of that 
sort. 

The boy will save his own money to buy these things 
and drop in for occasional purchases of his own and 
then the family knows that such equipment will be wel- 
come recognition of birthdays, rewards for good school 
work or if the boy is confined to his home by illness or 
injury—which is the basis of much toy buying. 

In our trade district we can count many homes where 
the electric train outfit will run well over $100 on retail 
price, all bought from our stock. I have no figures on - 

(Continued on page 212) 
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Disrray 


Your 
BUILDERS’ 


HARDWARE 
If you would 


INCREASE 
Its SALE 


By CHARLES G. JONES 


Manager Builders’ Hardware 
Department 


Brown-Rogers-Dixson Co., 
Winston-Salem, N. C. 


E are thoroughly sold on 
Wi ov display as it per- 

tains to builders’ hard- 
ware. Every other department in 
our store uses open display and 
its effectiveness with builders’ hardware has been proved 
to our satisfaction. 

It is not our belief that efficient salesmen can be re- 
placed with open display and automatic selling, but that 
the salesman’s efficiency can be increased with modern 
display methods and orderly stock arrangement. 


Displaying Builders’ Hardware 


It would be difficult to overestimate the value of good 
display in any department of the hardware store, but 
with builders’ hardware it is of the utmost importance. 
The majority of finishing hardware is selected by 
women. Ordinarily it is difficult for most women to vis- 
ualize just how finishing hardware will look in her home, 
when inspecting blue prints or incomplete samples. 

If lock sets, hinges, latches, push plates and door 
knockers are set up and displayed in different finishes 
and trims, it makes it much easier for the woman to 
grasp the whole setting as if it was in her own home— 
therefore quickens her selection. This, incidentally, ex- 
pedites the closing of the order for the entire bill of 
builders’ hardware. 

When styles and patterns are displayed so they can be 
compared with each other, the salesman is given an op- 
portunity to gather from the customer any remarks or 
criticism which may give him an inkling as to taste and 
preference. This gives him a chance to tactfully help the 
customer to make a harmonious selection. It is also 
entirely possible when builders’ hardware is openly dis- 


radiates quality in every particular. 
carefully studied lighting adds greatly to the effectiveness of the display. 
Such a display will prove to be an attraction to the woman of the house 
as well as to the builder, and, after all, many women are arbiters of style 





This window by the Brown-Rogers-Dixson Co., Winston-Salem, N. C., 


The rich wood panelling and the 


in the matter of builders’ hardware 


played that kindred items are frequently suggested to 
the casual purchaser who may need some extra locks, 
butts casement operators or other special items for the 
house. When open display is thought of in connection 
with over-the-counter purehases for replacement, Brown- 
Rogers-Dixson has found a good portion of buying is 
done by the owner or housewife who does not know 
just what is needed. Therefore, with the open display 
method—all items displayed on panels, in the relative 
positions occupied in actual use—it is a much easier 
matter for the customer to make a selection. It also 
relieves the salesmen of .much explanation; speeds the 
sale; helps to make additional purchases and allows the 
salesman to serve many more customers in a given pe- 
riod of time. 


Saving Time 


To my mind, one of the biggest items of saving is the 
amount of time now gained by having all the different 
styles displayed together, instead of having the salesman 
bring out and open up innumerable boxes for the cus- 
tomer. 

At the present time the open display method in our 
builders’ hardware department has been in use for a 
year and it is proving tremendously valuable for it has 
speeded up the entire builders’ hardware in the Brown- 
Rogers-Dixson store. 
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My Housekeeping Experience 


Helps SELL Electrical Appliances 


By HELEN D. 


“T CAN answer her with 
enthusiasm and a 
wealth of detail that 
will convince her that I 
have used them and 
have found that they 
will make good” 





CRAWFORD 


McGregor Hardware Co., Winfield, Kan. 


HEN I first began 
selling electric appli- 
ances it was difficult 
for me to find much to tell 
about anything except the 
iron and the toaster, the two 
appliances I had used. Then 
I read some books, pam- 
phlets and trade papers and 
learned about volts, watts 
and_ kilowatts and asked 
many questions of persons 
who knew. All of this helped 
to make conversation. 
' But the great moment 
came when I discovered that 
the things we used in the 
home were the things I 
could really sell. Then I be- 
gan making purchases for 
my own use—not expensive 
items but of good quality 
and reliable make. 
Now I have proved to my 
own Satisfaction that an elec- 








trie percolator will make better coffee in less time with a 
small amount of coffee than the one used on the gas 
range. Also that a waffle supper is an easy way to en- 
tertain and that waffles are a real treat cooked right at 
the table in an electric iron without grease or smoke. 

By the use of these appliances we business women 
manage to keep house comfortably and to work down- 
town, too. 

My housekeeping or cooking may not be the best 
in the world, but when a woman asks if I have used 
this or that appliance I can always answer her with an 
enthusiasm and with a wealth of detail that will convince 
her that I have used them and have found that they will 
make good. 

The small town (Winfield is listed at 8000 popula- 
tion) cannot afford a continuous demonstration, for in- 
stead of there being several persons in a department 
one person will probably have two or three departments. 
Neither would there be an audience every day. We are 
always glad to send the larger appliances to the pros- 
pect’s home for a demonstration, but do not make a prac- 
tice of demonstrating merely for the sake of demonstra- 
tion. The result of our sort of demonstration is usually 
a sale, especially with washers, cleaners and radios. 
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When Prominently Displayed and Price Marked 
Electrical Sundries Are Easily Sold 


Sockets, Switches, Fuses and Other Incidentals Very 
Profitable and Have Ready Sale to Electricians and the 
Handy Man About the House 


with less actual selling effort than the miscellaneous 

electrical sundries, which should be found in every 
up-to-date retail hardware store. This group includes 
switches, sockets, pull chains, pendants, cable, extension 
cord, plugs, dimmers, fuses, bells, buzzers, push buttons, 
etc.—all items of common everyday use. Electricians, 
contractors and handy home owners buy these articles in 
large quantities, usually selling themselves if the stock 
is displayed and price marked in a manner which per- 
mits such self-service. 

These various items being closely 
related one to another, mass display is 
very practical. The sale of one num- 
ter not only suggests but usually re- 
quites the purchase of~two or three 
other items in the line. To the pro- 
fessional mechanic the price card may 
not be important. He likely knows the 
average prices on such goods, but to 
the handy man of the neighborhood 
who will probably be the biggest cus- 
tomer the visible price card is very 
necessary. Without the value creating 
card bearing price and identification 
he may not readily appreciate the econ- 
omy of doing his own work, and may 
not otherwise visualize the service his 
complete job can render at a small in- 
vestment, for, after all, the average 
retail price for this class of merchan- 
dise is very nominal when the service 
available is considered. 


P wit tess ac no line can be sold in such large volume 













It is very important that whatever type of display is 
used, the complete line be shown. It is essential that 
the display be of the open type and in a fairly prominent 
place, readily seen from most parts of the store. Wall 
fixture panels, open top tables, inclined display boards on 
counters or any other method, which shows the goods 
easily with price cards, will be found effective. Two 


methods of showing this class of goods are shown on 
this page. 

Both have merits because they are easily seen, easily 
checked for low stock, and are visibly priced. 


























een 





The upper picture shows the way 
the Nicholas Hardware Co., Oak 
Park, Ill., displays this group of 
merchandise. On the near end 
you can see small metal trays con- 
taining screws, etc. R. J. Atkin- 
son of Brooklyn, N. Y., has an 
inclined panel built on a sales 
counter. This is shown at the 
bottom of the page. Note that 
wire cable and extension cord are 
handy to the sundries display. 
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The author of this interesting article manages this paint department in the Brown-Rogers-Dixson store. 
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None of this stock is 


slow moving and all is displayed to the best advantage 


We Discarded Thirty Shades and Secured 
Ten Paint Turnovers a Year 


By C. C. SAPP 


Manager, Paint Department, Brown-Rogers-Dixson Co., Winston-Salem, N. C. 


HIRTEEN years ago the executives of the 

Brown-Rogers-Dixson organization were seriously 

considering discontinuing the paint department. It 
was not paying for itself and the salaries of the per- 
sonnel in the paint department were paid from the profits 
of other departments. 

Before taking any definite steps toward abandoning 
the department, a survey was made to determine why 
this line—usually very profitable for the hardware 
dealer—was making such a poor showing in this store. 

Of the forty-eight shades handled, excluding black 
and white, it was found that the majority of sales were 
made from about one-third of the stock. The remaining 
shades were known as “slow movers,” some remaining 
on the shelves for an indefinite period of time. 

I kept a close check on the merchandise and noted 
just which shades had the best sale. We then had the 
paint manufacturer make up a card of shades, eighteen 
m all, that we knew had a good sale and discontinued 
stocking the paint that was not in demand. However, 
we kept a card showing more than the regular eighteen. 
When a customer wanted a shade not shown on our 
regular card, and that was seldom, we suggested to him 
that we would order that shade for him if he really 


desired that shade and no other. It would be delivered 
to him in two or three days. 

It was very seldom that we ever lost any business by 
not having all the forty-eight shades. 

While we sell a good quantity of paint to house- 
holders, the majority of sales are made to paint con- 
tractors, who prefer to purchase their own materials. 
We have a factory man who calls on the contractors. 
We do not secure very much business outside the sfore, 
but with his help—his suggestions and estimating—we 
feel that we secure a good volume of business in this 
manner. 

At least 70 per cent of our customers demand quality 
as the first consideration. We carry a good line of 
paint and display it as well as possible. No matter who 
the customer may be—contractor, housewife.or painter, 
“quality” is what is sought, before price is asked. 

There is no thought now of discontinuing the paint 
department. In thirteen years, by -eliminating slow 
moving stock, displaying paint to the best advantage and 
intelligently merchandising it, we have made this dé- 
partment one of the most profitable departments: in the 
store, realizing from eight to ten turnovers a year, «*¢. 











Editor’s Note: 


We submit the following table of values of manufactured hardware and affiliated: 
lines, compiled by Oliver Brothers, Inc., New York and Pittsburgh, for their clients and 
reproduced by us because of the valuable data given and which we know will be wel- 
comed by our readers. 


This table of values applying to manufactured hardware will, we are sure, prove 
to be a valuable supplement to the table of values of iron, steel, wire and metal mate- 
rials published in our issue of Oct. 25, 1928, and which latter table can be obtained 
from song Brothers, Inc., 71-73 Murray Street, New York, N. Y.—Editor Hard- 
ware Age. 


Comments: The prices shown in this table of manufactured hardware and affili- 
ated lines represent the price fluctuations over the period indicated, and we believe 
will be interesting to hardware merchants. Some manufacturers of special brands may 
have obtained prices different from those indicated. 


| 


Ju tuciit tlt 





MT 





239 West 39th Street, New York City 


TABLE of VALUES of MANUFACTURED 
March 1912 to December 1928 


Compiled by 
OLIVER BROTHERS, INC., New York, N. Y., and Pittsbur 

















































































































































































































































































































































































































Item Mar. Dec. Mar. Dec. July Nov. Jan. Sept. Aug. Mar. Sept. Dec. Aug. 
No. MATERIAL Unit 1912 1913 1915 1916 1917 1918 1920 1920 1921 1922 1922 1923 1924 
1 SoRien SURMISEMMAREONOES, GG cooks cod ods ds veo diadie sinis ead dae 100 Lb. 1.35 1.50 1.35 3.40 5.00 3.90 3.60 5.00 3.00 2.10 2.80 5.55 2.80 
2 Track bolts, square nut, 34 x3 Bs are eee nS Pa eee ee od or. t olinss betes ay 1.90 2:15 1.70 4.75 7.00 4.90 5.50 7.50 4.15 3.00 4.05 4.00 3.90 
— Crow bars, 10 to 40 Ib......... nm PA e was ee ath Ss ae e etd 100 Lb. 1.80 1.90 1.65 4.00 6.50 7.50 6.25 7.25 5.25 4.50 4.75 5.75 5.25 
4 Striking hammers, Oregon pattern, Ree eee gs Poe ee iia cae te’ tm | aS 4.74 3.54 7.50 10.80 10.80 9.23 10.80 7.88 6.41 | 7.29 8.75 8.10 
TO oe | ae Doz. 2.43 2.43 1.87 4.86 7.29 9.00 7.69 8.55 6.08 4.86 5.40 6.20 5.71 
6 mI NER TORO do is ooh ul a ts is we dials eS 100 Pcs. 1.35 151 i-32 4.26 4.97 3.83 4.05 5.33 2:13 1.68 2.81 2.43 2.36 
7 _|Hot pressed nuts, square, blank, 14 in..............0..00.e0e ee: pieces. Previous prices per 100 Ibs | 2-30 2.60 2.20 6.30 6.50 6.50 6.50 8.50 3.77 3.25 5.10 5.20 4.70 
8 Iron turnbuckles, 1 in. with stub ends....................0.0000- 100 Pcs. 28.59 27.80 26.34 45.58 57.20 57.20 61.60 70.40 50.16 39.60 48.40 39.80 41.80 
9 ce ee Cy a a 1000 Pcs. 0.42 0.44 0.41 0.78 0.96 1.02 0.78 1.16 0.70 0.52 0.65 1.05 0.75 
10 Small black rivets, 14x 114, in kegs................000000000. of 100 Lb. aol 2.56 2.40 7.92 8.21 7.20 7.20 8.80 4.79 3.70 5.44 5.10 4.59 
11 Upholstered cut tacks, No. 4, blued, in bulk*.................... 100 Lb. 4.22 5.20 4.96 11.60 16.25 15.10 17.35 18.15 13.00 11.75 12.75 12.40 14.30 
12 Wood screws, flat head, iron (new list prices Jan. 3, 1928)........ Per Cent Off List 0.9297 0.926 0.9198 0.82 0.784 0.784 0.82 0.784 0.8502 0.8847 0.8577 0.8335 0.838 4 
13 pucvels, giain back, No: 2, 4thigrade....... 66.0.0 caccee eee se ees a Doz. 3.83 4.31 3.90 6.05 8.50 11.51 10.90 12.90 10.90 9.90 7.41 9.16 9.16 
14 Ball tip, loose pin, steel butts, 314 x3%.....................00.. Doz. Pr. 0.55 0.64 0.61 1.32 jy i 1.75 2.20 2.20 1.70 1.55 1.55 1.90 1.95 
15 Weougut trnes tutte; 2'in. matrow................60.06 ese seen Gross Pr. 3.38 3.38 3.80 TAT y fe 7.81 7.02 7.02 6.33 5.49 6.33 7.20 7.20 
16 Stilison pattern wrenches, 10 in. .............c0c.cccccscccceee Doz. 4.87 4.87 4.75 7.70 9.00 10.00 10.00 11.81 9.87 2.78 8.78 9.00 7.50 
17 Monkey wrenches, knife handle, 10 in..................2.000000- Doz. 4.33 4.32 4.32 fe 10.49 ~ 11.66 11.88 13.20 10.69 713 782 9.62 9.62 
18 Files, 10 in. flat bastard Peer Bit Caan nne A one reer, Uebel LA | Doz. 1.13 1.13 1.13 1.89 2.09 2.73 2.39 2.66 2.27 1.70 1.89 1.75 1.89 
19 |Carbon twist drills, 14 in., round straight shank, Jobbers Lengths. . Doz. 0.85 0.85 0.79 1.14 1.42 1.46 1.39 1.39 1.30 1.08 0.73 0.97 0.97 
20 Chisels, plain handle and edge, 1 in. socket firmer................ Doz. 1.97 1.97 3.71 4.01 4.70 5.35 5.35 5.49 5.49 5.49 5.35 Sao 
21 Gonmering Gopners, Sib. base. ...... 05.6... ccccicccccesccsccss Lb. 0.181% 0.20% 0.19 0.41 0.42 0.48 0.29 0.2914 0.19 0.1814 0.19144 0.19 0.1954 
22 Poecaoee Gipeere, SUUTEKR DRLCETN. .... oo... cece cc cee sees Doz. 4.75 6.00 5.00 6.00 9.00 12.50 13.00 17.00 12.50 10.00 10.00 11.50 11.50 
23 ne IN 0 id it ab Genaun eae Doz. 24.00 24.00 25.00 27.50 27.50 36.00 34.80 48.00 48.00 48.00 48.00 48.00 48.00 
24 Wire rope, cruc. cast steel, 6 strand, 19 wire, 54 in. diameter....... 100 Ft. 5.32 4.79 4.41 9.98 11.90 11.55 9.28 9.28 7.81 7.81 7.81 8.62 8.62 
25 Poultry netting, 2-in. mesh, 19-gage wire, galvanized after woven.. . Roll of 600 Sq. Ft. 1.97 1.97 1.69 3.47 3.47 4.13 4.13 4.13 4.13 3.51 3.5 3.76 3.76 
26 Wire screen cloth, 12 mesh, black, less than carload............... 100 Sq. Ft. 1.10 1.10 0.90 1.60 1.75 1.95 2.05 2.05 2.05 1.80 1.80 1.95 1.95 
27 Galvanized water pails, 10 qt., light pattern, less than carload...... Gross 18.14 28.74 33.60 45.97 40.32 50.40 24.19 22.98 22.98 24.19 25.53 
28 |Enameled cast iron sinks, flat rim, 18 x 30....................00- Each 1.80 1.80 1.80 2.57 3.35 4.45 4.55 5.00 4.10 3.85 3.85 4.05 4.05 
29 Finished brass compression bibbs, standard pattern, for I. P. 54 in... Doz. 3.58 3.67 3.59 6.30 7.18 8.60 9.58 10.77 6.80 5.67 6.30 6.80 5.98 
30 |Axes, unhandled, first quality standard grade, single bit, base...... Doz. 4.50 5.75 3.50 8.50 11.50 13.50 14.50 16.00 12.00 12.00 11.00 10.75 12.00 
31 fanm tin qael Gasins, 13\in., stanipedy..................520.6.06. Gross 6.03 10.44 10.44 10.44 17.16 17.16 14.60 13.90 13.90 13.90 13.21 
32 [Circular spring balances, 30 Ib. X 02...............ceccceseseeees Each 6.00 | 7.00 750 | 8.00 | 9.00 | 9.00 7.50 7.50 7.50 7.6944 | 7.6944 
33. jLawn mowers, 14 in., ball-bearing, medium grade................. Each 2.90 9 3.60 3.60 5.00 5.50 7.50 6.40 6.40 6.40 7.00 6.40 





*Prices previous to June, 1926, were on American Cut Tacks now “eames by most manufacturers. 
¢June, 1926, and later prices on 13 in.; previous prices on 12 in 
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CTURED HARDWARE 
mber 1928 


Y., and Pittsburgh, Penn., U.S. A. 


Compiler’s Note: | 


We have reduced lists and discounts to unit prices or unit quantity prices as the 
case may be, and in doing this we have taken into consideration the fact that the list 
prices on some items have been changed from time to time and the net prices shown 
are based upon the lists and discounts in effect on the dates given. The figures oppo- 
site the subject Wood Screws represent the discounts reduced to a unit percentage. 
The prices shown represent what would be recognized as a reasonable wholesale price 
allowed by the manufacturer to the wholesale merchant (the jobber). 


The lowest average prices will be found in column under “March, 1915,” although 
lower prices on some commodities are to be found in other columns. 


The highest prices are to be found distributed between “July, 1917, and Septem- 
ber, 1920.” Many of the highest prices were put into effect after the war had ended, 
during 1918, 1919 and 1920. 

We believe a study of the prices shown in this table of manufactured hardware, 


in conjunction with our TABLE OF MARKET VALUES of iron, steel, wire and metal mate- 
rials, would be time well spent to those who are familiar with the materials entering 


into the manufacture of the finished product. 
OLIVER BROTHERS, Inc. 
New York-Pittsburgh. 





































































































Dec. Aug. Dec. June Dec. June Dec. June Dec. July Dec. | Item 
1923 1924 1924 1925 1925 1926 1926 1927 1927 1928 1928 MATERIAL No. 
3.15 2.80 2.80 2.80 2.80 2.80 2.90 2.90 2.80 2.80 2.80 SPN RAID OCOD eS SG oe a cs 5 cocks icsiiisis siees on ccincs waives 1 
4.00 3.90 3.75 4.00 4.00 4.25 4.25 3.81 3.81 4.61 4.61 reeks HOCH, SGuUere] Nit, 54 SHG: 6 in ok vec cccesseessncssece 2 
5.75 5.25 5.25 5.75 5.75 5.75 5.25 4.99 4.99 5:25 5.25 Reema NNMNUMT RO UN 6 one co aprore Vins 2 Ra Sco eialernare'e 64.4.0 8 sine icieraies 3 
8.75 8.10 8.10 8.75 8.75 8.75 8.10 7.70 7.70 0.70 0.70 Striking Hammers, Oregon pattern 6 Ib... ................0c cee 4 
6.20 5.71 5.71 6.10 6.10 6.10 6.00 5.70 5.70 5.70 5.70 REIS PP RRIES. «10: 5:00 sortie. dices) aid wie a'6.0,s(s/ee tones eee crmaee 2 
2.43 2.36 3.04 3.04 3.04 3.04 3.04 3.33 3.33 3.33 3.33 INI EM Og iin cao uke erpinis svtiei vais dse-viewave x se.c aes same s 6 
5.20 4.70 4.95 4.95 4.95 4.95 4.95 0.375 0.375 5.55 5.55 Hot pressed nuts, square, blank, 14 in... .........-...02 eee eee 7 
39.80 41.80 41.80 52.25 49.50 52.25 55.00 55.00 55.00 55.00 55.00 nron turniuckies, 1 in. with stub ends... .. 0.2.0.2. se cccc cece: 8 
1.05 0.75 0.68 0.75 0.75 0.75 0.75 0.75 0.75 0.78 0.78 SE OCC DONN, OUNON, WEE. 8s hc i cates ce sncseveeeewes 9 
5.10 4.59 4.36 4.10 4.10 4.32 4.10 4.32 4.32 4.32 4.32  |Small black rivets, 4 x 1%, in kegs.........00.. ccc cece eeees 10 
12.40 14.30 14.30 16.75 14.55 11.58 11.255 9.05 11.88 11.33 11.33 Upholsterers cut tacks, No. 4, blued, in bulk*................... 11 
77 0.8335 0.838 0.835 0.852 0.87 0.8819 0.8819 0.8754 0.919 0.675 0.645625 |Wood screws, flat head, iron (new list prices Jan. 3, 1928).......... 12 
9.16 9.16 9.16 8.47 8.47 8.47 8.47 8.47 8.28 8.28 8.28 |Shovels, SUNT UCN, PNGs Oy SENT POON coos cc kre ses ecnsae 13 
1.90 1.95 1.70 1.70 1.44 1.44 1.44 1.44 1.55 1.57 1.57 Ball tip, foose pin, steel butts, 314 x31%4.......... 0... cece eee eee 14 
7.20 7.20 7.20 7.20 7.20 7.20 7.20 7.20 7.20 7.20 7.20 WUPOURTIE DORMS DUCER, 2 WE. MATTOW Sooo. ice ccc cr eee eens rs 
9.00 7.50 7.50 7.50 7.50 7.50 7.50 6.75 6.00 4.86 4GG  ‘TNeeeh patterns Wrertcies, TOI ooo oo ieee cece ceees 16 
9.62 9.62 9.62 9.62 9.62 9.62 9.62 9.08 9.08 9.62 9.62 Monkey wrenches, knife handle, 10 in...........-.....6.-ee eee: 17 
1.75 1.89 1.89 1.89 1.89 1.89 1.89 1.89 1.89 1.89 1.89 MUNI MND ASE RM EMNOUIECE So ooo io Gin ac coi tse. ee vin aie #4 Cale e Keld'e icine wie 18 
0.97 0.97 ee 1.11 1.11 1.11 5 14 1.11 1.21 Liki Carbon twist drills, 4 in., round straight shank, Jobbers Lengths. 19 
5.35 5.35 5.35 5.34 5.34 5.34 5.34 5.35 5.35 5.35 5.35 Chisels, plain handle and edge, 1 in. socket firmer ............... 20 
4 0.19 0.195% 0.2134 0.1934 0.21 0.21 0.2034 0.20 0.214% 0.2134 0.2334 [Soldering coppers, 3 Ib. base ...............00 ec ce eee e eee eae 21 
11.50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 11.50 Post-hole diggers, Eureka pattern.............. 2c ee ee cee eeeecees 22 
48.00 48.00 48.00 48.00 43.00 48.00 48.00 48.00 48.00 48.00 48.00 MME CIOUOTO) TOO. 6050s ects ec cec ccc ctecrsccccsneeseveenee. 23 
8.62 8.62 8.62 8.62 8.62 8.62 8.62 8.62 8.62 8.62 8.62 Wire rope, cruc. cast steel, 6 strand, 19 wire, 5 in. diameter...... 24 
3.76 3.76 3.53 3.53 3.33 3.42 3.08 3.42 3.13 3.13 3.13 Poultry netting, 2-in. mesh, 19-gage wire, galvanized after woven. . 25 
1.95 1.95 1.80 1.80 1.70 1.65 1.50 1.50 1.65 1.65 1:72 Wire screen cloth, 12 mesh, black, less than carload ............. 26 
24.19 25.53 25.53 26.88 26.88 24.84 24.84 26.88 26.88 23.04 23.04 Galvanized water pails, 10 qt., light pattern, less than carload...... 27 
4.05 4.05 4.05 4.05 4.05 4.05 4.05 4.05 4.05 4.05 4.05 {Enameled cast iron sinks, flat rim, 18 x 30................-.05-. 28 
6.80 5.98 5.98 5.98 5.98 6.30 6.30 5.99 5.70 5.70 5.99 |Finished brass compression bibbs, standard pattern, for I. P. 54 in. . 29 
10.75 12.00 12.00 10.50 10.50 12.00 12.00 13.00 13.00 13.00 13.00 |Axes, unhandled, first quality standard grade, single bit, base...... 30 
13.90 13.21 13.21 13.21 13.21 12.20 12.20 13.00 13.00 12.20 12.20 Plain tin wash basins, 13 in., stampedt........................- 31 
7.691% 7.6914 7.6914 7.6914 7.694 | 7.69% 7.6914 7.6914 7.691% 7.6914 7.691% |Circular spring balances, 30 Ib. x 0z............0.0.000 eee eee 32 
7.00 6.40 6.40 6.40 6.40 6.40 6.40 6.40 6.40 6.00 6.00 Lawn mowers. 14 in.. ball-bearing, medium grade ................ | 33 
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Customers entering the Smith-Winchester Co. store are immediately impressed with this paint stock 


PAINT—OUR PROFIT LINE 


ri 


(yi 


Wide Variety of Uses for Decorative and Preservative Materials 
Open Way for Large Year to Year Purchases by Customers 


By C. J. WATTS 


General-Manager, Smith-Winchester Co., Jackson, Mich. 


store. 

Primarily, I believe, because it is more suscep- 
tible to salesmanship than our other lines of merchandise. 
There is.a more or less definite limit as to the amount 
of other hardware merchandise that you can sell to many 
customers. Here and there a man or a woman become 
extraordinary customers for tools, kitchen equipment or 
cutlery but in the main the sales of these articles per 
family are limited. 

With paint it is different. Its economic uses are un- 
disputed by sensible folk and there is almost no limit to 
the uses to which it can be put. It is used inside the 
house and on the equipment for the inside of the house. 
Paint and its accessories including polishes, cleaners, 
thinners, waxes, putty and the like, have a thousand 
uses for those people who merely like to keep things 
clean and well preserved and then this ability to use 
paint is multiplied many fold when the style element, as 
represented by color, enters. 

Outside the house paint and its accessories are used 
on the paving stones, trees, fences and all buildings, 
lawn furniture, tools and playthings, to say nothing of 
the annual demands of the car and garage. Now the 


) é OU ask why paint is the most profitable line in our 


basement and attics are coming into the list. Economic 
painting means a good volume of use but style is likely 
at any time to double that use. Our show windows are 
a great factor in promoting paint styles. Every new, 
brightly colored automobile that -comes into the com- 
munity is a promoting agency for our paint sales. The 
Save the Surface and Paint Up & Clean Up Campaigns 
are constantly enlarging our sales possibilities both as 
to style and variety of uses. 

Our part is to take advantage of this setting so that 
we may make the most of our opportunity. Briefly our 
five points of success are: 

. Selling of a known article. 

. Salesmen know their jobs. 

. Complete stocks. 

. Well arranged interior. 

. Window displays and advertising. 

These points, I believe, will bear repeating in more 
detail : 

1. SELLING A KNOWN ARTICLE: The paint 
we sell is well known and has been sold in this com- 
munity with satisfaction for fifteen years. We are 
able to tell our customers the story of the makers. That 
is a strong point. (Continued on page 204) 
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Sell Goop TOOLS on 
VALUE Basis 


tations of 25-cent hammers, 15-cent chisels, 60- 

cent saws and other cheaply priced hand tools. 
They must know that while such inferior merchandise 
may look like bargains it is the first-grade standard tool 
lines, properly priced 
that are actually better 
values. At the same 
time modern competition 
for the consumer’s tool 
money necessitates some 
study of cheap tool lines . 
and in most cases sug- 
gests that a skeleton line 
of cheap tools be avail- 
able at least for compar- 
ison purposes. In some 
localities the competitive 
grade must also be avail- 
able for actual sale to 
those who demand something lower in price than the 
best grade tools. Such details must necessarily be set- 
tled after a study of the peculiarities of the dealers’ 
trading area. Whether inferiui yrade tools are handy for 
comparison only or for comparison and sale the hard- 
ware merchant must forever sell the thought “not 
cheaper but better.’”” He must emphasize that his stand- 
ard quality tools are properly priced and will render 
genuine and satisfactory service. He must think and 
talk in terms of values. 


Hy rations oF 2 merchants know very well the limi- 





Library of books pertaining to use of tools maintained for tool 
customers by Warner Hardware Co., Minneapolis, Minn. 


Store engineers tell us that dealers remodeling their 
stores are easily sold on most modern ideas but that 
when the tool department is under the process of re- 
vamping many dealers cling steadfast to the plan of wall 
cases only with glass doors. They seem to wish the dust 
and dirt protection for 
their tools and often for 
the moment realize that 
the chief function of the 
new display equipment 
is to display for sales 
not for perfect mainte- 
nance. Behind this de- 
sire to protect tools with 
glass partitions is, of 
course, generations of 
traditional love for fine 
tools, a respect for fine 
tools and the intention 
of making all others 
show an equal respect for the toois. 

Dealers who have eliminated the glass front on tool 
cases agree that sales are increased. It is more difficult 
to keep the stock clean without the glass but the added 
profits will more than offset the extra work involved. 

It is generally recognized that the present and im- 
mediate future market for hand tools is largely among 
amateur users. This includes the handy man who makes 
and repairs his home equipment, the motorist and also 
the many thousands of manual training students who 





Ernest G. Coan made this diplay for E. M. Cope Commercial Co., of Redlands, Cal. 


suggestions into the window, is novel and attracted considerable attention. 


It brings a catalog of timely selling 
Records indicate that it sold merchandise shown. 
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Tuttle Bros., of Westfield, N. J., usually have one of the windows devoted to a practical tool display. 
catalogs and books and plans telling amateurs how to make and repair things about the home. 





Note manufacturers’ 
Harry Imler, the manager, 


cultivates the manual training students 


are being taught how to make things with tools. 

The handy man and motorist must be attracted to 
your tool department. Good window displays, impelling 
advertising and attractive interior displays will help. 
Tools must be shown with value-creating price cards. 
These two customers usually make a hobby out of their 
handy work and, like the golf bug, will always seek 
better and new tools to complete their kits. As their 
interest increases and their talents improve they will of 
their own accord insist upon good tools, in most cases. 
Those who waver between good tools and cheap tools 
must be gently but thoroughly sold on quality equip- 
ment. The comparison system is a mighty good one. 
Let the amateur mechanic try the hang of a good 
saw and then let him wobble a cheap grade. He can’t 
help but favor the better quality and most of the time 
will purchase the good tool. The difference between 
good and cheap is so marked in tool lines that the dealer 
should concentrate on selling from a value standpoint 
and use both grades-for comparison whenever such a 
plan is practical. Many dealers display the bulk of 
their quality tools in wall cases with a few of their small 
items on nearby open 
tables. 
practical they have 
open tables showing 
a skeleton line of the 
cheap or price grade 
tools. This proximity 
simplifies the compar- 
ison plan. 

Often the display 
of the price goods 
starts the prospect 
thinking about tools. 
He has a mental pic- 
ture of tools he would 
like to own. Decides 
that the cheap tools 
are pretty goods at 
the price, and makes 
inquiry. Ifthe dealer 


or his salesman is a thorough merchandiser this type of 
prospect is easily sold the better goods. 

The manual training student should be cultivated in 
a very direct manner. Most school authorities purchase 
standard high-grade tools for the use of carpentry 
classes. It is the dealer’s civic as well as commercial 
duty to investigate and see that this is the case. 

An occasional window display featuring handiwork 
of local manual training students will identify your in- 
terest in this group. Such a display will attract all boys 
attending such classes and will encourage them toward 
better work. 

Tool manufacturers will supply you with working 


plans for making simple pieces of furniture, etc. They 
also have handbooks for amateur tool users. A library 


of such books should be available for local enthusiasts 
and the books should also be available for sale or free 
distribution. Plansy handbooks, pieces of local handi- 
work and the actual tools used will make attractive and 
practical window displays, but don’t forget the value- 
creating price cards. 


This window will sell<all tool users on the simplicity of making useful furniture with good tools. 
As close as< Kelley-Diluth Co., Duluth, Minn., used this to show what seventh grade school pupils had done. 


ot ten 
WA SEIS Pay some 
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Don’t Trade Down—in Tools 


By JOHN C. ARMSTRONG 


Epitor’s Note:—Mr. Armstrong is a prominent adver- 
tising man and a close student of hardware merchandis- 
ing. He is a firm believer in the successful future of 
the independent hardware dealer who fulfills his com- 
munity obligation. This story, he tells is a true one and 
is based on the actual experiences of a friendly neighbor. 
Only the neighbor’s name and address have been changed. 


ticed in the hardware business, probably is of little 

interest to Charles D. Beckman of Bala, Pa. As 
an amateur mechanic he is, however, fairly representa- 
tive of that class described as “Best Tool Buyers,” in 
HarpwakreE AcE for Aug. 2, 1928. 

The other morning, on the way to the 8:10, I met 
neighbor Beckman. “Will you listen?” was his greeting. 
“Will you listen, you advertising man, while I talk?” I 
gathered that something was wrong; and that the adver- 
tising fraternity, somehow to blame, was due for a jolt. 
I was only partly right. 

“For a long time,” my neighbor explained, “I had 
been reading, in magazines, the advertising of a certain 
brand of tools. The manufacturer invited the reader to 
write for book showing the full line of these tools. That, 
finally, was what I did. 

“You see, I like good tools; like ’em enough even to 
spend time reading about them. My own kit is reason- 
ably complete; but from time to time I give myself a 
‘treat’ by way of another good tool. 

“So, I got this manufacturer’s catalog. I thumbed 
through it and picked out the next tool I would buy. It 
was a ratchet hand drill. From picture and description, 
a fine tool and mighty handy. I made a mental note of 
the catalog number of that drill, and the first chance I 
had I asked for it at a hardware store. 


"T tice inet UP, or trading down, as it may be prac- 


“Yes, the dealer had it. It was on the counter the 
next moment—the very drill I wanted! Reaching for 
it, I asked: ‘How much?’ Now, get this! This is what 
the dealer said: ‘That drill you have in your hand will 
cost you $4.35; but I have a drill up there I can sell you 
for $1.50’ (indicating with a wave of his hand the top 
shelf). 

“Then, noting my hesitation, the dealer turned for 
moral support to a mechanic at the counter: ‘That drill 
for $1.50 is a dandy, isn’t it, Joe?’ the dealer asked. Joe 
was not born a diplomat. He was constitutionally honest. 
Joe answered: ‘Well, I don’t know about that; down at 
Blank’s chain store I can get a drill for a dollar that 
answers the purpose as well.’ At that point I took Joe 
in hand. Showing him the first drill, I asked: ‘Do you 
use these tools?’ Joe replied, like a flash: ‘You bet 
I do!’” 

Allowing an interval, to let it all sink in, my friend 
continued: “You can imagine my state of mind! The 
drill I had intended to buy still in my hand . . . that 
other drill, from the top shelf . . and yet another 
drill, down at the chain store! And the prices buzzing 
all around! $4.35 . . . $1.50. . . $1.00... What 
was it all about? I said to the hardware man: ‘Thank 
you, but I am just looking, not buying, today.’ ” 

The story is important, because true. It is more than 
important, because it illustrates the folly of the belief 
that trading down is the way to meet chain store com- 
petition. The retailer cannot fight the chains with their 
own weapons. 

Neighbor Beckman later got his hand drill, the one 
“sold” to him by the manufacturer’s advertising. He 


bought it in a hardware store that does not “trade down” 


. . from a hardware dealer who backs the manufac- 
turer’s advertising with his own recommendation! 





HE Lind Hardware Company, 

5211 N. Clark Street, Chicago, 

offers a good example of what 
may be accomplished by taking ad- 
vantage of the existing demand. 
During 1928 this firm sold thirty elec- 
tric portable saws shown in the illus- 
tration of their window display. 
They ranged in price from $60 to 
$160, so it is obvious that the gross 
profit on the one type of tool alone 
represented a neat total. Blades 
sold for replacement also provided an 
additional profit. 

According to Carl Lind: “It’s just 
as easy to sell a good portable elec- 
tric tool over the counter as it is to 
sell a hand tool, and power tools are 
very profitable. You can sell them 
over the counter as easily as you can 
sell them by a demonstration on a 
building construction job. The satis- 
factory performance of the tools has 
resulted in many additional sales.” 
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The Hardware Dealer Who Sells Sport Will Sell Sport Goods 


(Continued from page 131) 


other previous year. The only type of equipment Mr. Ben- 
son uses is a speed boat, nicknamed “The Berries” after 
the store, and this is painted in big white letters on the 
side. He makes trips around the various lakes with it and 
visits the camps, hotel and bungalows, leaving manufac- 
turers’ circulars and cards with prospects, inviting them 
down to the store. We try to get them down here because 
this enables us to sell them electrical appliances, hardware 
camping outfits, as well as sporting goods; but, of course, 
Mr. Benson is glad to take orders direct if people prefer 
to buy that way. 

Our outside man is a sportsman and knows how to ad- 
vise tenderfeet who have hit the hills from city apartment 
houses. When they ask him for advice about anything con- 
nected with outdoor life, he can usually give it, and this 
makes friends and customers. Last year Mr. Benson super- 
vised three outboard motor boat races for the real estate 
developers up at Lake Mohawk. Now these land operators 
recommend this store to everyone up there, and there are 
plenty of new people coming up around these parts every 
summer. 

We also send a batch of manufacturers’ circulars to the 
hotels and small outdoor stands. These are left on the desk 
for guests to look over. Last year we sent some out to 
one hotel, and the next day five girls came down and 
each bought a bathing suit. One of the young ladies had 
a circular in her hand. We sell a great deal of sporting 
equipment through circulars in hotels. 

In addition to selling sport, the hardware dealer should 
encourage sport to help the sale of sporting goods. We do 
that. 

At the end of each season we take the winners of the 
Lake Hopatcong outboard motor-boat races to the national 
races in Washington, and we drive down in one of our 
trucks with big banners on the side reading “Lake Hopat- 
cong, N. J., winners enroute to Washington, D. C.” This 
sort of stuff helps to keep our name before the public as 
sporting goods merchants, and, of course, many of these 
features get into the news columns of the local papers, and 
this free publicity helps. The news-reel men have also 
photographed our speed boat in action on the lake, as well 
as skate sailers using our equipment. 

About 75 per cent of the professional skate sailers in the 
United States slide over Lake Hopatcong’s ice, and we 
have agreed to act as the headquarters for the Skate Sail- 
ing Association of America. We take many long distance 
phone calls every season concerning the condition of the ice 
and other information. This brings these skate sailers— 
both professional and amateur—into our store, and they 
buy clothing, gloves, skates and other equipment. You will 
often find more than twenty-five pairs of skis stacked up 
in this store. They belong to ski jumpers who leave them 
here while they go to the movies, or jump to another city 
for a few hours. They come back later, pick up their skis 
and go out on the hills again. Not long ago we got an 
order for two skate sails costing about $40 each from a 
fellow out in Michigan. He wrote to one of the big pro- 
fessionals, and he recommended us. This shows that it 
pays to sell sport, encourage sport and cooperate with 
sportsmen of all kinds. In my opinion, sportsmen are the 
best type of customers you can get. They are usually 
clean-cut. 

If there are any “big shots” at the lake we try to interest 
them in our equipment, because this is a strong sales factor 
with other prospects. Rex Beach, the famous novelist, is a 
friend of Mr. Sedgman and had gone hunting with him. He 
used to live at Lake Hopatcong and bought equipment from 





us, and whenever we wanted any mounted heads to add to our 
own in trimming windows we went up to Rex Beach’s camp 
and got them. Last summer Bernt Balchen, the aviator who 
flew across the Atlantic with Commander Byrd, was up at 
Lake Mohawk, and Mr. Benson, our outside man, took him 
around the lake for the afternoon in our speed-boat, “The 
Berries.” There was a gala crowd at the lake because a new 
aerial beacon had just been turned on by Balchen, so he 
naturally attracted considerable attention, and it kept our 
name in the limelight also. 

Whenever there is a boat parade on the lakes we make up 
a float. Last year we constructed a big fish over an 18-ft. 
canoe and put three men inside paddling. We also rigged up 
a suction pump under the frame work and had the fish spout- 
ing a stream of water 15 ft. long, which got a big laugh every 
time he let fly. A sign on the fish read “Berry’s Tackle.” 

We also believe in encouraging sport by giving cups. For 
the past two years we have given a cup to the local tennis 
champion, and this has helped us sell many a tennis racquet. 
We also hold bicycle races for the schoolboys and give junior 
and senior prizes. In all of these cases we take down the 
names of participants for the purpose of getting mailing 
lists. On all sales of rifles, guns, revolvers, canoes, skate sails 
and outboard motors, we also take down names and addresses 
and the numbers on such equipment. This is advisable, par- 
ticularly with guns. Not long ago a man had his two guns 
stolen. He bought them from us, got the numbers of them 
and recovered his property, which made him a friend for 
life. 

We sell one or two carloads of canoes every year and 
have about one dozen different types of speed-boats and fam- 
ily boats in the warehouse. The outboard motor-boats at the 
lake make many sales for us, and we have to carry a good 
stock on hand, because when people want boats they want 
them while the fever is on; therefore, the dealer cannot de- 
pend on factory shipments. 

Another good sales outlet for sporting goods are sum- 
mer carnivals. When the firemen, ladies’ aid societies or 
yacht clubs hold carnivals, we always equip a booth with 
sporting goods and let them sell it for us. This works out 
very profitably, and this year we think we will send a rep- 
resentative up to get acquainted with the people and ad- 
vise them, if necessary; how to get the best results with 
vise them, if ne¢essary, how to get the best results with our 
sporting goods line. The county agents of the Y. M. C. A. 
and Boy Scouts offer another field for sales. We procure 
lists of such organizations from these county agents and 
then circularize them. Direct mail helps to sell sporting 
goods as well as direct selling. We send the manufactur- 
ers our hunting and fishing license lists and get excellent 
results from their mailings. 

The seller of sporting goods should help in the organiza- 
tion of gun clubs, basket-ball teams and take an interest in 
everything that pertains to sport, because the more jnterest 
he can help to arouse in such activities, the more sporting 
goods he will sell. This is obvious. We helped to organize 
the North Morris Gun Club, and after it got going we 
found that shells, clay birds, traps and guns were selling 
better, and similar ventures that we helped to organize 
worked out as well. 

Our window displays also help to sell sport because we 
reserve one window for this merchandise all year round. 
Sometimes we run a woodland scene in one of the win- 
dows, and then we usually use the other for a display of 
guns or other sporting goods, as shown in the exterior pic- 
ture of our store. We do this because it sells more of this 

(Continued on page 213) 
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CHAPTER II. 


The Thick and Thin Roman 
Alphabet, H to M 


By JOSEPH BERTRAM JOWITT 


HIS thick and thin roman alphabet and numerals 
are particularly recommended for hardware show 
cards and window price tickets on account of the 
simplicity and legible appearance. The numerals are 
especially suited for auto accessories and heavy hardware. 
The beginner will make much better progress by first 
drawing out the letters and numerals with a pencil and 
then retracing over the pencil lines with a number 6 
Red Sable brush. 


The readers’ attention is directed to plates 1, 2 and 3, 
illustrating the first step in lay-out or pencil design, 
this should be done very lightly and is called a “scratch 
sketch” which is easy to erase with a piece of art gum. 

Card number 2, iliustrates the next step, that of retrac- 
ing over the light pencil lines with a number 6 brush 
which has been worked to a point after dipping in the 
ink, this is the process of actually forming the letters. 

Card number 3, illustrates the final process that of 

filling-in the outlined letters 












CEnTer 





AUTO 
JACKS | J 


235 |; 











3 and completing the show 
card. 


The first and most impor- 
U tant step is the design of 


show card or the layout of 


the lettering, this should be- 
gin by drawing a light pencil 
line through the center of 
card. The word AUTO has 
four letters, this can be 
divided equally by two letters 
on either side of the center 
line. The word JACKS 
having five letters the letter 
“C” of course would come di- 
rectly over the center line. 

The process of filling-in of 
each letter should be done 
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with care until 
the beginner is 
sure that the 
brush. strokes 
will not go out- 
side of the out- 
line. The rule 
is to select a 
brush that when 
flattened o ut 
with the ink on 
it, will draw a 
stroke the width of the thin outline of each letter. As 
the thick part of each letter is twice the width of the 
thinner part it should take just two single strokes side 
by side to fill in. 





Gray Borders 


. 


The gray color border line around each card was 
done in the following manner: First hold the card in the 
left hand, then hold the brush between thumb and first 
finger of the right hand, handle pointing directly toward 
you, next place the tip of the middle finger on the edge 
of card at top and when the hand is drawn along it is 
sure to make a perfect and even border, this may seem 
a litle awkward at first but,the knack will soon come with 
a little practice. 

It is a good idea to change the color scheme of show 
cards at least once a month, if possible they should 
blend or harmonize with the show window background. 
In winter a yellow show card of golden rod tint looks 
well if lettered in black with a white border. Black 
cards with orange lettering are also very attractive for 
winter. For early spring light or dark purple cards 
with white lettering. For fall, brown cards with cream 
color lettering. 





As cardboard is expensive just to practice on, the 
writer offers the following suggestion which is much 


better. First collect some old newspapers. The classi- 
fied ad pages are the best because these are generally free 
from heavy face type or pictures and if you turn the 
paper sideways the upright column ruled lines will then 
act as your horizontal guide lines. You can either make 
your numerals the height of one, two or three columns. 
It is best to stick to the width of one column line, as 
small numbers are more easily made. They do not re- 
quire such a long sweep of the brush as do the larger 
numerals: First procure a soft lead pencil, which will 
show up plainly on the newspaper. Proceed to make a 
faint outline in pencil of the numerals according to 
copy, do not make them from 0 to 9 in sequence, but in 
groups of two and three, this method not only employs 
all the numerals but teaches space allotment and corre- 
sponding proportions. 

The next step is to follow over the pencil outlines with 
a number six or eight Red Sable show card brush, being 
careful to make each stroke in strict accordance to the 
arrow instructions and in rotation according to the little 
numbers at the head of each arrow. The outlining 
process is accomplished with the tip end of brush with 
the handle almost upright, the thumb and first two 
fingers placed well down on brush handle touching the 
metal ferrule. 

The zero is made in four strokes, beginning at the 
top guide line center, and stopping at the bottom guide 
line center, “L’’ means left stroke, and “R” means right 
stroke. 

After the outlining process is completed a larger size 
brush should be used for filling-in the center of letters. 
After the letters are filled in if any of the strokes appear 
crooked or out of propertion it is an easy matter to cor- 
rect this defect by a touch of the brush here-and-there. 





NOW READY 


road to successful show card writing. 


239 W. 39th Street, New York City. 


Mr. Jowitt’s book “Show Card Writ- ° 
ing for Beginners” a thorough course 
of twenty-five lessons designed to give anyone a good start on the 
Price $1.00 postpaid. 

Send your order to Reader Service Department, HARDWARE AGE, 
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Selling Housefurnishings in a Hardware Store 


By MILDRED W. KRIETE 


In Charge of Housefurnishings, A. Libretts, Inc., New Rochelle, N. Y. 


HERE is no position, in my estimation, quite as 

interesting as one in a hardware store where nu- 

merous household articles, both useful and orna- 
mental, are sold. One meets many different types of 
people, both men and women. I like the satisfaction of 
pleased customers who are determined to call again, if 
only to look around. The stock and its care, together 
with the cooperation of those employed, is very fasci- 
nating. 

Of the various factors of importance in selling, I be- 
lieve it very necessary to have customers leave the store 
completely satisfied, not only with their purchases, but 
also with the courtesy of the salesperson. Men do not 
come into a hardware store for hardware alone, but also 
to buy housefurnishings. It may be a vegetable bin 
for the wife that draws the man into the store. Now, 
the store at which he frequently visits carries a com- 
plete line of housefurnishings, his wife not only gets 
the bin, but also many other items for the home which 
she has longed to possess. 

Many times customers will come to the store with 
determined ideas of merchandise not obtainable at that 
time. Their desires can not be changed to something 
else which will answer the same purpose. Here is the 
opportunity for the salesperson to go out of the way 





to get the sale by making note of the desired merchan- 
dise and trying earnestly to get it for the customer. 

When the customer receives the merchandise, he is 
more than pleased for he knows you did your best and 
that he can rely on you in the future. 

Of the many customers that come into the store to 
look around, some have no idea of purchasing, while 
others are open to suggestions, such as a relish or a 
bonbon dish, snuffer, tea tiles, colored cream pitchers, 
cannisters, kitchenware, etc. In addition to suggestine 
such items to prospective customers, be sure to add that 
would make splendid, attractive and useful gifts. While 
there may be no immediate need of these items, when 
they are desired the person who was approached will 
know just where to go to get these gift items. They 
may have friends who are contemplating purchasing 
some of this giftware. Conversation between the two 
will doubtless bring out the fact that the items in mind 
can be found at a certain hardware store—so another 
prospettive customer is made. 

To have an attractive housefurnishing department, 
all items must be dusted at least once a week. The 
goods should be rearranged frequently, kept neat and 
shining like a new dollar. Stock must be carefully 
watched so that no items will be out of stock. 
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I believe manufacturers’ circulars are very beneficial 
to read and discuss, both with customers and other em- 


ployees in the store. New ideas can be obtained from 

these circulars and instructive information pertaining to 

the manufacturing processes of the goods. 
To be a good salesperson, you should show enthusiasm, 


TWO 
Typical 
House- 
Furnish- 
ings 
Depart- 
ments 


On the _ opposite 
page is shown the 
house furnishings 
department in the 
James & Walker, 
Inc., store at Ja- 
maica, L. I. A 
similar department, 
shown on this page, 
is of the Nicholas 
Hardware Co., Oak 
Park, IIl. 


have absolute confidence in the merchandise you sell and 
believe its price to be fair and just. 

The cooperation of all employees is essential for the 
success of the store. The spirit of cooperation not only 
brightens the store’s atmosphere, but makes the day’s 
work easier and more profitable. 





The Essentials of Branch Store Operation 


(Continued from page 123) 


whether it provides for your paying any additional in- 
surance on the entire building, due to the presence of 
your stock. They work the opposite way if you are 
adjacent to some fire risk. 

Hardware fixtures are an important subject to any- 
one contemplating opening a new store. While not 
guaranteeing your success, modern fixtures will go fur- 
ther today than any other single medium in insuring 
success. They are the hardware man’s answer to the 
national chain store display methods and his greatest 
source of economy in time and labor. 

Store planning today has passed the experimental 
stage and approaches a science that is understood by 
few retail hardware merchants. When considering a 
new branch it would be well to let one of the regular 
store fixture concerns, of which there are several very 
capable ones in the hardware field, lay out your store. 
They make no charge for services and being in con- 
stant touch with the latesf display methods, can often 
greatly increase your future business by some modern 
display method. Another service they have is that of 
furnishing men who set up and sample stores. Often 


fine stores are ruined by poor and careless sampling of 
fixtures. One other point in favor of manufactured 
fixtures, is the fact that in case of losing your lease, 
no loss is involved in moving, as such fixtures being 
sectional are easily moved to another location. 

Signs reflect the type and character of an enterprise 
better than any other medium. They can express dig- 
nity, character, cheapness or any other phase of a store’s 
activities. People soon tire of freakish and gaudy 
colored ones. Where hanging signs are used, many 
towns require permits before hanging them and the 
owner has to assume all damages in case they fall and 
injure some passerby. 

Lastly, in our consideration of branch stores, we take 
up advertising. Net set method of advertising is effec- 
tive in all localities. What would be a success in one 
town would fall flat in another a few miles away. For 
a new store, the basic idea is to get the people in your 
store. .No matter how fine a store and capable a sales- 
force you have, unless the people get into the store they 
will never know the advantages of dealing with you. 
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The Daily windows are never allowed to become neglected. Displays are always fresh 





EDWARD F. DAILY 


an entirely different proposition than managing a 

large, established business. This fact I know to 
be true, for at one time I was the executive head of a 
hardware concern having a $300,000 yearly sales volume 
and now I am the owner of a neighborhood hardware 
store. 

To my mind, the owner of a community hardware store 
must be an optimist, a financier, a porter, window trim- 
mer, sign and advertising expert, purchasing agent, 
chauffeur, stock clerk and salesman; in fact, a complete 
organization in himself. He must also be his most severe 
critic. 

The dealer must be an optimist, for with limited re- 
sources every shot taken must hit the target. A perfect 
score is not to be expected, but optimism and courage to 
keep trying to improve after each failure are very neces- 
sary. He must be an analyst in order to determine the 
reason for failure; also to lay plans to correct the fail- 
ures. In every business, no matter how large or small, 
financing plays an important part. Without past records 
as a guide to what may be anticipated your financing 


§ ppny a community retail hardware store is 


and inviting. 


The COMMUNITY 
ETAIL HARDWARE 





This spells increased sales 


STORE 


By EDWARD F. DAILY 


Secty., E. F. Daily, Inc., Brooklyn, N. Y. 


and President, 


Brooklyn Hardware Assn. 


must be very conservative. There are not only certain 
constant items such as rent, telephone, light, etc., which 
must be met, but merchandise accounts must be liqui- 
dated on a satisfactory basis if a credit standing is to be 
established. 

It is vitally necessary to keep accurate records of the 
progress of your business. Budgeting expenses and 
abiding by the budget will be very helpful in small store 
financing. Another thing I think sometimes troubles 
merchants is to decide which line to push. His decision 
may make or break a store. Remember that the wo- 
men are spending most of every dollar and it is up to the 
dealer to get his share. The dealer must be a bottomless 
well of ideas: some old ones, some new ones, but regard- 
less of the age of the ideas keep the public interested in 
the store by shooting at them constantly from different 
angles. 

Cleanliness and store arrangement are more emphat- 
ically brought to the attention of the neighborhood mer- 
chant than they are to the head of a large organization. 
The merchant is in the store continually and can more 
readily tell if his plans are meeting with success and 
approval. 
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The merchant of today 
who does not advertise 
cannot expect to progress. 
I believe that the advertis- 
ing staff of the local paper 
will always be glad to help 
in copy and arrangement. 
It is also a good plan to 
become acquainted with a 
local job printer who will 
help and advise in the 
preparation of any circu- 
lars or direct mail adver- 
tising. Last year we sent 
out five mail pieces in ad- 
dition to local newspaper 
advertising. The results 
were so gratifying that 
we are concentrating our 
advertising appropriation 
this year and plan to send 
out selling _literature 
throughout practically ev- 
ery month of the year. 
Our mailing list was se- 
cured from old order 
books, delivery slips and 
similar sources. One 
temptation for the small 
dealer is to get too many 
jobs started at one time. The most workable plan is to 
see one job through before starting another. If you are 
changing a windéw when new merchandise arrives, don’t 
leave the window half arranged to unpack the goods. 
Put them in the back room. If you will finish the win- 
dow, you will receive the benefit of the display while 
you are unpacking the goods. 

Association activities and trade papers supply the com- 
munity hardware store owner with practical and _ profit- 








The help obtained from these sources cannot 
Get acquainted with your fellow 
The discussion 
I have 


able ideas. 
be overestimated. 
hardware man in your local association. 
of mutual problems will be mutually beneficial. 
also found it best to take a jobber into confidence. He 
realizes that any success coming to his retail customers 
reflects on his own success and is usually anxious to 
help whenever possible. 

The merchant must keep 


“everlastingly at it’ to see 
that his “organization 
within himself” functions 
smoothly in every depart- 
ment. It’s a big order, 
but can and must be filled 


for success. 


The importance of 
-the greatest possible 
amount of merchan- 
dise on display is 
recognized and 
acted upon in the 
Daily store. Neatly 
sampled wall panels 
and well filled dis- 
play tables make 
the customer in- 
terested. A _ very 
efficient paint de- 
partment occupies 
the rear of the store 
and may be seen in 
the photo to the 
right. 
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JAMES B. CARSON 


Secretary-Treasurer 


R. M. FRYE 
Retiring President 


A. G. SHANNON 
Second Vice President 


H. B. CLOWERS 


New President 


West Virginia Convenes in Fairmont 
January 22, 23 and 24 


members of the West Virginia 

Hardware Association gathered 
in Fairmont on Jan. 22, 23 and 24 for 
the twenty-third annual convention of 
the organization. The Fairmont Hotel 
was the headquarters for hardware men 
from all parts of the State. There were 
also a large number of representatives 
of manufacturing and jobbing houses 
present at the sessions. An excellent 
assortment of hardware merchandise 
was on display in the National Guard 
Armory. This exhibit was acclaimed to 
be the largest and most successful in 
the history of the association. 

The opening session was called to 
order on Monday morning by Presi- 
dent R. M. Frye of Keyser, who in his 
opening remarks said, “We must 
change from individually conducted 
stores to a retail hardware business 
as a whole. A business that not only 
is cooperative in theory but that puts 
into practice good sound business 
sense, which does away with waste. 
“Twenty years ago my father stood be- 
fore you as presiding officer. While 
this does not seem to be a very long 
time, many changes have taken place, 
especially in means of transportation. 
Through the year now, members of the 
association have opportunity to visit 
other stores and get valuable ideas on 
stock arrangement, display and popular 
merchandise. The present method of 
selling hardware demands a better man 
in the retail business than was the 
dealer twenty years ago. 


A iombers of the two hundred 





“Someone has said that business is 
the game of life,” said President Frye. 
“If this be true, let’s play to win. As 
retail hardware dealers, let’s be leaders 
and start right now to put into prac- 
tice some of the ideas and suggestions 
learned at this convention.” James B. 
Carson of Dayton, Ohio, secretary- 
treasurer of the association, in his an- 
nual report, said in part as follows: 

“Merchandising is not changing, it 
has changed. We hear and read a lot 
about chain stores, but we must think 
and talk more about “Changed Stores.” 
It is this that has brought us to Fair- 
mont to spend three days in discussion 
about how to make a profit out of our 
business and we should enter into this 
discussion just as if we were a board 
of directors of a corporation in their 
annual meeting, discussing the size of 
the dividend they were going to de- 
clare. 

“We are particularly fortunate be- 
cause we have in our National head- 
quarters, funds of information collected 
for us and on which we can draw 
at any time we need it and this has 
been a great help in making up our 
convention program. We bring to our 
members the conclusions reached at 
the Boston Congress, by members 
from every State association, made up 
from the best minds associated with 
the retail hardware business. It is 
from this fund of information that the 
hope of success in the retail hardware 
business must come. To those mem- 
bers who are availing themselves of 





the help that comes from our research 
department, who have installed better 
accounting and eliminated waste, who 
have changed the appearance of both 
themselves and their stores so that cus- 
tomers feel there is always a welcome 
for them, there need be no fear of the 
future. 

“I want to urge our members to take 
greater interest in their association, to 
make their membership worth some- 
thing, not only to themselves but to 
the other members. If we do this, our 
organization will grow in usefulness; 
it will become a power for good in all 
the problems we have to solve.”- 

“Buying for Profit” was the theme 
for the opening session and was taken 
up immediately after Secretary 
Carson’s report was read and approved. 

H. B. Clowers, Oak Hill, started the 
discussion with a brief talk on “Mer- 
chandise Selection.” “Competitive Of- 
ferings” was discussed by George Park, 
Follansbee. H. B. Kane, Weston spoke 
on “Buying Concentration,” “Team 
Worth with Suppliers” was the theme 
of the talk by Walter Wilson of Clarks- 
burg and C. M. Love, Huntington con- 
cluded with a few remarks on “Mer- 
chandise Movement.” Many of the 
principal points brought out in the dis- 
cussion to be emphasized by the dealers 
in their stores were reviewed by Rivers 
Peterson, Editor of Hardware Retailer, 
Indianapolis, Ind. 

Following Mr. Peterson’s talk the 
convention adjourned for the day in 

(Continued on page 208) 
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TEXAS Studies Its Own 
HENRY BROWN 


The 3lst Annual Convention of the 
Texas Hardware & Implement Asso- 
ciation was largely a “members” con- 


vention. There were several speakers 
of national prominence, including 
Arthur C. Lamson, president of 


N. R. H. A.; E. B. Gallaher, Editor, 
Clover Business Service; Llew S. 
Soule, Editor of HarpWArE AGE, and 
A. A. Doerr, vice president, National 
Federation of Implement Dealers As- 
sociation. The bulk of the program, 
however, was contributed by the mem- 
bership. 

Secretary Dan Scoates, College Sta- 








F, X. SCHAD 


Retiring President 











tion, had requested a number of mem- 
bers to “shop” their chain competitors 
and tell their experiences. He had also 
appointed members to tell of new lines 
taken in and the results achieved. This 
part of the program was particularly 
interesting. 

The first session opened on Tuesday, 
January: 22, with President F. X. 
Schad presiding. The general theme 
was “Tex Henry Brown, Hardware 
Dealer,” and the opening session theme 
was “Buying for Profit.” It started 
with President Schad’s address, “Tex 
Henry Brown and His Job.” In part 
Mr. Schad said: 

“If Tex Henry Brown is to enlarge 
his stock along lines of natural expan- 
sion, he must plan to appeal to women, 
for women buy many if not most of 
the articles included in the more varied 








stocks. Through arrangement and ap- 
pearance, as well as in its goods, the 
store must be given a feminine appeal. 

“One of the best ways to introduce 
and maintain this new note is through 
the employment of women clerks, the 
assignment to them of certain responsi- 
bilities and the proper consideration 
for and action upon their suggestions 
and advice. 








S. L. RANDLETT 
New President 











“Brown must abandon his practice 
of doing everything himself. Each indi- 
vidual of his store-force should be as- 
signed specific duties and of giving 
authority to perform these duties and 
assuming for them complete responsi- 
bility. 

“Particular attention should be given 
by Brown to his show windows. They 
are an index of the interior condition 
of his store and are the most valuable 
space he has provided if it is properly 
used. They should be of proper dimen- 
sions and correctly lighted. The dis- 
play in the show window should be set 
up in a catchy, attractive and appeal- 
ing manner. They should be sugges- 
tive and should have a tendency to 
create a desire on the part of the looker 
for the goods displayed. 

“Finally Brown should train himself 
to be receptive of new ideas from 
whatever source, and to adopt and 
apply them in the promotion of his own 
interest. He must substitute aggres- 
siveness for passiveness, alertness for 





| 





indifterence, effective action for inef- 
fective complaining.” 

President Schad was followed by J. 
I). Martin of Bryan, who talked on 
“Price Merchandise I Have Sold Dur- 
ing the Year.” Mr. Martin had a dis- 
play of articles furnished by Texas job- 
bers to meet competition, and told how 
he had used them successfully during 
the year. At the close of his talk the 
members gave him a hearty vote of 
thanks for his services to the associa- 
tion. 

H. A. Black, Galveston, followed 
Mr. Martin, and told what the jobbers 








DAN SCOATES 


Secretary-Treasurer 











were doing to assist the dealer in get- 
ting better prices. He explained how 
the jobbers had formed a voluntary 
committee to study the matter of prices. 
From its study they selected 12 compe- 
titive items on which they had put 
dealers in position to meet any competi- 
tion. This number, said the speaker, 
would be rapidly expanded into many 
more, and he urged the dealers to co- 
operate in making the plan successful. 

The final speaker of the session was 
Arthur C. Lamson, National President, 
who talked on “Buying for Profit.” In 
his address, Mr. Lamson said in part: 
“This type of buying involves four fun- 
damentals that are in themselves very 
simple. They are buying the right 
merchandise, in the right quantities, at 
the right time and at the right price. 

(Continued on page 209) 
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JACK CLARK 


Retiring President 


VEACH C. REDD 


New President 


J. M. STONE 


Secretary-Treasurer 





J. M. WILLIAMS 
Second Vice-President 


Kentucky Dealers Meet in Louisville 
for Twenty-Ninth Annual Convention 


ISCUSSIONS which covered all 

subjects of interest to retail hard- | 
ware dealers from the time they ente” | 
the business until they retire, marked 
the 1929 convention of the Kentucky | 
Hardware and Implement Association, 
held at the Seelbach Hotel, Louisville, | 
on Jan. 22, 23, 24 and 25. This was 
the twenty-ninth annual assembly of 
the Kentucky dealers. A program ar- | 
ranged by Secretary J. M. Stone, who | 
has guided the destinies of the organ- 
ization for many years, was excellently | 
presented. 

It was called the “Henry Brown Pro- 
gram” and the problems of the average 
hardware dealer, Henry Brown, were | 
considered. 

The major theme, “Profit Program 
for Henry Brown, Hardware Retailer,” 
gave many members opportunity to pre- 
sent their views. 

J. W. Clark, Lexington, president of 
the association, called the meeting to 
order Tuesday morning, Jan. 22. Mr. 
Clark in his welcoming address said in 
part: 

“Everywhere we are impressed with | 
the many changes affecting our busi- 
ness. The retail hardware business is 
not alone affected. All business, whether 
distributing or manufacturing, trans- 
portation or baking, is passing through 
a rapid period of transition and those | 
engaged who fail to recognize these 
basic changes cannot hope to improve | 


their condition. 

“No longer can we remain just ‘deal- 
ers in hardware.’ That is not enough. 
We must be merchandisers, not for the | 
first week following the convention, but | 


| per cent of the tobacco was hauled to 


| J. M. Stone followed. Mr. Stone said 


for fifty-two weeks out of every year. | 

“Let me cite a few changes that come | 
to my mind. I live in Lexington, which, 
as you know, is a large loose tobacco 
center. Five years ago as much as 90 


market in wagons. I do not recall see- | 
ing one single wagon load of tobacco 
this season. It is being hauled by truck. | 

“Have you recently watched the con- | 
struction of a residence or any build- 
ing under construction? If you have, 
you have seen where hand tools have 
largely been replaced by having the 
finish work done at the mill and large 
part of the work on the job done by 
portable machinery not sold, by the aver- 
age hardware dealer. 

“If you have availed yourself of the 
work of your association, you have | 
found that it is doing a great work and 
is in a splendid position to help you. | 
But, if you are to have this help, you | 
must first make the effort to get it. 
Your association can help you but it 
cannot run your business. You see, 
it’s up to us to take full advantage of | 
their work and if we fail to do this | 
then it is no fault of the association.” | 

Convention singing and “three rous- 
ing cheers” followed the president’s | 
message. The secretary’s report by 


in part: 

“Believing that more work could be 
done by a systematic planning of my 
efforts, I scheduled the work nearly 
twelve months in advance, and am glad 
to report to you that more work has 
been done than in the same period of 
former years. Not only has more work 





been accomplished, but better results 
have been obtained. This leads us to 
believe that by conscientious and care- 
ful planning in advance by merchants 
will likewise bring to you better results. 

“As a result of advance planning I 
have been able to visit more stores in 
the State, talking to a greater number 
of merchants about the many problems 
confronting the trade, and assisting 
when requested in planning interior of 
stores, and arrangement of stock to a 
better advantage to secure more sales, 
which should produce more profit to 
the merchant. 

“I have visited 325 hardware stores 
since our last convention, traveling five 
thousand miles, have supplied dealers 


| with twenty-five display tables, and 


sixty sets of glass and hardware for 
tables, sales amounting to nearly $2,000. 
Attended one special opening day party. 
Sent out ten issues of Kentucky Kernel, 
written forty-five hundred personal let- 
ters and mailed out twelve thousand 
pieces of mail from the office. Freight 
bills for more than fifty dealers have 
been checked and a return of more than 
six hundred has been made. Five 
NRHA Customer Ledgers have been 
installed and good results have been 
obtained in the collection of accounts 
resulting from a consistent mailing of 
statements at the end of each month. 

“Summing up the activities of the 
year of 1928, we feel encouraged from 
the fact that more members are taking 
a greater interest in the service offered 
by the Association. 

On the subject of “Concentration of 
Buying and Discounting of Bills” Pres- 
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ident Clark said that the aggregate vol- 
ume might justify price concessions. 
He advocated the discounting of all 
bills for merchandise. 

“Adequate Margins” by J. R. Smith, 
Louisville, and W. H. Lockridge, May- 
field, reported it wise to keep suppliers 
posted on competitive price problems 
by listing merchandise on which it is 
impossible to meet competition, show- 
ing such list ‘prices to be met and the 
selling prices necessary to adequate 
margins. 

J. M. Williams, Beaver Dam, en- 
larged upon the necessity of recipro- 
cating efforts of suppliers who assist 
in meeting such competition by favor- 
ing them with all business possible. He 
advocated the carrying through of such 
plans as they suggest for winning trade 
that has been lost through better prices, 
even if adherence to such plans some- 
times involves selling merchandise at 
lower prices than the retailer believes 
it will bring. 


tended. 


sion opened. 
was the theme. 


dise. 





appearance.” 


Riley, 


Merchandise Movement 


“The Merchandise Movement” 
the subject discussed by J. S. Ogden, 
Ashland. Mr. Ogden suggested that 
the maintenance of some form of stock 
control would reveal obsolete or slow 
moving merchandise and permit orders 
to be placed on the basis of experience 
rather than intuition or guesswork. 

P. M. Mulliken, managing director 
Illinois Retail Hardware Assn., Elgin, 
Ill., made the summarizing address. Mr. 
Mulliken discussed in detail the “buy- 
ing for profit” idea which formed the 
main thought in the first day’s program. 

The $100,000 exhibit that filled the | 
auditorium of the Seelbach adjoining | 
the convention hall drew many visitors. 
One of the most attractive exhibits ever 


Jenkins, 





itors. 


Immediately after the report of the 
nominating committee the second ses- 
“Operating for Profit” 


Deerwood Cayce, Hopkinsville, dem- 
onstrated his idea of meeting the prob- 
lems of narrowing margins by display 
and sales efforts on specific merchan- 


Discuss Pricing 

“Pricing the Merchandise,” by R. M. 
Hunter, gave an opportunity to advise 
the careful study of pricing the mer- 
chandise for sale. 
Mr. Hunter, “the practice of adding a 
flat percentage is followed rather than 
pricing merchandise according to its 
He urged the men to 
have the courage to ask what the mer- 
chandise should bring. | items in our budget it has been difficult 
“Reducing the Force,’ by John B. 
Louisville ; 
| Cost by Modern Arrangement,” by W. 
| B. Fugate, Middlesboro; “Basing Sal- 
| aries on Individual Sales,” by F. A. 
was | McCormick; “Planning and Assigning 
| Responsibilities,” by W. P. Hall and 
W. F. Davis, Owensboro; “Salesman- 
ship Training,” by S. D. Coke, Lexing- 
ton; “Suggestive Selling,” by W. H. 
Cynthiana ; 
Policy,” by A. T. Byron, Owingsville, 
and a summarizing address by E. S. 
Woosley, general sales manager, Peas- 
less-Gaulbert Corporation, 

concluded the Wednesday program. 
A luncheon was served to members, 
guests and exhibitors with a special 
| musical program for the women vis- 


“Too often,” said 


placed in the convention was well at- | kel, Louisville; “Price vs. Quality,” by 


Karl Young, Louisville; “Loss Leaders 
and Premiums,” by T. V. Shivell, Louis- 
ville; “Aggressive Selling Methods,” 
by Edward Jansen, Covington; ‘“Mod- 
ernizing the Store,” by V. C. Redd, 
Cynthiana; “Adding New Lines,” by 
R. R. Arnold, Falmouth; ‘Planning 
Sales,” by Harry McAfee, Lawrence- 
burg; “Expense Control,” by George 
W. Skidmore, Elizabethtown, and a 
summary by Harold W. Bervig, Indian- 
apolis, expert on store management, 
closed the Thursday program. 

Speaking on “Expense Control” Mr. 
Skidmore said in part: 

“We are told that the expense situa- 
tion must be faced through budgeting 
with separation of ideas and we are 
also told that blind cutting down of 
expenses may prove poor economy. 

“Experience has been that on certain 


to hold expenses down. Advertising, 
delivery, donations, insurance and taxes 
all have gone beyond our plans. Some- 
thing new in the way of advertising 
comes up and we buy it. We send out 
more letters and circulars than we 
figured. 

“Tf we cut our expenses to any great 
extent it simply means that we must 
curtail our service to a certain degree. 
If we do not have sufficient help and 
render efficient service, then we are 
placing our business on a parallel with 
those who make no pretense of render- 
ing service.” 

At the closing session Veach C. Redd 
of Cynthiana was elected president of 
the Kentucky Hardware and Imple- 
ment Association. Mr. Redd succeeds 
“Jack” Clark of Lexington, to whom a 


“Reducing Sales 


“Definite Credit 


Louisville, 





“Planning and Controlling for Profit” | tribute of appreciation was voted. Mr. 
was the theme of Thursday’s program. | Clark expressed his opinion that the 
“Better Merchandising,” by Louis Bir- | 


(Continued on page 211) 


Accessories Display Popular at Auto Show 


URING the recent National Auto Show at Grand 

Central Palace, New York City, thousands of visitors 

expressed keen interest in the accessories displayed. 
Almost a floor and a half were devoted to accessories de- 
signed for the modern car. It was noticed that women 
showed more than usual interest in the exhibits this year, 
due no doubt to the attractiveness and variety of the ac- 
cessories. Quoting from a newspaper article written by 
a woman visitor to the show: “Flat radiator caps that 
hardly show above the hood have supplanted the ornate 
Mercury or other symbol so popular in the past. Showy 
hub caps, ranging from three to ten inches in diameter are 
now in vogue and were on display. 

“Ash receivers, vanity cases, rear-view mirrors, clocks 
and similar fittings were offered in non-tarnishable metal. 
Radiator protectors appeared with vertical shutters, in keep- 
ing with the modern trend of style. 

“The most interesting of the accessories to the average 
visitor were the labor-saving devices and those which add 





to comfort and safety in motoring. Among these were 
windshield cleaners that sweep the entire width of the 
glass; electric cleaners to make them effective in very cold 
weather; car heaters operated by hot air from motor; 
heaters operated by steam generated by the exhaust and 
heaters using water from the motor block. The hot water 
heats the interior of the car and then, cooled in its circuit, 
returns to the motor block to cool the motor. 

“Shock absorbers for the front seats in two-door coaches 
and equipment for the quick adjustment of seats were among 
the newer offerings on display. 

“A variety of electric heaters for garages were to be seen, 
most of them operated by connection with a light socket. 
Another device that attracted interest was an electrically 
operated garage door opener and closer. New locking de- 
vices were offered to protect almost every removable portion 
of the automobile, and locks for the car itself, would appear 
to make the. cars all but theftproof. Several new types of 
headlights, new in design and operation were exhibited. 
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Geo. Worthington Executives 
Address Akron Dealers’ Club 


More than 100 hardware merchants from 
Akron, Barberton, Kenmore District, and 
Cuyahoga Falls attended the Jan. 29 meet- 
ing of the Akron Retail Hardware Club, 
Akron, Ohio. 

A. J. Gaehr, secretary-treasurer of the 
Geo. Worthington Co., Cleveland, and Lou 
Weber, general manager of the same or- 
ganization, were the principal speakers. 
A. H. Frank, president of the Akron Mer- 
chants’ Association, outlined the plans of 
that group for 1929. Much enthusiasm 
was manifested by the merchants and all 
were optimistic concerning the prospects 
for a good business year. 





R. A. Plumb, New Chairman of 
National Clean Up Campaign 


Dr. R. A. Plumb, general director of 
The Truscon Laboratories, Detroit, Mich., 
is the new chairman of the National Clean 
Up and Paint Up Campaign Committee. 
Dr. Plumb has accepted this important post 
at the request of Charles J. Casper, presi- 
dent of the National Paint, Oil and Var- 
nish Association, Inc. 

Dr. Plumb’s previous experience has 
qualified him to carry out the duties of this 
position in a very efficient manner. 





” B. G. Beard Dies—Buyer for 
Belknap Hardware & Mfg. Co. 


E. G. Beard, for thirty-three years con- 
nected with the Belknap Hardware & Mfg. 
Co., Louisville, Ky., passed away on Jan. 
21, following a severe attack of imfluenza. 

Mr. Beard was for the past nineteen 
years the buyer of arms and ammunition 
for the Belknap organization and was wide- 
ly and favorably known throughout the 
Belknap territory. 





John Daland Passes On 


John Daland, city purchasing agent for 
Salem, Mass., died Friday, Jan. 25, at 
the Salem Hospital following several days’ 
illness. He was born in Salem, July 17, 
1869, and early in life he entered the hard- 
ware business that eventually became 
Fowler & Daland, Inc., of which he was 
president and manager. In January, 1924, 
he was appointed city purchasing agent. 





Hemp & Company Purchases 
A. Geisel Manufacturing Co. 


Hemp & Co., St. Louis, Mo., manufac- 
turers of sheet metal products, stove pipe, 
heaters, and allied lines, announce that they 
have purchased the physical assets, includ- 
ing manufacturing equipment and good 
will of the A. Geisel Manufacturing Co., 
also of St. Louis. They will continue the 
Geisel line of well-known brands of ovens, 
water coolers, heaters and stove pipe. 

A. Geisel Mfg. Co. is the second sheet 
metal manufacturer that has been absorbed 
by Hemp & Co. in the past two years. 
The Niles Iron & Steel Roofing Co., Niles, 
Ohio, was acquired by Hemp & Co. The 
Niles concern was one of the prominent 





manufacturers of nested pipe in the Cen- 
tral States. 

Following the sale of the Niles concern, 
Hemp & Co. added 50,000 sq. ft. of floor 
space to its plant, which now has an area 
of 150,000 sq. ft. The building, loading 
facilities, and railroad trackage require 
approximately six acres, 

It has been announced by Hemp & Co. 
that an addition to the present plant is to 
be added in the immediate future. Hemp 
& Co. was established in 1863 and has been 
continuously operated by members of the 
Hemp family for three generations. 





Week’s Price Average 97.8 P. C., 
Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on Jan. 27 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 97.8 per 
cent. The December average was 97 per 
cent; the yearly average was 98.2 per cent. 
The purchasing power of the dollar was 
102.2 cents on a 1926 basis of 100 cents. 
The December average was 103.1 cents; 
the yearly average was 101.8 cents. 

Crump’s index of English prices for the 
week on the revised 1926 level was 93.1. 
The December average was 93; the year- 
ly average was 93.8. 

The Italian index on the revised 1926 
level for the week ended Jan. 19 was 76. 





Federal Enameling and Stamping 
Issues Instructive Booklet 


An interesting and instructive booklet 
regarding enamelware has just been issued 
by the Federal Enameling & Stamping 
Co., McKees Rocks, Pittsburgh, Pa. 

In “How to Get More Enamelware 
Sales and at a Profit” there is a great 
deal of valuable information for the retail 
dealer, the jobber and the salesman. In 
simple language and_ illustration, the 
processes of making enamelware are ex- 
plained, from the square, sheet to the 
finished article. Many common questions 
regarding enamelware, its advantages, its 
use, etc., are answered completely. The 
company’s “Green Beauty” line of triple 
coated Old Colonial white ware is also 
described and illustrated. 

This booklet is a part of an extensive 
educational direct mail advertising cam- 
paign now being conducted by the Federal 
Enameling & Stamping Co. 





Shelby Spring Hinge Co. Issues 
New Catalog No. 29 


The Shelby Spring Hinge Co., Shelby, 
Ohio, has recently published Catalog No. 
29, showing its complete line of builders’ 
hardware. 

There are many changes in this catalog, 
among them a new numbering system, new 
finishes and arrangement. Among the 
items shown are window adjusters, garage 
door bolts, base knobs, window catches, 
floor hinges, screen door hinges, hooks, 
latches and push plates. 





G. R. Kelley Dies—President 
R. A. Kelley Co., Xenia, Ohio 


George R. Kelley, president and gen- 
eral manager of the R. A. Kelley Co., 
manufacturers of rope and twine in Xenia, 
Ohio, died at his home in that city on 
Jan. 24 following a long illness from heart 
trouble. 

Upon the death of his brother, James 
Kelley, many years ago, George Kelley 
became the head of the concern, which had 
been founded by his father, R. A. Kelley, 
pioneer twine manufacturer in Ohio. The 
elder Kelley, who was born in Ireland, 
located in Delaware, Ohio, where he built 
the first twine machines for laying and 
finishing hemp twine. In 1876 he removed 
the machinery to Xenia, and it was put 
in operation in the Hooven & Allison plant. 
For years R. A. Kelley was associated 
with the Hooven & Allison Co., and for 
a time was a partner of Mr. Allison. He 
died in 1892, since which time the Kelley 
plant had been in charge of the sons. 

George R. Kelley was a director and 
vice-president of the Xenia National Bank, 
a member of the Dayton Country Club, 
the Xenia Country Club, a 32nd degree 
Mason, and a member of the Scottish Rite. 
He was 58 years of age. 





Estwing Mfg. Co. Increases 
Capital Stock to $100,000 


The Estwing Mfg. Co., Rockford, IIl., 
manufacturer of the “Unbreakable” line 
of hammers, hatchets and hunting knives, 
has increased its capital stock from $25,000 
to $100,000. 


Delta Electric Co. Opens 
Sales Office in Detroit 


The Detroit office of the Delta Electric 
Co., Marion, Ind., has been removed to 
Room 6-254 General Motors Building, 
Detroit, Mich. W. D. Stout, district sales 
representative, will be manager of this 
office. He is widely and favorably known 
among the trade. 

Marsh & Haggott, in the Stephenson 
Building, formerly represented the Delta 
organization in Detroit. This change does 
not affect jobbers, as they will be served 
by factory representative calls, as here- 
tofore. 





Edward A. Everett Dies 


Edward A. Everett, for many years 
president of the Fulton Vise & Machine 
Co., Potsdam, N. Y., died at his home in 
that city recently, aged 68 years. 





The Empire Level Mfg. Co. 
Adds to Milwaukee Plant 


The Empire Level Mfg. Co., Milwaukee, 
Wis., has just added a new addition to 
its factory, to be used mainly as a paint 
shop and warehouse. The new paint shop 
is equipped with the latest spraying equip- 
ment, which has increased its production 
considerably and improved the finish of 
its products. 
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Baltimore Dealers Rally for 
Ninth Anniversary Banquet 


The Baltimore Retail Hardware Asso- 
ciation held its Ninth Anniversary Banquet 
on the evening of Jan. 29 at the 
Southern Hotel, Baltimore, Md. President 
Johannesen acted as toastmaster, and in- 
troduced Benjamin C. Woelper, Jr., post- 
master of Baltimore, who spoke of the 
plans for the new Baltimore Post Office 
to be built this year. 

George J. Clantice, secretary of the Bal- 
timore Association of Commerce, told the 
members that hardware business should 
show considerable improvement as much 
new construction work is about to start in 
Baltimore. The new Western Electric Co. 
plant at Riverview would provide work 
and the need for tools during its construc- 
tion, and when finished will provide work 
for 30,000 people. The wages received by 
these people will add greatly to the pur- 
chasing power of the people of Baltimore, 
and the hardware dealer should plan to 
obtain his share of this money, said Mr. 
Clantice. 

In introducing C. D. Garretson, of Wil- 
mington, Del., president of the Electric 
Hose and Rubber Co., the toastmaster 
called attention to the articles now appear- 
ing in “The Nation’s Business” by Mr. 
Garretson, on the future prospects in the 
present system of merchandising. 

The success of the independent retailer 
is in work, said Mr. Garretson, and not 
only working alone, but in cooperating with 
his fellow retailer, and all tying in with 
a jobber to give him volume. This jobber 
is to assist the dealers by furnishing them 
with services in advertising, supervision, 
suggestive management and accounting 
which he as an individual could not per- 
form economically, he said. 

The association gave a handsome foun- 
tain pen set to President Ernest Johanne- 
sen, Secretary C. J. Ritterhoff and Treas- 
Treasurer Geo. F. Schumann in appreci- 
ation of their loyal and unstinted services 
during the past year. 

The remainder of the evening was spent 
in dancing. 


Morse Twist Drill Folder 


A new folder has been issued by the 
Morse Twist Drill & Machine Co., New 
Bedford, Mass., describing its new Circle C 
Cobalt Steel Drill, designed for use on 
manganese steel. Efficiency records in 
drilling are quoted and other information 
of interest given. 








Freshman Co.-Freed-Eisemann 


Will Move to Clifton, N. J. 


The manufacturing operations of the 
Chas. Freshman Co., 220 West Fortieth 
Street, New York City, and of the Freed- 
Fisemann Radio Corp., Brooklyn, N. Y., 
are soon to be combined in a new factory 
building in Clifton, N. J. 

In a recent announcement from C. A. 
Earl, president of the Chas. Freshman or- 
ganization, it was stated that the com- 
panies have signed a lease for a fireproof 
plant which will provide ample receiving 
and shipping facilities directly on the Erie 
Railroad. 





The new plant has more than six acres 
of floor space on one floor. 

At the present time the Freshman com- 
pany is operating two factories in New 
York City, and the Freed-Eisemann Co. 
is also operating a New York City plant. 
The consolidation is expected to bring a 
large saving in rental, overhead and effi- 
ciency amounting to several hundred thou- 
sand dollars a year under present operating 
costs. 


Walter R. Breeler Now with 
Whitman Barnes-Detroit Corp. 

Walter R. Breeler has joined the Whit- 
man Barnes-Detroit Corp., Detroit, Mich., 
and will be in charge of the chemical and 
metallurgical departments. He was for- 


merly research metallurgist of the Atlas 
Steel Co., Dunkirk, N. Y. 











WALTER R. BREELER 











Mr. Breeler was born and raised in 
Cleveland, Ohio. He attended Cleveland 
public schools and in 1921 graduated from 
Case School of Applied Science with the 
degree of Bachelor of Science in chemical 
engineering. Following graduation, he was 
chief chemist and assistant metallurgist of 
Thompson Products Company. 

In 1924 Mr. Breeler came to the Whit- 
man Barngs Manufacturing Co., Akron, 
Ohio, as a metallurgist and chemist, and 
remained until early in 1926, when he went 
to Atlas Steel Co. as research metallurgist. 
In this capacity he specialized in the study 
of heat resisting, stainless and special tool 
steels. At the last convention of the 
American Society for Steel Treating, in 
Philadelphia, he presented a paper on 
“An Investigation of the Physical Prop- 
erties of Certain Chromium-Aluminum 
Steels,” prepared in collaboration with 
Frank B. Lounsberry, vice-president of 
the Atlas Steel Co. 
most favorable comment, attracting nation- 
wide attention in the profession. 


The return of Mr. Breeler to the Whit- | 


man Barnes organization brings into that 
corporation one of the outstanding au- 
thorities on metallurgy. 


Thomas D. Covel Dead 


Thomas D. Covel, for many 
prominent in the hardware business, died 





years 


His thesis received | 


Wednesday, Jan. 30, at his home in Fall 
River, Mass., at the age of 78. 





New Institute Formed to Improve 
Marine Hardware Field 


Marine hardware manufacturers and 
distributors have formed a trade asso- 
ciation under the name of the Marine 
Institute, Inc., with a view of improving 
conditions in the business. The original 
incorporators of the institute are fourteen 
firms, located mainly along the Atlantic , 
Seaboard and in the Gulf States,, from 
New England to Texas. It is expected 
that additional members will be obtained 
from not only Eastern firms, but others 
in the middle States and the West. 

The organizers of the Marine Institute, 
Inc., have elected Ludwig Weindling, 
of Weindling & Co. engineers and 
accountants, of 50 Church Street, New 
York City, as their first president. 
His selection, it was stated, was due 
to his success as a_ general adviser 
and in establishing uniform accounting in 
numerous industries, some of which are 
affiliated lines where many problems are 
correlated with those of marine hardware 
and supplies manufacture and distribu- 
tion. Associated with Mr. Weindling is 
James J. Markham as secretary of the 
institute. Mr. Markham formerly was 
comptroller and production manager of 
Sargent & Co., New Haven, Conn. 





Lalance & Grosjean Transfer 
F. M. Higgins to Philadelphia 


Fred M. Huggins, who for several years 
has represented the Lalance & Grosjean 
Mfg. Co., Woodhaven, N. Y., in Texas, 
has been transferred to Philadelphia, Pa. 
He will make his headquarters in the 
Wm. Hodges Building, at 109 Arch Street. 





“Question Mark’s” Oil Lowered 


in Delphos Cans 

During the first week of 1929 all eyes 
were turned toward Los Angeles, Cal., 
where*the U. S. Army airplane “Question 
Mark” was breaking all records for sus- 
tained flight. Special fueling, feeding, and 
repairing excited interest throughout the 
country as the plane continued to soar 
round and round the airport. 

The lubricating oil for the engines was 
changed at regular intervals by pumping 
out the old oil and pumping in fresh lu- 
brication, supplied by a plane flying above. 
In order to transfer the lubricating oil to 
the “Question Mark,” five-gallon oil cans 
manufactured by The New Delphos Mfg. 
Co., Delphos, Ohio, were used. These 
were swung in web strap slings and low- 
ered to the record-breaking plane as 
needed. 

Members of the ground crew pumped 
oil from large drums, reheated it, then 
filled the Delphos “CC” containers. An 
Associated Press photograph of this op 
| eration was reproduced in newspapers 

throughout the country, giving the Delphos 

company some splendid, unlooked-for pub- 

‘city. The Western representatives of 

the Delphos organization are Osgood & 

Howell, 920 Washington Building, Los 
| Angeles, Ca! 
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Modern Merchandising Theme at | Brooklyn 


- 


Pittsburgh Assn. Meeting 


The chain stores are here to stay, David 
Rosenblum of the Business Training Cor- | 


territory. He was formerly 
|} connected with Surpless, Dunn & Co., 74 
; Murray Street, New York City. 


poration, New York City, told a large | 


gathering of hardware and paint dealers 
at the Chamber of Commerce of Pitts- 
burgh on Friday evening, Jan. 25. Mass 
buying, which enabled some chain stores 
to undersell the independent stores was 
not ali of the story said the speaker for, 
if the chain store was successful, it was 
because such stores were in good locations, 
were painted outside a color that indi- 
vidualized them; were clean; had dis- 
plays both in windows and interior; and 
the price tags were plainly visible on every 
article. 

He thought the chain store offered little 
competition to the independent store on 
quality goods, for they emphasized price 
rather than quality. He did say, that the 
day of the storekeeper was gone and also 
of the man who opened stores to quit 
working. 

Mr. Rosenblum also gave those present 
an outline of how his organization went 
about the work of investigation of in- 
dustries suffering from the competition for 
a share of the balance left of the con- 
sumers’ dollar after the necessaries of life 
had been paid for. He told many interest- 
ing and instructive experiences of investi- 
gators. The plan followed was to learn 
all sales methods of a given industry; then 
to find out the best methods and finally to 
so standardize the latter as to make them 
applicable to the average man. The gaso- 
line filling station owner who inquired if 
he should fill the tank instead of asking 
how much to put in was cited as an ex- 
ample of successful salesmanship. Taking 
down a can of paint of a color asked for 
by a customer was not selling, said the 
speaker, for the clerk should ask the ap- 
plication of the paint and take the cus- 
tomer’s view of the requirement. 

The meeting was primarily the monthly 
dinner and gathering of the Pittsburgh 
Retail Hardware Dealers’ Association, in 
which the Master Painters Association and 
the Pittsburgh Paint, Oil and Varnish Club 
participated. 

J. E. McCullough, president of the 
hardware association presided and speakers 
who preceded Mr. Rosenblum were Frank 
A» Hegner, who outlined the plan for 
making February a Waffle Iron month; 
H. B. McNeal, who told of the efforts in 
progress under the direction of the Inde- 
pendent Merchants’ Association to com- 
bat the chain store, not through decrying 
them, but in an appeal to consumers 
through pride in locally-owned _ stores. 
C. W. Scarborough, secretary of the re- 
tail hardware dealers’ association outlined 
the plans for the trip by western Pennsyl- 
vania hardware dealers to the annual meet- 
ing and exhibition of the Pennsylvania- 
Atlantic Seaboard Hardware Association 


Robbins & Myers, Inc., Issues 
New Fan Catalog No. 1400 


Robbins & Myers, Inc., Springfield, 
Ohio, has recently issued Domestic Cata- 
log No. 1400, covering its complete line 
of electric fans. This is a very well- 
prepared catalog, profusely illustrated, and 
contains prices and concise descriptions. 

Among the fans shown are oscillating 
and non-oscillating fans, ventilating fans, 
ceiling fans, and ceiling fans with light 
fixture. 





| Southern Hardware Convention 
| Again at Edgewater Park, Miss. 


Charles F. Rockwell, secretary-treasurer 
of the American Hardware Manufacturers’ 
Association, 342 Madison Avenue, New 
York City, has announced that the Edge- 
water Gulf Hotel, Edgewater Park, Miss., 
will again be the headquarters of the 1929 
joint convention of the Southern Hard- 
ware Jobbers’ Association and the Ameri- 
can Hardware Manufacturers’ Association. 
The convention will open on the evening 
of Monday, April 22, and close on Thurs- 
day, April 25. 

The success of last year’s convention 
was conspicuous in a long line of notable 
|gatherings, and the large attendance of 
| both jobbers and manufacturers brought 
jabcut a unanimous decision to return to the 
Edgewater Gulf Hotel. 





Manhattan and Bronx Dealers 
Now Meet on Second Tuesday 


| To avoid conflict with kindred 
| hardware associations, the regular month- 
ly meeting of the Manhattan and Bronx 
Hardware and Supply Dealers’ Association 
will hereafter be held on the second Tues- 
day night of each month, the only excep- 
tion being the February meeting, which 
will be held the third Tuesday, because 
of Lincoln’s Birthday. Meetings are now 
held at the Cecil Restaurant, 2512 Broad- 
way, New York City, which is between 
Ninety-fourth and Ninety-fifth Streets. 
Supper is served by the association, with- 
out charge, prior to the meeting. 


American Stee! & Wire Will 
Close Salem, Ohio Plant 


The American Steel & Wire Co., Chi- 
cago, IIl., will permanently close its Salem, 
Ohio, nail and wire plant on March 1 and 


local | 


J. C. Marting Now President 
Foster Stove Company 


| At the last stockholder’s meeting of the 
| Foster Stove Co., Ironton, Ohio, John C. 
| Marting was elected president of the com- 
pany. C. A. Hutsinpillar was made vice- 
president; Emerson Simon, secretary and 
W. H. Foster, treasurer and general man- 
ager. Mr. Marting is treasurer of the 
Baldwin-Wallace College in Berea, Ohio, 
having held this position for about 33 
years, 





| 


|Grant Hardware Co. Will Open 
In Dothan, Ala. Wants Catalogs 


| Grant Hardware Co., Headland, Ala., is 
planning to open a wholesale and retail 
hardware store in Dothan, Ala., on or 
about Feb. 15. The company desires 
catalogs and prices from manufacturers 
of hardware and kindred items. 








Mansfield Tire & Rubber Co. 
Adds Two More Distributors 


The Mansfield Tire & Rubber Co., Mans- 
field, Ohio, has added two more hardware 
jobbing houses to its ever growing list of 
distributors. Smith Brothers Hardware 
Co. in Columbus, Ohio, will now handle 
Mansfield tires and tubes, as will the 
| Schwabacher Hardware Co. in Seattle, 
| Wash. 

Dealers in these territories will hence- 
forth receive prompt service through the 
above distributing sources. 


| 


| Reese Padlock Co. Adds to 
Murray Septon’s Territory 


Murray Septon, who represents the 
| Reese Padlock Co., Lancaster, Pa., in New 
| York, has also been appointed to represent 
the company in Northern New Jersey. 
This company manufactures a line of popu- 
larly priced padlocks and maintains a New 
York City office at 125 Church Street, 


| 
| 


F. X. Matt New President 
Utica Cutlery Company 

At the recent annual meeting of the 
Utica Cutlery Co., Utica, N. Y.,..F. X. 
Matt was elected president of the com- 
pany. J. G. Jones was elected..treasurer 
and general sales manager at the same 
meeting. 


The C. F. Pease Co. Opens 





will transfer the equipment to other plants. 
This plant, first operated as the Pearson 











at Philadelphia during the week of Feb. 11. 





Bogert Covers Brooklyn for 
Diamond Expansion Bolt Co. 


H. A. Bogert has joined the sales de- 
partment of the Diamond Expansion Bolt 


Coated Nail Co., was built by Frank 
Baackes in 1885. It is equipped. with 70 
wire drawing blocks and 287 wire nail 
machines. 

The company discontinued the making 
of wire at the Salem plant about a year 
ago. 





Co., Garwood, N. J., and will cover the 


Los Angeles Sales Office 


The C. F. Pease Co., 813 North Frank- 
lin Street, Chicago, Ill., has established 
a sales office at 501 South Spring Street, 
Los Angeles, Cal., under the direction of 
Ralph S. Gibson, Western sales manager. 
Mr. Gibson will devote his entire attention 
to the Western Coast States territory. 
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Points on Selling Oil Proof Pistol Cartridges 


Every dealer’s desire is to make more money. One of my objects in starting this 
series of letters was to find out what Remington products dealers can_profit- 
ably push with more energy. We are all looking for increased profit oppor- 
tunities. I believe I recognize them when I see them, and frequently I can put 
dealers who read these letters in the way of making more money. 


For instance, Remington dealers should get practically all the business at the 
full price on automatic pistol cartridges. It is only necessary for the dealer and 
his clerks to know certain facts and talk about them. It may not mean much 
to your customer to say that Remington Cartridges for automatic pistols are 
the only ones that are oil-proof; but if you tell a customer that he cannot be 
sure his pistol will shoot, unless it is loaded with Remington Kleanbore Oil- 
Proof Cartridges, you have said something that will clinch any sale. 


We read in the newspapers now and then about a pistol that fails to go off 
when it is needed, and we wonder why. There are thousands of pistols today 
in the hands of policemen, payroll carriers, guards, bank, railway and express 
messengers, and householders, that will not shoot. The owners’ lives are 
endangered in consequence. The reason for this is that oil used to lubricate the 
working parts of the pistol seeps into ordinary, metallic cartridges around the 
primer and the crimp. Oil is one of powder’s worst enemies. The least bit of 
oil in a cartridge will weaken, or completely deaden the powder. 


In numerous tests made by manufacturers of pistols and by ourselves, Reming- 
ton Kleanbore Oil-proof Cartridges have been soaked in oil for months along 
with ordinary cartridges. At the end of these tests the Remingtons have been 
found just as good as they were before, and the ordinary cartridges were duds. 
You can easily make this oil test and convince anyone who may be skeptical. 


You will look a long way to find a selling argument that gives as clear-cut and 
obvious an advantage as this gives the Rem- 
ington dealer over the dealer handling other 
makes. Salesmen who will digest these facts 
and make vigorous use of them are certain 
to mop up all the police and bank business, 
and all other business on this class of ammu- 
nition in their territories. 


Remington Kleanbore Oil-proof Cartridges 
are made for all standard automatic pistols. 
In ordering pistol cartridges you should see 
that the salesman underscores the name 
“Remington.” Don’t submit to substitutions. 





President 


REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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The Independent Merchant’s Outlook for 1929 


(Continued from page 107) 


pose during that time some important machine broke 
down, our roof became damaged, our car met with an 
accident, or any one of ten thousand things happened, 
where we must depend on the retailer, in some line, to 
take care of our wants, what would we do? What could 
we do? 

Could we turn to any chain store for our require- 
ments? Certainly not, for none of them carries these 
staples. Then we must immediately admit that the chain 
store is not a solution for our problems in merchandis- 
ing. Yet the chain store seems to be at the root of our 
troubles; at least the independent merchant thinks so 
and openly blames it for his present conditions. e 


The Chain Store Has Thrived on the Inefficiency of the 
Independent Merchant 


The fact is the chain store has been developed out of 
the inefficiency of the old-line independent retailer, has 
served the public in its limited way, better and more 
efficiently and, incidentally, has taught us all some great 
lessons in better merchandising. Of one thing we may 
be certain—if the methods employed by the chains had 
not possessed great merit they never could have devel- 
oped, and the very fact that they have developed, at the 
expense of the old-line, established retailer is all the 
proof we need that they have been rendering a real ser- 
vice—something the independent retailer did not give. 

Now let us analyze the chain store for a moment—and 
see what it is—what has been the reason for its success. 

When a chain places a store in a town practically all 
merchants in the community are at once affected by se- 
very competition—the druggist, the dry goods store, the 
candy shop, the hardware man, the electrical store, the 
auto accessory dealer, etc. Why is this? Simple enough, 
for the majority of chains are general merchants, selling 
a large variety of goods, but only a very items out of 
any one line. 

If we look a little deeper we find that the few items 
chosen out of each line are the fast selling, inexpensive 
numbers—numbers which are instantly recognized by 
everyone, especially the women folk, and which actually 
sell themselves without the assistance of a salesman. 

If we analyze further we find that all these items are 
carried by the various retailers and are known by them 
as the fast selling, long margin numbers, on which they 
used to depend for the bulk of their daily sales. 

The chain store now comes along—scoops up all this 
volume of long margin, fast turning merchandise, leav- 
ing the independent merchant holding the bag with a 
large stock of expensive, slow-turning goods, which are 
absolutely necessary to the community, but which show 
only a moderate margin and must be handled with the 
greatest economy if any profit at all is to be realized; 
for it must be noted that the goods called for from the 
independent dealer today are those which must be “sold,” 
goods which require service, such as delivery, credit, 
carrying of complete stocks, etc., all of which greatly 
increase the overhead. 


What the Chain Store Has Taught Us 


The principal lessons in merchandising, taught us by 
the modern chains are (1) that there is a certain num- 
ber of articles in every line which are instantly recog- 
nized by everyone and for which there is a great and 
constant demand; (2) that such items do not require 
salesmanship but, on the contrary, sell more readily if 


properly and attractively displayed; (3) that value may 
better be created through a short, properly worded de- 
scriptive label, than through contact with an ignorant or 
indifferent sales person; (4) that proper pricing is an 
art and that all goods of the self-selling variety must be 
plainly priced; (5) that the store front must be attrac- 
tive, especially to women; the windows must display a 
large variety of goods; (6) the store must at all times be 
over-lighted, the more brilliant the better ; (7) that order 
and cleanliness are absolutely essential ; (8) that women, 
our greatest buyers, will enter a store more readily if 
they can see at least some women clerks at work inside; 
(9) that price, while important, is not the dominating 
factor. 

Now, the Chain has taught us another lesson and that 
is, that so-called self-selling goods, even when sold at 
maximum prices cannot be sold at a profit if salesman- 
ship is employed to dispose of them. On the other hand, 
these very same goods, when disposed of through self- 
selling methods, can be offered at low prices and still 
show a handsome net profit. 

In other words, if we attempt to pick out and sell a 
half dozen screws for a dime, which may be twice what 
they are worth, we are actually going to lose, not alone 
our profit but more likely the loss will be greater than 
the entire value of the article itself. If, on the other 
hand, we place these same screws on a table and allow 
the customer to pick out a half dozen for a nickel, that 
sale will show us a very handsome profit, though we have 
sold them for just one-half the former price. 


The Independent Retailer Is a Necessary Institution 


There is no question that inefficient as he is the inde- 
pendent merchant today is actually the only person in 
the community who has knowledge of the handling of 
large and complicated retail stocks; he is a specialist in 
his own particular line, though in most cases his ideas 
are completely out of date, for he hasn’t kept pace with 
development of his community. 

Therefore the immediate job which lays ahead of 
someone is to reorganize the independent retailer’s busi- 
ness along modern lines; and this someone is logically 
the jobber on whom the retailer depends for his stock. 

Of course, no jobber no matter how efficient he may be 
or how anxious he is to help, can, single handed, take 
a losing retail business and put it on a paying basis; the 
work must be done jointly by the retailer and the jobber. 
This means that one retailer and one jobber must get 
together and cooperate perfectly, otherwise we will get 
nowhere. 

If a retailer is unwilling to become “born again,” to 
go to school, so to speak, and learn the modern methods 
of doing things, he is hopeless, and should be left alone 
to die a natural and certain death. There are some peo- 
ple who are just naturally not worth saving. 

But if a merchant is anxious to succeed, is glad to wel- 
come such personal service from a qualified jobber, then 
it simply becomes necessary to pick out a jobber who has 
seen the light and who has developed the necessary 
machinery to undertake the task—enter into a working 
agreement and get busy. 

Jobbers all over the country are beginning to realize 
that their function has changed; they no longer can get 
away with the idea that all they have to do is to buy in 
bulk, break up into retail units, take orders and ship. 

(Continued on page 206) 
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geudetilt SLidg.g poors NSipg 


W here they are away from snow and ice 





No garage is better than the doors which enclose it. That is why 
Slidetite equipped doors are such a good investment. 


And they not only assure your car the protection it deserves, but 
they save you an endless amount of time, trouble and annoyance. 


Because they slide inside the garage, Slidetite doors are not exposed 
to wind, rain, sleet, ice or snow. They won’t blow shut. They 
won’t stick. They won’t sag, shrink or rust. 


Another advantage of Slidetite garage doors is that they do away 
with dangerous center posts, and thus give you an unobstructed, 


full-width opening. 


Slidetite, with lock-joint brackets, is packed in 
complete sets for 3, 4, 6 and 8 doors. To insure 
satisfaction buy complete sets only. 





“A Haneer forany Door that Slides. 
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Hardware Futures Running Light 
—Most Prices Are Very Firm — 


NEW YORK, Feb. 6—Reports from leading hardware centers are 
less optimistic this past week, than they have been since Jan. 1. 
This is not considered alarming as this is the season of State retail 
hardware association conventions, which often take buyers from 


their stores. 


Also there is a tendency on the part of many buyers 


to hold off on certain volume orders until they visit the exhibits in 


connection with the conventions. 


Future bookings appear to run 


slightly behind in most sections but this condition will likely change 
early in February. This particular period might be termed an in 
between stretch as inventories are completed, and replacement stock 


orders have been handled and it is too early 


terest. 


for much spring in- 


Prices generally are very firm with upward tendencies rumored 
on certain builders’ hardware specialties and on copper products. 


Retail Trade in 1928 Gained, 
Says Federal Reserve Board 


Retail trade in 1928 exceeded that of 
the preceding year by 1 per cent, the Fed- 
eral Reserve Board announced on Jan. 31 
in a final review of the annual business. 

“Department store trade showed greater 
activity in December than in any other 
month of the year except September, even 
when allowance is made for the usual sea- 
sonal expansion of trade and for the num- 
ber of business days,” the board asserted. 

“The total volume cf sales during the 
month was the largest on record, exceed- 
ing that of December, 1927, which had one 
more business day.” 

Sales of mail-order houses and report- 
ing chain stores in all lines except cigars 
were larger during December than a year 
ago, the largest increases being reported 
by drug and apparel and dry goods chains. 
For the year as a whole, sales of chain 
stores in all lines of trade except cigars 
increased in comparison with 1927, and 
sales of mail-order houses were 17 per 
cent larger. 

The increases, it was pointed out, reflect 
in part the establishment during the year 
of additional retail outlets, 

In December there were in operation 
40,598 chain stores, compared to 38,758 
12 months earlier. The largest increase 
in the number of chain stores were re- 
ported in the grocery business, which had 
30,324 in operation at the end of the year, 
as compared to 29,433 at the last of 1927. 
The number of stores in other chains, all 
increases, was: 

Five-and-ten, 3224; apparel 
goods, 1280; drug, 1111; cigar, 
shoe, 690, and candy, 300. 

Annual percentage increases 
year for chain stores were: 

Grocery, 19.8; five-and-ten, 8.5; apparel 


and dry 
3669 ; 


fcr the 


| and dry goods, 18.8; drugs, 16.6; shoe, 





8.7; candy, 14.6; cigar chains fell off 3.5 
per cent. 

Mail-order houses showed a 24.1 per cent 
increase in December and 14.6 per cent 
for the year. 


Revenue Freight Loadings Rise 
17,693 Cars in Week 


Loading of revenue freight for the week 
ended on Jan. 19 totaled 931,880 cars, an 
increase of 17,693 cars compared with the 
previous week, the car service div-sicn of 
the American Railway Association an- 
nounced on Jan. 30. Increases were re- 
ported during the week in the total load- 
ing of all commodities except one, which 
showed a small decrzase. 

The total for the week of Jan. 19 also 
was an increase of 47,197 cars over the 
corresponding week in 1928, but a decrease 
of 4280 cars under the corresponding week 
in 1927. 

Loadings of the week, compared with 
the same week last year, were as follows: 
Miscellaneous freight, 316,942 cars, an in- 
crease of 7122 cars; coal, 215,171 cars, an 
increase of 47,380 cars; grain and grain 
products, 48,149 cars, a decrease of 754 
cars. In the Western districts alone, grain 
and grain prcducts loading totaled 34,836 
cars, an increase of 161 cars above the 
same week in 1928. 

Livestock, 32,240 cars, a decrease of 
1234. In the Western districts alone, live- 
stock loading totaled 24,910 cars, a de- 
crease of 556 cars under the same week 
in 1928. 

Merchandise less than carload lot freight, 
238,986 cars, a decrease of 4233 cars; for- 
est products, 59,319 cars, a decrease of 
3373 cars; ore, 8383 cars, increase 143; 
coke, 12,690 cars, increase 2146. 


| 
| 
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Internal Revenue Receipts Top 
Two Billion in 1928 


Headed by the corporation tax as the 
largest single source of Government reve- 


| nue, the United States collected $2,775,- 








276,000 in internal revenue receipts during 
1928, the Treasury Department announced 
on Jan. 27. 

These sources of income yielded $43,- 
782,000 less than the year before. The 
big loss in revenue was the corporation 
tax, which netted $1,234,366,000, a decline 
of $101,901,000 from the year before. In- 
dividual income taxes showed an increase 
of $75,811,000, totaling $935,050,000, while 
miscellaneous collections, including the to- 
bacco taxes, amcunted to $605,859,000, a 
loss of $17,692,000. 

The corporation tax reduction may be 
attributed to the business depression in 
the. closing months of 1927, the 1928 tax 


| payment having been based on the busi- 


ness of the preceding year. The miscel- 
laneous tax reduction was as a result of 
the repeal of the automobile and several 
other taxes, and the reduction in some of 
the rate schedules. 


Commercial Failures in U. S. 
Show Noticeable Decrease 


Last week the insolvency record showed 
improvement, failures in the United States 
numbering 521. That total is 62 less than 
that of the previous week, 114 below the 
number three weeks ago, and 125 under 
the 646 defaults reported to R. G. Dun 
& Co. in the same week for 1928. Com- 
paring with the returns for that year, an 
especially large decrease appears in the 
East, and both the South and the West 
report reductions. The only increase, 
which is slight, occurred on the Pacific 
Coast. With the falling off in the total 
of all insolvencies, those with liabilities 
of more than $5,000 in each instance de- 
clined to 306, from 347 last week. A year 
ago such failures numbered 404. 

Numbering 66, defaults in Canada this 
week are little changed from the 68 in- 
solvencies of last week, but are somewhat 
above the 53 failures reported to R. G. 
Dun & Co. a year ago. 

Bradstreet’s reports 487 failures for the 
week in the United States as compared 
with 503 for the previous week and 537, 
534, 428, 509 for the corresponding weeks 
1928 to 1925. The New England States 
had 69, Middle Atlantic 129, Western 120, 
Northwestern 26, Southern 93, Far West- 
ern 60. Canada had 49 defaults, the same 
number as the preceding week. In the 
United States 74.7 per cent of the con- 
cerns failing had $5,000 capital or less, 
and 17.8 per cent had from $5,000 to 
$20,000 capital. 

















$IMONDS 


TIThyr —~— 


HARD EDG wh 
HAC K SAM BLADE te 


t t 
WSS DECaUSE they or lon 
ee 


Combine Convenience 
and Selling Action 


To help you ‘to secure more hack saw sales a 
convenient as well as attractive counter dis- 
play—a silent salesman—has been designed 
by SIMONDS, The Hack Saw Makers. 
You can place it on your counter or case as 
illustrated here, or, if you prefer, it is just as 
effective if placed in the trays. 


This is a display card in colors, stocked with 
24 blades. You sell these blades from the 
card and when they are disposed of you can 
replace the display (card and blades) with a 


fresh one. 


Keep SIMONDS HACK SAW BLADES be- 
fore your customers and you will secure the 
profit consistent with the big demand for 
these hack saw blades. 


Ask your jobber about this. 


Simonds Saw and Steel Co. 
Established 1832 “The Saw Makers” 
Hardware Dept. Fitchburg, Mass. 
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January Business Satisfactory in Cleveland— 
Market Firm with Few Price Changes 


(Cleveland office of HARDWARE AGB) FERTILIZERS.—Sales have been fair- 
CLEVELAND, Feb. 5.—Hardware business is coming out in good | ly heavy, but there is a lull in buying 


volume and January made a satisfactory showing with sales about | 4t present. Renewed activity is ex- 
pected as spring approaches. 





the same as during the same month last year. Retailers have fin- JOBBERS’ QUOTATIONS TO RE. 
ished their inventories and are rounding out their stocks of staple TAILERS, F.0.B. CLEVELAND: 

merchandise. The recent favorable weather for these lines did not $5;.50 Ib. bag, $3; 25 Ib. bag, $1.75: 
stimulate much activity in such seasonal merchandise as skates, 10 Ib. ee’ Shoe ices subject (3 


sleds and snow shovels. In spring merchandise lawn..mowers con- 33% per cent discouh 
tinue to move well. Steel goods are not active at present, although | GLASS BAKING WARE—The de- 


; . mand continues very satisfactory. 
jobbers have taken a good volume of advanced business. Stove JOBBERS! QUOTATIONS TO RE- 









pipe and-elbows and stove boards have moved well for next fall since TAILERS, F.O.B 
the rs a ll Casseroles.—Round ‘or oval, 1 qt., 
é€ season’s prices came out. Prepared roofing ‘continues to se fit 1% at., $1.17; 2 at, $1.83; square, 
well, being stimulated by the prevailing low prices. a ae ee 
The market generally has a firm tone and there are few pie Wee, Pistes—€ ing-He.; 9 in, Oe.; 
changes. Makers of coal and gas heating stoves are bringing out 31! Bread Pans.—No. 212;, 60c.; No. 214, 
their prices for next fall, which are practically the same as during ona flity Dishes.—No. “281, 67c.; No. 
the last year. .Galvanized sheets and a number of Stillson types ‘ Teapots. Fe cue $1.67; 4 cups, $2: 
of pi h i “bush- : ae 
f pipe wrenches have advanced. Outlet boxes, lock nuts and’ bu LANTERNS The deman 4 ia as. 
ings used in electrical construction work have advanced 5 per cent. JOBBERS’ QUOTATIDNS TO RE. 
Reflecting the advance “jn copper prices insulated wire, including TAILERS, F.0.B. CLEVEL 
lamp ¢ d has | 5 r cent. ‘ Mpg hot, bast lanterns, $8. c 50. _ 
€or vided’ OZ Z2Za r 
a a 13.25 per 408.3 ; my con’ D D- Lite, 
14.50 per doz.; Little ‘d, $9 per 
S doz,; same with red 70%, green gold, 
AUTOMOBILE" IRES AND ACCES- nuts and lag screws, less than case $11- per doz. j 
SORIES.—With “thie advance: in rubber te ee in = = LAWN HOSE.—There is - stil] some 
and the present low prices of tires and omme, ve 10 ner seat oft yo business in hose, although —e 
the expected hea¥y demand this year,|  Stiowed for ir ace tebe OF aie dike, ers have bought for spring. _‘ 
it is predicted that the next change in a ye ed and » “4 oat a5 : JOBBERS’ QUOTATIONS TO RE- 
St; se at sne uts n ° 
tire prices will’ me | upward. However, per cent off list; 54 per cent for Ltd enn Bid oo ucoeivled tae, \% 
there is no indication of an early ad- packages. : in., 6%C, per foot; 5% ins, 7% Ke. per ft; 
d hose is 


vance. The demand is about normal | BUILDERS’ HARDWARE.—This is , Yin, 8 Spe. npor tt: coupl 


for this season of the year.  nti- | not very active at present, as retailers ; ‘ 
freeze solutions aré in good demand. generally are not buying for spring. no ROLLERS.—These are still 


AXES.—Orders are not very plentiful *_ JOBBERS’ QUOTATIONS TO RE- 
r T , F.O.B. ND: JOBBERS’ ag rd TO RE- 
AILERS, F.0.B. CLEVELAND vite Se eae 











TAILERS. F. OB CLEVELAND: MBB iva, Bmmed “Ew ar oie No. 4 lawn rollers, ade Be oy a 
black finished handled axes, $19.50, | 20% 8 in. $2.40 per doz.; extra heavy oars ah “teotings, 4a See 
base, per doz.; unhandled, $15.50 per $2.70 per doz.; 10 in., $4.25 per doz. 7, 24 x 24 in., with ball bearings, 
doz.; double bitted, handled, $24.50 Butts, case lots, $ in., 16%c. per $14.50 each. 
30 wap Wey og ibitted, unhandled, pair; 3% in., 18c. per pair; 4 in., 23c. NAILS AND WIRE.—Retailers are 
i ” 0 pe ighing 42 to 48 Ib “% ~ per pair; for less than case lots all ‘ A 
re Bm ~~] A A A Sage aditio “! sizes are 2c. per pair higher. Butts filling in depleted stocks, but there is 
ound tiebeaes. cere with sand blasted finish are 4c. per not a great deal of spring buying. 
TTERIES.—A. git JOBBERS’ QUOTATIONS TO RE 
oe ; rnamen nges, standard finish, . 
BA P RIES. After . slowing down $1 per doz.; sicker’ finish ae: Sant TAILERS, F.0O.B. CLEVELAND: 
following the holidays these are show- doz.; sand biast finish, $1.15 per doz. au tei i age age y~4 1. 
, 2 > per eg; less a car iots for 
ing more activity. CELL-O-GLASS.—This continues to be factory and stock shipment, $2.95 per 
JOBBERS’ QUOTATIONS TO RE- an active item keg; other products for stock ship- 
Oe ee = hema ~f rg 100 ib. Koo 3'anm _—_ = 
adio Satteries:. . JOBBERS. QUOTATIONS TO RE- ee” Se ae 
oa . Cell-O-Glass in 100 ft. rolls, 12¢. fence staples, $3.65 per 100 Ib.; coated 
a See $1.14 $1.22 per sq. $t.s glass cloth in 100 yd. nails $2. 5 
SUPE coveocccce 1.30 1.40 , - oe 
No. 772 "** 199 2:06 rolls, 24c. per sq. yd. Barbed Wire.—Lyman, 4-point cat- 
ee, Tree ete seeeee ; , : : tle wire, $3.17 per 80-rod spool; hog 
ar. = hae ewiaineirepei = Py CHAINS.—The market is quiet. wire, $3.43 per 80-rod spool. 
a ee epepaerers: ; r : 
No. 486 seccttarencee BST R ss cha oe ceeeanoe OIL AND GASOLINE STOVES AND 
35%c. in standard packages; 40c. in Coil chain, 3-16 in., gt 85 per 100 OIL HEATERS.—Gasoline stoves and 
broken lots; Columbia igniter dry Ib.; %4 in., $10.75 mr. ud 5-16 in., gas cook stoves and ranges are fairly 
ce batergn ge im peanard pack | 5 per 100i tab Bes 106 | Retive 
ages; > Mm roken iots, ° ° ’ 
i No. 15, $2.50 per doz. ie-out chain, BBERS’ A 
BOLTS AN D NUTS.—Retailers are 60 per cent off list. TAILERS. *. SB. CLEVELAND: * 
filling in their stocks and the demand | CORRUGATED ROOFING.—This is in- ke Sih Oa ones ea 
is very good. Prices are being well | active. Prices are unchanged. with 5 Superfex burners, $140; No. 
maintained. JOBBERS’ QUOTATIONS TO RE- 339'50. No. Th, G23. ENG 18, purner, 
JOBBERS’ QUOTATIONS TO RE- TAILERS, F.0.B. CLEVELAND Puritan oil ranges, white reelain 
ges, po 
TAILERS, F.O.B. CLEVELAND: 28 gage corrugated roofing, 26 in. with built-in ovens, No. 249, $12: 
Machine and carriage bolts, cut wide. $3.88 for 1% in., and $3.83 for stoves, No. 44, 4 burner, $29.50; No: 
thread, hot pressed and cold punched 2% in. for 10 squares or more. 43, 3 burner, $23.25; ‘No. 42, $18. 
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OUBLY GUARANTEED 






CGEUMBIA 





ME MADE BY COLUMBIAN ROPE COMPANY 
E ~ "AUBURN, N.Y. ; D 


EMT GUARANTEED ROPE 





By the Red, White and Blue 
Tape-Marker 


and the 
Red, White and Blue 


Surface Markers 


And it’s a Guarantee that can’t be missed. In all Columbian 
Tape-Marked Pure Manila Rope, *4 inches in diameter and 
larger, the red, white and blue surface markers stand out con- 
spicuously. 


Not only do they differentiate it from every other rope, but 
they tell the rope buyer that the rope is Columbian—doubly 
Guaranteed. The red, white and blue surface markers indicate 
that within one of the strands is the famous Columbian T'ape- 
Marker, which contains the manufacturer’s signed Guarantee. 
For years, this has been the Hall-Mark of Quality and the 
buyers surest guide for selecting the rope from which he could 
always obtain his money’s worth in value and service. 


Now it is possible to distinguish Guaranteed Columbian 
Rope at a glance. Look for the red, white and blue surface 
markers. They are definite evidence that the rope in which 
they appear possesses all the latest features known to rope 
making—and it is tangibly Guaranteed. 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


Branches :— New York Chicago Boston New Orleans Philadelphia 


newt OPE 

















166 


HARDWARE AGE for FEBRUARY 7, 1929 





Puritan pressure gas white porcelain 
ranges with built-in ovens, No. 759, 
714, 4 burner, $38: 
703, 3 burner, $26.50. 

moO. war - i 
2.50; 211G, 


3; stoves, No. 
, ao $33: No. 
Ovens, Perfection, 
burner, plain door, 
glass door, $2.70; No. 122G, 2 burner, 
glass swinging door, $6.20. Puritan, 
No. 42G, 2 burner, glass drop door, 
$5.50; o. 42, 2 burner, steet drop 
door, $5. 25. 


POULTRY NETTING AND WIRE 
CLOTH.—The demand has _ quieted 
down as the bulk of the buying for 
spring has been done. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Poultry netting, galvanized after 





weaving, 50 and 10 per cent off list; 
galvanized before weaving, 50, 10 
and 10 per cent off list. 

Wire cloth, per 100 sq. ft., 12 mesh 
black, $1.95; 14 mesh, galvanized, 
$2.60; 14 mesh bronze, $6.10; 16 mesh 


bronze, $6.50. 
PREPARED ROOFING.—The recent 
sharper downward revision of prices 
has stimulated sales, which are heavy. 
Quotations below, while representing 
the market fairly well, are not the ex- 
treme prices that sometimes come out. 


JOBBERS’ QUOTATIONS =. RE- 


disappeared. 


JOBBERS’ “UOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Tubes, CX No. 112A, $2.75; CX No. 
25; "é- x No. 327, $4; CX No. 380, 


$2.7 

Philco 6- 180- volt, cB 686, socket 
power units, $33; AB-386, $39; AB- 
‘ ; 6- 150- volt, AB-663, and AB- 
7; AB-623, $33; 4- volt, AB-463, 
AB-423, $30; 6-volt, A socket 

power units, A-603, $16.50; B socket 

units, B-86, $21; B-603, $16.50; Philco 

trickle charger, TC-60, $6 
ROPE.—The demand is light. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Best grade manila rope at 20%c. 
per lb. for factory shipment and 2ic. 
per lb. for stock shipment; sisal rope, 
l6c. per lb. for factory shipment and 
16%c. for shipment from stock. 

SHEETS.—Jobbers have cleaned out 
their old low price stocks and have 
marked prices up $2 a ton to conform 
with the recent advance in mill prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

24-gage galvanized sheets, $4.50 per 
100 Ib. 

SASH WEIGHTS.—tThese are dull and 


prices are unchanged. 





| that prevailed during the holidays has | placed a good amount of business since 


| the recent announcement of the sea- 


son’s prices. 
JOBBERS” QUOTATIONS Aro! RE- 


TAILERS, 
Wood Ray yD og on boards, 
} 24 in. sq., $11. ~ per doz.; 26 in. sq., 
$13.80 per doz. 28 in. sq., $16.10 per 
doz.; 30 in. sq., ” $18. 75 per ‘doz.; 36 in. 


Sq., ‘$26.10 per doz.; ; 18 x 30 in., $13.00 


per doz.; 20 x 30 in., $15.70 per doz. ; 
24 36 in., $17.40 per doz.; 30 x 38 
in., $22.30 per doz.; paper lined, 18 
in. sq., $5.75 per doz.; 24 in. sq., $7 
per doz. : 30 in. sq., $10 per doz.; 
18 x 24 in., $6.70 per doz.; 20 x 30 
in., $9.75 per doz.; 30 x 36 in., $13.85 
per doz. 


came out. 

JOBBERS’ 9 Nabe oh TO RE. 
TAILERS, F.O.B. CLEVELAND: 

6-in., 20- -gage stove pipe per crace 
of 25 ‘joints, $3.28 for factory ship- 
ment and $3.55 for stock shipment. 
Same 26-gage, $3.90 for facto ship- 
ment and $4.25 for stock shipment, 
6-in. corrugated elbows, $1.30 per 
crate for factory shipment and $1.40 
for stock’ shipment. 


WEATHERSTRIPPING. — Buying 
about over for the season. 


—e 


STOVE PIPE AND ELBOWS.—There 
has been considerable activity in these 
items since the prices for this year 


Ss 































mand has developed recently, as retail- 
ers are placing orders for spring. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Mixed paints, first quality, $2.60 


ness is not large. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Union Hardware Co. line: Alumo 
shoe skates, standard model, $6.75 


skate keys, 36c. per doz.; stamped 
steel keys, 30c. per doz.; Union skate 
sharpeners, $1.85 per doz.; tan straps, 


10 per cent and 4 per cent. 
Enameling lacquers, $1.20 to $1.65 
per qt. 


5 in. x 20 in., $1.50 per doz. pair; 

RADIO EQUIPMENT.—Jobbers are * in. x 28 in., $1.85 ao oe. pair; 

n. X 2 n., web, » per doz. 

taking a fair amount of business in re- pair; %& in x 28 in., web, $1.40 per 
ceiving sets, but deliveries on new mod- doz. pair. 








els are slow. The shortage in tubes | STOVE BOARDS. — Retailers have 


JOBBERS’ eee ate io RE- 


an an eee JOBBERS’ QUOTATIONS TO RE- TAILERS, 

Popular grades, light, 80c. per g TAILERS, F.0.B. CLEVELAND: Home Teeaheat wnsinuataning in 
ee wae Sor wons eens anes Sash weights, $36 per ton; for mill cartons and in 500-ft. reels with reel, 
per vee; slate surface roofing, $1.72 shipment, $34 per ton. 3%c. per ft.; Airseal, 500-ft. spools, 
per roll. . P . 2 ft. 

SKATES.—While jobbers are getting a td 
% r dy ‘ J le . Copper weatherstripping, Tac- Ezy, 
PAINTERS’ SUPPLIES.—A fair de- | some fill-in orders, the aggregate busi- 36 in. window sets, 90c. each; 42 in., 


$1 each; 3 ft. x 7 ft. door sets, $1.25 
each; coil strip, 1 in., $3.85 per 100 
a 1% in., $4 per 100 ft. 

WINDOW VENTILATORS.—tThe sea- 


sonal demand is pretty much over. 


per gal. for colors and $2.75 to $2.80 per pair; special, $5.50 per pair; pro- y = 
for white. fessional, $8 per pair; Crusades, $4 TALERS OB. CLEVELAND: 9g 
Turpentine, in barrels, 76%c. per per pair; clamp skates, No. 624, 84c. Diamond E_ adjustable yentantera 
gal.; less than bbl., 91%c. per gal. per pair; No. 1624%, $1.19 per pair; 8 x 33 in., $3 per doz.; 39 in.. 
Linseed oil, in bbis., 91%c. per gal. No. 1724%, $1.62 per pair; No. 524%, $4.80 per doz.; 11 x 33 in,, $5. 20 et 
less than bbl., $1.16% per gal. $1.27 per pair; No. 5624, ladies’, $1.12 doz.; 11 x in., $5.60 per doz.; x 
White lead in 100-Ib. kegs, 13%\c. per pair; No. 5624%, ladies’, $1.44 per 37 in., $6.40 per doz. 
per Ib.; in 50 and 25-lb. kegs, 13%c. pair; No. 524%, ladies’, $1.55 per Continental adjustable, cloth, No. 
per Ib.; in 12%-Ib. kegs, 14%c. per pair; children’s extended bobs, 40c. 937, $4 per doz.; sie. 949, $5.40 per 
Ib. Quantity discounts, 500 Ib. to 1 per pair; self-contained, ball bearing doz.; No. 1537, $5.20 per doz.; No. 
ton, 10 per cent. One ton or more, rolls, $1.20 per doz.; malleable iron 1549, $6.95 per ‘doz. 


WRENCHES.—A 5 per cent advance 
to 70 and 5 per cent off list has been 
made on Trimo pipe wrenches and ad- 
vances have been made on most of the 
Stillson type of wrenches. The Master 
Stillson is unchanged. 










—New York Reports Spring 


NEw YorK, Feb. 5—The first month of the New Year was gen- 
erally on a par with January of 1928. Prices were stronger this 
year and sales volume about the same. Intermittent cold spells have 
helped the sale of certain winter items such as ice skates, coal 
shovels, ash sifters, ventilators, etc., but there is still some sluggish- 
ness noted in the demand for spring merchandise. Ordinarily 
futures booked at this date are quite heavy. The absence of heavy 
bookings suggests that the retail trade will require rushed ship- 
ments a little later. 

Prices appear very firm in all lines. Rumors suggest further ad- 
vances in builders’ hardware specialties. Copper products are 
stronger. 

Coltections average normal. 
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Prices Continue Strong—Collections Normal 


Futures Lag 


BATTERIES.—Jobbers report ample 
stocks and firm prices. The demand for 
this season of the year continues nor- 
mal. 


JOBBERS’ QUOTATIONS a RE- 
TAILERS, F.0.B. NEW YORK 


Dry cells, No. 6, ignition “type, 
32%c.; No. 7111, same type, 35%4c. 
each. 

Hercules, No. 6, ignition type, 23c. 
each in lots of 5 

B batteries, No. 771, 42c. each; in 


units of 5, 39c. each; No. 764 and 768, 
$1.22 each; in units of 5, $1.14 each; 
No. 763, $1.15; in units of 5, $1.05 

; No. 772 (vertical type), $2.06 
in units of 5, $1.92 each; heavy 
duty, vertical type, No. 770, $3 each; 
in units of 5, $2.80 each. Layerbilt, 
No. 486, $3.20 each; units of 5, $2.97; 
New Layerbilt, No. 485, $3.22 each; in 
units of 5, $2.97 each. 


each; 
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Are you a NATIONAL Dealer? 


If not, join the ranks of 
this successful group today 


NATIONAL dealers throughout the country 
enjoy a steady volume of profitable business by 
carrying this quality line of builders’ hardware. 


Natienal 


Garage Hardware finds increased popularity with 
the trade each season. 


There is a garage set for every type and style of 
door. No. 817 Two-Door Trolley Garage Set when 
used in pairs will serve four doors. This set can be 
‘stead a tle Wa used on either the inside or outside of the garage. 


a ene Nos. 815 and 816 Three-Door Trolley Garage 


Sets are equipped with the 
No. 853 Ball Bearing Swivel 
Hanger, which can be easily 
and quickly adjusted both 
laterally and vertically—a 
feature that is found in few 
other hangers. 





Write today for complete 
catalog and further infor- 
mation about National 
Builders’ Hardware if you 
are not acquainted with the 
generous sales and advertis- 
ing cooperation given our 
dealers. 





Nos. 815 and 816 Three-Door Trolley Garage Sets 


National Manufacturing Company 


STERLING : ILLINOIS 
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BOLTS AND 


NUTS.—A normal de- | 
mand is reported. Prices remain un- | bers short. 


changed and stocks are in good con- | 


dition. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 
Carriage bolts, 55 off list. 

lots, 60 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 


Case 


50 and 10 off list; larger to 1 by 30, 
se per cent off list; 1% to 1%, 30 off 
ist. 

Coach screws, 55 off list. Case 


lots, 60 per cent off list. Step bolts, 


50 per cent off list. 


CARPET SWEEPERS.—A fair call 
exists for the colored models. Prices 
steady and ample stocks. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 
Carpet sweepers, Standard, $3 each; 


Universal, japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—A good demand for clocks 
exists. Full stocks and unchanged 
prices are reported by local jobbers. 
JOBBERS’ QUOTATIONS T° RE- 
TAILERS, F.0.B. NEW YOR 
Alarm clocks, Big Ben, $2. Oo: “same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 


prices; Ben Hur, $1.76; same lumi- 
nous, 46. 

Blue Bird, luminous dial, $1.76; 
Blue Bird, $1. 22; Sleepmeter, $1.40; 
Sleepmeter, luminous dial, $2.10; 
American, $1.05. $1.76 

49, 


Auto clocks, Westclox, plain, 
same luminous, $2.46. 


FLASHLIGHTS. — Demand is 
Prices unchanged and stocks full. 


JOBBERS’ ogg ie eee + TO RE- 
TAILERS, F.0O.B. NEW YOR “om 
Flashlights, No. 2602, 68c.; No. 2630, 
No. 2631, 68c.; No. 2612, $1.10; 
, $2. 08; No. 2674, $2.08; No. 
697, $1.49; No. 2642, $2.73; No. 2644, 
$2. 73: No. 2660, 84c.; No. 2634, $1.17; 
No. 2619, $1.43; No. 6993, $2.63; 
2645, $3.57. Prices are each and net. 
Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 eacn. 


FLASHLIGHT UNIT CELLS.—Very 
good business is being done in this 
line, a large part of which comes from 
replacements. Stocks are in good con- 
dition and prices steady. 


JOBBERS’ ep te nee 4 TO RE- 

TAILERS, F.0.B. NEW RK: 

Eveready Flashlight unit —_ No. 
"i | se 


fair. 


No. 790, 13c.; No. 7 
13c.. Prices are each and net. 


ICE SKATES.—Due to the continued 
cold weather, ice skates have become 


| 











Jobbers report some num- 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Ice skates, hockey tubular outfits, 


very active. 


with shoes, aluminum, for men or 
women, $5.25 per pair; same nickeled, 
$6.25 per pair. Racing tubulars, the 
same prices in aluminum finish; 
nickeled finish for men, $6.50; for 


women, $6.25. Men's sizes, 4 to 11; 


women’s sizes, 3 to 9. 


Club skate outfits, with shoes, for 
men, sizes 4 to 11; for women, sizes 3 
to 9, $3.85 per pair. 

Men and boys, all clamp = club 
skates, 9 to 11% in., cast steel pol- 
ished runners, 84c. per pair; same 
nickel plated, $1.19 per pair. Same 
hockey model, $1.31 and $1.69 per pair 
respectively. 

Women’s club skates, leather back 
strap, cast steel runners, $1.12 per 
pair; same nickeled, $1.44 per pair; 


same hockey model, $1.57 and $2 per 
pair respectively; 8 to 11 inches. 


Extension bob skates, 6 to 9 inches, 
45c. per pair. Skate keys, 5c. each; 
skate holders, $5.25 each. Skate 
sharpeners, 18%c. each. 

Ice creepers, No. 1, 13%c. per pair; 


No. 3, 15%c. per pair, and No. 9, 32c. 
per pair. 


NAILS.—A moderate demand contin- 
ues. Stocks are reported to be satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. NEW YORK: 

Common wire nails, bright, 44d, 
$4.25 per keg; 6d, $4 per keg; 84d, 

3.85 per keg; 16d, $3.75 per keg; 

0d, $3.65 per keg; common wire 
nails, galvanized, 4d, $6.75 per keg; 
6d, $6.50 per keg; 8d, $6.35 per keg, 
and 10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 


PRESTONE.—The cold weather has 
increased this product’s activity. Job- 
bers are filling frequent orders from 
full stocks. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Prestone, in 1% gallon cans at 
$3.60 per gallon; in one gallon cans, 
$3.60 per gallon, and in half gallon 


cans, $3.80 per gallon. N. B.—These 
prices are all given per gallon, not 
per can. 


RADIATOR SHIELDS.—More activity 
is noticed as the weather has continued 
cold. There has been no change in prices 
and orders are being filled from ample 
stocks. 


soeene. QUOTATIONS thd RE. 
TAILERS, F.0.B. NEW YOR 
Radiator shields, ot adjustable, 


No. 1, $4; No. 1l-a, “Ss ok + ae 2 ; 
No. 3, $35; No. 4, $5; N $5.50; No. 
6, $6; No. 6b, $6; No. $6. 50; No. 8, 











$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


SASH CORD.—The normal demand 
for this season of the year continues. 
Prices are variable. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Sash cord, Samson Spot, No. 8, 65c. 
to 6714c.; Aetna No. 8, 30c. to 33%éc.; 
Phoenix, No. 8, 39c. to 41c.; Sachem, 
No. 8, 38c. 

No. 7 is lc. higher, and No. 6 is 
8c. higher on all brands. 


SCREWS.—No change in prices is con- 
templated in the near future. 


JOBBERS’ og Sah Bae TO RE.- 
TAILERS, F.0.B. NEW YORK: 

Wood screws, flat head, bright iron, 
4744-10-10; round head blue, 42%-10- 
10; round head, iron, nickel plated, 
2744-10-10; flat head galvanized, 20- 
10-10; flat head, brass, 40-10-10; 
round head, -brass, 3744-10-10. These 


discounts apply to new _ standard 
screw lists. 
Machine screws, flat and round 


head, brass and iron, 70 per cent 
discount. 
TIRES AND TUBES.—Steady prices 
and full stocks are reported by job- 
bers. A fair activity for this season 
of the year continues. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F,0.B. NEW YORK: 


Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 


tubes, 30 x 3%, $1.40; balloon tire 
tubes, gray, 29 x 4.40, $1.65; 32 x 
6.20, $3. 


VENTILATORS.—The recent and con- 
tinued freezing weather has brought 
activity to this line. Jobbers are doing 
a very good business and filling orders 
from full stocks. No change in prices 
is noted. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. NEW YORK: 

Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. _ 
1437, $7. 30; No. 1445, $8.10. Prices are * 
per ‘doz., net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, $6. 10; No. V959, 
$6.75; No. V1537, $5.85; No. 1549, 
$7.80. Prices are per dozen, net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 

.. $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7. No. » $8.40. Prices are 
per dozen, 

No 01B, $3.60: No. 1B, $4.40. 

Wurldbest.—List prices, No. 2, 


2.50 
each; No. 3, $3 each; No. 4, $3.50 
each: No. 5A, $4 each; No. 6A, $4.75 
each; No. 6B, $5 each. These list 


prices are subject to a dealer’s dis- 
count of 33% per cent. 





““Sho-well’’ Display Tables Offered by J. D. Warren Mfg. Co. 


A complete new line of display tables has recently been placed 
on the market by the J. D. Warren Mfg. Co., 208 West Wash- 


ington Street, Chicago. 


These new tables will be known as their 
According to the manufacturers, mass production has enabled 
line, which incorporates all 
of the modern, advantageous display features at a lower price 


them to produce their “Sho-well” 


than has heretofore been possible. 


“Sho-well” display table No. 1G-884-A, as illustrated, is one 
Dimensions are: 
The top is 2 in. deep inside the 
Shipping weight, 210 Ib. Construction is of seasoned 
Finish is medium tavern oak. 

The tables are furnished with or without bulb edge glass com- 
At a slight additional expense, card frames and price 


of the many types available. 
30% in. wide, 3414 in. high. 
rub rails. 
white oak and fir. 


partments. 


“Sho-well” line. 


845% in. long, 


cards may be added. 
and prices, may be obtained by addressing the manufacturer. 


Further information, descriptive matter 
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=.) The Business End 
of a Morse Drill 


HE engineerin? skill 

that goes into the 
design and manufacture 
of the point of a Morse 
Drill is something that 
only an expert machinist 
can understand. 






















The business end of this 
famous tool that appeals 
to the dealer is the 
steady, enthusiastic de- 
mand for drills with the 
Morse trade mark. 









The Morse Line 
includes: 


ARBORS 
CHUCKS 
COUNTERBORES 
DRILLS 
REAMERS 
MANDRELS 
TAPER PINS 
SCREW PLATES 
SOCKETS 
SLEEVES 

TAPS AND DIES 
CUTTERS 



































& MACHINE COMPANY 


BEDFORD , MASS.,U.S.A. 
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Pittsburgh Jobbers Report Trade Fair— 
Seasonal Lines Moving Normally 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Feb. 5.—Local hardware jobbers are experiencing 
very little improvement in business, but this ordinarily is a quiet 
period and there have been no developments that would tend to 


make it otherwise. 


Some seasonal increase is noted in the demand 


for poultry raising supplies, prices of which for the most part are 


the same as they were last year. 


in the movement of automobile tires and tubes. 


Some gain also has heen recorded 


Soldering coppers 


have been further advanced in keeping with the strength of the base 


metal. 


Iron jack screws which, it is said, have been selling at less 


than cost, have been given a stiff boost of 20 per cent, in the effort 


of manufacturers to get prices upon a profitable basis. 
have been reaffirmed until April 1. 


improvement. 


Axe prices 
Coliections do not show much 





AUTOMOBILE ACCESSORIES.—Low 


temperatures and snow have caused | 


some increase in the demand for chains | 
| per cent higher than the full case list, 


and anti-freeze radiator liquids, but the 
complaint still is heard that business 
is not as good as it might be. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs 
(one shipment), list less 35 per cent; 
50 pairs and over (one shipment), 
list less 40 per cent; adjusters, 50c. 
to 65c. per pair; pliers, 45c. each; 
links, No. 1, $6.50 per carton; No. 2, 
$3.25; No. 3, $3 
Radiator Compounds. — Denatured 
alcohol, 1 to 4 barrel lots, 60c. per 
gal.; 5 to 9 barrels, 58c.; 10 barrels 
or more, 56c.; Prestone, 1% gal. and 
1 gal. cans, $3.60 per gal.; % gal. 
cans, $3.80 per gal. 
Spark Piugs.—Lots of 100 or over, 
50c. each; less than 100, 53c. each. 


AUTOMOBILE TIRES AND TUBES. 
—January sales through the hardware 
trade reached larger total than it was 
thought they would make during the 
progress of the month. There has been 
no change in prices. 


BATTERIES.—Steady rather than ac- 
tive describes the demand for dry cell 
radio batteries. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Broken Unit 
Packages Packages 
2.2 $2. 





No. 06 
No. 2.97 
No. 1.92 
No. 2.80 
No. 1.14 
No. 39 
No. .97 
No. 1.30 
No. 1.30 
No. 1.92 
No. 1.79 
No. 6 dry cells, ignition type, unit 
packages, 36c. each. 
Flashlights.—No. 935, 6%4c. .each: 
No. 950, Re me 790, 13c.; No. 705. 


stat \ 7 13%4c.; No. 791, 13c. 
* Shot. a. 3 1461, $1. 67; No. 1661, 


nee, NUTS AND RIVETS.—State- 
ment made in this report two weeks 
ago to the effect that manufacturers 
were no longer insisting upon the ex- 
tra of 10 per cent for broken cases of 
bolts and nuts proves to be erroneous 
and was due to a misinterpretation of 
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the fact that some manufacturers who 
had been issuing two price lists, one of 
which was for broken cases and was 10 


found that confusion rather than help 
resulted from the higher list and did 
not reissue it. Another condition that 
influenced the statement was the ap- 
parently well-founded report that cases 
were fairly frequent where manufac- 
turers did not refuse payment of in- 
voices from which the extra charge for 
broken cases had been deducted. No 
change is noted in bolt and nut prices, 
but makers of large rivets have an- 
nounced an advance of $4 a ton to $3.10, 
base, per 100 Ib., f.o.b. Pittsburgh, and 
$3.20, base, f.o.b. Chicago, these prices 
being subject to a discount of 2% per 
cent on shipments into jobbers’ stocks. 
Local jobbers report a fairly steady de- 
mand. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All off 
list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off lis 

BUILDERS’ HARDWARE.—Business 
is good for the time of year and while 
high money rates, it is feared, will tend 
to check investment building construc- 
tion, the common expectation is that 
other kinds of building will provide a 
reasonably good amount of business. 
Prices remain very firm on all kinds of 
building hardware. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 pairs; 
 ¥-- 3% in., $i9: 4 x 4 in., $30. 

inges. —Heavy strap, 6 in., $1.85 

per a: 8 in., $2.85; 10 tm., $4.80; 
extra heavy _ = in., $2.30 per doz. 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps.—Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79¢.; 6 in., $1.05: safety, 3 in., 


styles, 60 per cent 





6 in., 


10 


97c. per doz.; 4% im., $1.14; 
$1.60. 
_ ee Sets.—Swinging hinges, 
$3 per set. 
"‘Leok Sets.—Heavy beveled, brass. 
inside, $17 per doz.; front door, $2.50 
per set; steel, inside, $5.25 per doz.; 


front door, $1.65 
DOOR MATS.—A normally good de- 
mand is helped by the fact that sloppy 
walking intensifies the desire of house- 
keepers for clean interiors. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, -B. PITTSBURGH: 
Cocoa, $8 to $15 ~— doz. according 
to size; wire, 15% x 23% in., $1 each; 
18 x 30 in., $1. Hy 22 x 36 in., $2.15; 
35 x 48 in., $3.33 
AXES.—Present prices have been re- 
affirmed until April 1. 
ELECTRIC DRILLS.—This line con- 
tinues to find a good, steady sale. 
JOBBERS’ QUOTATIONS TO RE- 
TALE 7 " PITTSS BURGH: 
oO h; N 
aa a $48; No. 362, $35. 30; 


FERTILIZER .—Advance spring orders 


are in fairly good volume. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Old Gardner, cases of 24 1-lb. car- 
tons, $2; 48 1-lb. cartons, $8; 10 5-lb. 


142, $32 
No. 382, 


bags, $3.20; 10-lb. bags, $2.75; 2 
25-lb. bags, $2.25; 50-lb. sacks, $2 
each; 100-lb. sacks, $3.50 each. 


IRON JACK SCREWS.—Prices have 
been advanced 20 per cent and the new 
jobbers’ price to retailers, f.o.b. Pitts- 
burgh, is 50 per cent off list. This steep 
advance is said to have been necessary 
because former prices were below pro- 
ducing costs. 


PAINTING SUPPLIES.—Prices are 
holding well in spite.of a rather light 
current demand. Movement of paints 
on spring orders are fairly heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 1l5c. per gal. 
higher); white lead, 13%c. per Ib. 
in 100-lb. lots; 10 per cent less in lots 
of 50 Ib. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 75c. per gal. in barrel 
lots; raw linseed oil, 11.7c. per Ib. 

in barrel lots. 


POULTRY RAISING SUPPLIES.— 
Seasonal increase in the demand for in- 
cubators, brooders, etc., is noted. Last 
year’s prices continue. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Incubators and Brooders.—Incuba- 


tors, No. 1, $26.25 each; No. 2, $31.15; 
No. 3, $40.43; No. 4, $47.60; No. 5, 
74.90: No. 14 $11.55; No. 16 E, 
19.25; No. * oF 25.73; brooders, 
portable, N 0, $8.23 each; No. 21, 
$10.85; No. 22, 513.80; blue flame, No. 
80, $14; No. 81, $15.75; coal burning, 
Hy a $15.05; No. 118, $18.55; No. 


Fountains, Etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
—— mash hoppers, $1.30 to $2.10 
each 

Cel-O-Glass.—In 100-ft. rolls, 12c. 
per ae: ft.; in 50-ft. rolls, 12%4c. per 
sq. ft. 


SASH WEIGHTS.—Demand has not 
yet swung into its usual spring stride. 
Jobbers still quote them to retailers 
f.o.b. Pittsburgh at $42 per net ton. 
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OLIVER 


o NUTs 















Back of every Oliver Bolt, Nut or Rivet is the manufac- 
turing skill that comes with over 65 years of progressive 
experience—one of the paramount reasons why you can 
sell Oliver with supreme confidence. 


They are strong—they are uniform and always depend- 


able. 


OLIVER IRON AND STEEL CORPORATION 


SOUTH TENTH & MURIEL STS. 
PITTSBURGH, PENNA. 


ESTABLISHED 1863 
Sales Offices 


50 Church St., Room 2037 19th and Campbell Sts., 1221 Wynne-Claughton Bldg. 409 Browder Street 
New York, N. Y. Kansas City, Mo. Atlanta, Ga. Dallas, Texas 
710 Guarantee Trust Bldg. 10 High Street 2409 Book Tower 
Philadelphia, Pa, Boston, Mass. Detroit, Mich. 


Pacific Coast Agent 

Osgood & Howell 
610 Wells Fargo Bldg. 920 Washington Bldg. 317 Pioneer Bldg. 
San Francisco, Calif. Los Angeles, Calif. Seattle, Wash. 
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SKATES.—Fair demand is noted for 
ice skates and some interest is begin- 
ning to show in roller skates for spring 
delivery. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Roller Skates. — Union Hardware 
Co. line, No. 2, ay “3 per pair; No. 3, 
75c.; No. 10, $1.05; No. 6, $1.58; 
Winslow line, No. 38%, $1.50; No. 38, 
$1. = No. 38, rubber-tire, $2. 50 per 
pair. 
ice Skates.—Winslow line, No. 2110, 
65c. per pair; same L. S., $1.12; No. 
2120, $1.20. Same, L. &., $1.50; No. 
2140, $2.20; same L. S., $2.50. 


WEATHER STRIPPING. — Cold 
weather has disclosed a good many 
leaky houses and this has stimulated 
the demand for stripping. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Meta-Felt, % — $19.50 per 1000 
#3 % in., $26 per 1000 ft.; cushion, 
all felt, No. 18, me 40 per 100 ft.; No. 
19, $2. 85 per 100 ft.; No. 20, $3.25 per 
100 ft. 

Burfo, hard bronze, 3 and 4 ft. 
lengths, 5c. per ft. net. Economy, 
for windows, 36 x 36 in., $1 per 
carton of one window set; for doors, 
36 x 84 in., $1.26 per carton of one 
door set. 





WINDOW VENTILATORS.—This line 
still is moving well here. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. PITTSBURGH: 
Continental, metal frame, No. 833, 
4.50; No. 837, $4.75; No. 845, $5.2 20; 
0. 1137, $5.50; No. 1145, $6.0 ; 
1437, $7. 30; No. 1445, $8.10. ices on 
per ‘doz., net. 


pln wood frame ventilators, 

ae ee 60; Ln V923, $4.05; No. 

, $4.50: Jo. V949, $6. 16; No. V959, 
36. is No. V1537, $5.85; No. 1549, $7.80. 
Prices are per doz., net. 

Diamond E, metal frame, No. 01, 
+. 40; No. 02, '$4.80; No. 03, $5.60; No. 

1, | $9.20; No. $5.60; No. 3, $6.40: 

$7. 60; No. 5, $8.40. Prices are 
oe . net. 

Schurnacher, wood frame, sheet 
steel, No. 831, $2.75 per doz.; No. 
1137, $4.50. 

Wurldsbest. —All —n, No. 2, $2.50 
, $3.50; No. 5A, 
$5; all list, 
subject to dealers’ discount of 33% 
per cent. 


WIRE PRODUCTS.—Fence and fenc- 
ing materials are doing fairly well, but 
the movement of nails waits on the ad- 
vent of more open weather and in- 
creased building activity. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 





Fence Wire 


per 100 Ib. Annealed Galvanized 
No. . a Seer $3.00 $3.45 
UT Ps areigin’e tsk. 0\p 0-6 20 3.05 3.50 
No. it ae. SE. Sa 3.10 3.55 
BEA er 3.15 3.65 
Se ore 3.25 3.80 
SS ee Se eee 3.35 4.00 
a er ere Med 4.30 


No. 16 3 
Barbed wire (per 80-rod spool): 
2-point cattle $2. 
2-point hog 
4-point hog 
4-point cattle 
2-point cattle (special) 
Field Woven Wire Fence, 





per 700 


ods: 
0 ORR ee eas ee ee Pee $39.80 
Sh Er ee ea ere 55.80 
MEE BUSES 5 <i fo enc ciinsresaces 27.70 
oe Bo ae eee 7.00 
ie oe a een a 
Ot ee eee 9.2 
way and rabbit (No. 14% gage): 
INO; EE 6:0 cGinble'v cv sweee ss sehen 
RE I a 48:00 
| ee ee omer ea 49.50 
— mesh 
NG, BOE . Siseexce.seun sha can tenued $37.00 
No. ED oc sins kgs eae ean eeae ee 44.50 
Ss MP si casos Sheearaanantrewins 52.00 
ER ee ee 60.00 
Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Stee! 
SY Pera a. ees 
. 3. aa 55c. each 38c. each 
ES RE ee 65c.each 40c. each 
6. rere ea es ts 5c. each 
Bright nails, base per keg, $3. 





Northwest Automobile Show Attracts 
Buyers to I win Cities 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, Feb. 5.—The Twin City Market Week, combined 
with the Northwest Automobile Show, combined to draw large num- 
bers of people to the Twin Cities during the week just closed. Mer- 
chants in all lines attended the dual event and profited greatly in so 
doing, placing their orders for spring merchandise at the attractive 
prices offered, and accumulating merchandising ideas from the 


many sources afforded by the jobbers here. 


The automobile show 


proved to be a real attraction, with the largest exhibit ever placed 
before the public in this section of the country. 

The past two weeks have been difficult one for the people in this 
section of the country, the continued cold and snow storms effec- 
tively blocking the traffic even to the extent of stopping air mail at 


times and delaying trains. 


Bus traffic ceased in some sections for 


several days and travel by private automobile was at a standstill. 
All of this diminished retail trade, especially in the smaller com- 


munities. 


Prices are firm and steady to a great extent, showing few changes 


since the first of the year. 





AXES.—Sales are steady, showing a 
fair volume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double ‘pit, handled, $24.25 doz., net. 

BALE TIES.—Demand is still fair, 
with ample stocks. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Single loop bale ties, 91% x 14, $1.64; 
9% x 15, $1.46; 9% x 14, $1.68 per 
bundle, net. 
BOLTS.—Dealers are gradually filling 
. their stocks for spring business. Prices 
are firm. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Carriage and machine bolts, 60 per 
cent, stove bolts, 75 per cent and lag 
ew 60 per ‘cent from standard 
sts 
BUILDING PAPER.—Demand is light 
at present. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Red rosin sized paper, all weights, 
2.50 cwt., and tarred felt paper, 
2.55 cwt., net. 
CHAIN.—Demand is steady, with cer- 
tain chains in particular demand. 
Prices are firm. 
JOBBERS’ 4 Akl Dh te 3 TO RE- 
TAILERS, F.O WIN CITIES: 
Log chain, A = in $14.35 cwt.; % 
x 14, $11.15; ‘on x 14, $10. 50; proof ‘coil 


ghals, in., $ 2.60; in., $9. 
in., mh. 5 = see owt, net. 





COAL HODS.—Sales still show a good 
demand for this line, with stocks ample. 
Prices are slightly changed. 


JOBBERS’ QUOTATIONS TO'RE- 
TAILERS, F.O.B. TWIN CITIES: 
Japanned open coal hods, 17 in., 
$3.35; 18 in., $3.85; japanned funnel, 
17 in., $4.30; 18 in., $4.90; galvanized 
open, 17 in., $4.70; 18 in., 5.10; gal- 
vanized funnel, 17 in., $5.80; 18 in., 
$6.30 doz., net. 
EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Distribution is light 
at present, but indications are for a 
good year in this line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Eaves trough, 5 in., slip joint, sin- 
gle bead, galvanized, ‘in crates, $5.25; 
6 in., $6. 40; conductor pipe, : in., in 
crates, not nested, $5.10; in., $7.15 
per 199 ft.; conductor aeon 3 in., 
$1.73 and 4 in., $2.88 per doz., net. 


FIELD FENCE.—Jobbers are booking 
orders for spring delivery. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Field fence, 9 ga., top and bottom, 
11 ga. intermediate, 26 in. high, $39.69 
per 100 rods, net, with other heights 
in proportion. 
FILES.—Retail demand is slow at 
present, and shops and factories are 
buying for their immediate needs. 
Prices are unchanged. 
JOBBERS’ over ares TO RE- 
TAILERS, F.O.B. CITIES: 
Nicholson files, 50 Law aan and job- 
bers brands, 60-10 per cent from lists. 
GALVANIZED WARE.—Sales show a 
steady call for some of this line, with 
prices firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard 10 qt. ee pails at 
$2.55; 12 qt., $2.70; 14 $3; 16 qt. 
stock pails, $4.70; 18 aw rn 50; stand- 
ard galvanized tubs, No. : a ’$7; No. 


2, $7.90; No. 8, $9.20; heavy galvan- 
ized tubs, No. 1, $12.85; No. 2, $14.05; 
No. 3, $15.25 doz., net. 


Reading matter item on page 174 
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\NDD VENEER 


Cleanser and Home Beautifier 





During 1929 the NEW Liquid 
Veneer will be featured in the 
biggest campaign ever put 





Featured in 85,000,000 sales 
messages that go into 


12,000,000 homes 


The NEW Liquid Veneer is 
more than the polish that 
“leaves no greasy film.” It is 
a cleanser and home beauti- 








behind it—85,000,000 sales 
messages in the Ladies’ Home Journal, McCall’s, 
Good Housekeeping, American Weekly and other 
publications. 


The NEW Liquid Veneer moves out onto the 
soap shelf among the other fast selling, every day 
household items. 


For, in this advertising, we are telling 12,000,000 
housewives what other women have found for 
themselves during the three years the NEW Liquid 
Veneer has been on the market. 


fier, just as useful for taking 
the “ring” out of the bathtub as it has always been 
for removing the “bloom” from the grand piano. 
It is help for every day dusting and cleaning—time 
saving and labor saving—suitable for every type of 
furniture and finish, floors, woodwork, furniture, 
nickel, brass, tile, porcelain, enamel and even glass- 
ware, 


To you this means increased sales, faster turnover, 
and greater profits,—dollars go into your cash reg- 
ister where only quarters went before. Order from 
your jobber. 


LIQUID VENEER CORPORATION, Dept. L-2, Buffalo, N. Y. 


Jobbers: Our “Trip-to-Cuba” Contest is the talk of the trade. Write for complete information. 
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GLASS AND PUTTY.—Call is light at 
present, with stocks ample. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Single and double strength A grade 
glass, Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50 
lb. steel drums, $4.85 cwt., net. 


NAILS.—Dealers’ stocks are low, as 
there is little call for nails at present. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100-lb. kegs, $3.20 
per keg, base. 


OIL STOVES AND HEATERS.—Pros- 
pects for a good year in this line are 
favorable. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

No. 500. Nesco oil stoves, $72 each; 
No. 218, $23.50 each; No. 213, with No. 
1103 shelf, $30.50 each, less 33 and 5 
per cent. ’Perfection oil ranges, white 
porcelain with built-in ovens, No. 
339, 5 Superfex burners, $140; No. 279, 
$120; Stoves, No. 74, 4 burners, $29.50; 
No. 73, $23.25; No. 72, $18. Puritan 
oil ranges, white porcelain, with 
built-in ovens, No, 249, $122; stoves, 
No. 44, 4 burners, $29.50; No. 43, 3 
burners, $23.50; No. 42, $18. Puritan 
pressure-gas (gasoline) white porce- 
lain range with built-in ovens, No. 
759, $128; stoves, No. 714, 4 burners, 
$38; No. 713, $33; No. 703, 3 burners, 
$26.50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burners, 
glass swing door, $6.20; Puritan, No. 
42G, 2 burners, glass drop door, 
$5.50; No. 42, 2 burners, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
green Be black Pyrex globe, $16. 5; 
aie a 


Sickel anedan $9.25; No. ck 
drum and vig ‘$7. 25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 33% per cent; on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 


PYREX OVENWARE.— Demand is 
good, with stocks well filled. The 
items quoted are changed to some ex- 
tent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 643 
casseroles, $1.17; No. 634 ——— 
$1.33; No. 212 bread a, * oO. 
200 pie plates, 67c.; No. 209 pie “plates, 
60c.; No. 231 utility dishes, 67c.; 
a tea — $2; No. 26 tea pots, “033 33; 

No. 953 percolator tops, 7c. each net. 


REGISTERS.—Sales are steady, with 
fair volume at present. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Cast iron registers, 20 per cent 


and wrought steel registers, 40 per 
cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Call for this line continues 
very good, with stocks ample. Prices 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Register shields, Gem, No. 1, floor 
type, $12; No. 10, floor type, $10; No. 
2, wall type, $6; and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. 1 and No. are 
oxidized copper. No. 10 and No. 20 
are black enameled. 

Radiator shields, Gem, adjustable, 


No. 3, $5; No. 4, $5; No. 5, $5.50; No. 
6, $6; No. 6-b, $6; No. 7, $6.50; No. 8, 
7. These prices are list per each 
and spbject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each list. 


ROPE.—Demand is fair, with prices 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Best grade manila rope, 7-16 in. 


and larger, 22c., and smaller than 
7-16 in., 23c.; best grade sisal rope, 
17c. lb., base. 


SANDPAPER.—Call for this line is 
light at present, and painting and deco- 
rating is at a low point. Shops are 
buying current needs. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 
SASH WEIGHTS.—Market remains 
steady on this line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Cast iron sash weights, regular 
sizes, $2.10 cwt., net. 
SCREWS.—Sales are showing a fair 
volume, with stocks rounding out for 
spring business. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Flat head bright wood screws, 50-5 
per cent; flat head japanned, 37% 
per cent; round head blued, 45 per 
cent; round head, nickel plated, 25 
per cent; flat head, brass, 40 per cent, 
and round head, brass, 35 per cent 
from standard lists. 
SKATES.—Sales are continuing good, 
with stocks being graded down for the 
end of the season. Prices have not 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Ice skates, No. 1624, men’s, 84c.; 
No. 624%, $1.19; No. 92%, $3.31; No. 
: : ladiess’ skates, 

62414, 


. 29416, $3.50; No. 
424%, 01.81 per pair, net. 


Genuine 
Nestor Johnson North Star, alumi- 


num finish, $6.75; nickel finish, $7.75 
pair, net. 
SNOW SHOVELS AND SIDEWALK 
SCRAPERS.—The heavy fall of snow 
has created a real demand for snow 
removing tools. Where stocks did not 
sell during the fall they have gone rap- 
idly in the past two weeks. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Snow shovels, steel blades, straight 
handle, $4.15; steel blade, D handle, 
$4.65; galvanized, steel blalde, 
handle, 15% x 17, $10; same 16 x 21, 
$10.65, and oohier’s 7-in. blade side- 
walk scrapers, $3.96 doz., net. 
SOLDER.—Deliveries are light, with 
prices fairly firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Strictly half and half solder, 33c.; 
and warranted half and half solder, 
34c. Ib., in 100-lb. boxes. 


STEEL SHEETS.—Demand is normal 
for this time of the year. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Galvanized steel sheets at $4.75 
ewt. base (24 ga.), and black steel 
sheets at $3.90 cwt. base (24 ga.); 
Armco galvanized iron (24 ga.), $6.65 
ewt., net. 

STOVE PIPE, ELBOWS AND DAM- 
PERS.—Demand is steady, though the 
selling season is past. Replacements 
are the mainstay of demand now. 





No. 1, $4; No. 1l-a, $4.50; No. 2, $4.50; 


Prices have not changed. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove pipe uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated, 6 
in. elbows, $1.27; adjustable charcoal 
iron, 6 in. elbows, $ doz.; cast iron, 
wood handle dampers, 6 in., $1.25; 
coil handle, $1.15 doz., net. 


STOVE BOARDS.—Sales are light, 
with stocks graded accordingly. Prices 
are unchanged. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Crystallized stove boards, 28 x 28, 
$16; 30 x 30, $18.60; and 36 x 36, 
$25.95 doz., net. 


STOVE SHOVELS.—Call for shovels is 
fair, with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Stove shovels, ‘Japanned, 1% in., 
50c.; Jumbo, japanned, 21% in., $1. 35: 
Jumbo, Jr., japanned, 76c. doz., net. 


TIN.— Deliveries are normal, with 
stocks ample. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Furnace coke tin, ICL, 20 x 28, 
et 30 box, and roofing tin, 20 x 28, 
Ib. coating, IC, $15.50 box, net. 


WEATHER STRIP. — Demand has 
been good, with stocks being kept well 
filled. Prices are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Me oy strip, wood i felt, %& 
in., $2.10 % in., $3; in., $4.20; 
Wirfs full reels, ’$3. 50; bealty, full 
reels, $3.75 per 100 ft., net. 


WINDOW VENTILATORS. — Sales 
show a very good demand. Stocks are 
well filled and prices firm. 
Continental, metal frame, No. 833, 
33 ea 34 .15; No. 845, $5.20: 


37, No. 1145, $6. 30: No. 
1437, $7. 30; 0. 1445, $8.10. Prices are 
per "doz. net. 


ee wood frame ventilators, 
Weir ene 3.60; No. V923, $4.05; No. 
+. 75; V1537, $5.85; No. 

7.80. ~tug are per dozen, net. 

eo nd E, metal frame, No. 01, 
$4.40; No. 02, $4. 80; No. 03, “xu No. 


1, $5.20; No. 2, $5.60; ° 6.4 
No. 4, $7.60; No. $8. '40. Prices are 
per dozen, net, 
No. 01, $3.60; No. 1B, $4.40. 
Wurldbest, List Prices, No. 2, $2.50 


each; No. 3, $3 each; No. 4, $3.50 
each; No. 5A, $4 each; No. 6a, $4.75 
each; No. 6B, $5 each. These list 


prices are subject to a dealer’s dis- 
count of 33% per cent. 


WIRE.—Demand is light, with prices 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized cattle barbed wire, $3.11 
eed 80-rod spool; galvanized barbed 
oe, wire, $3.34 per 80-rod spool; No. 
(base) oo, galvanized wire, $3.65 
A . and 
$3.20 cwt. 


WRENCHES.—Demand is showing a 
slight increase. Dealers are gradually 
filling in their stocks for spring trade. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap- -on ‘Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 


No. 9 smooth black wire, 


No. 202, Heavy Duty Set, $3.80; ao 
404, Flexible Socket Set, $8; No. 
Crankcase Drain Plug Sockets 33° 2 


No. 90, Square Socket Set, 3.10: N 
1817, Giant Snap-on with in Laer 
duty ratchet, $27.35 list, less 33% per 
cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 


Reading matter continued on page 176 
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LINCERWETT is a different 
remover — different composition, 
different materials, different 
method of manufacturing. And, 
most important, different in results 











i 


LINGERWETT deserves to be 


the success that it is. 


How can a dealer help building up 
a real remover business with a product 
like Lingerwett? 

We say in all sincerity and good in- 
tention to dealers and to painters that, so 
far as we can learn, Lingerwett is the 
very best remover obtainable. We be- 
lieve that it is—by superior formula, 
materials and method of manufacture. 
Further, by actual comparison, we have 
found it to be a definitely superior re- 
mover. 

However—if any user, for any reason 


thinks that Lingerwett is not the best 
remover, he gets his money back—and 
you get the full retail price from us. 

We repeat—how can a dealer help 
building up a real remover business 
with a product, like Lingerwett—and 
with a wide open money-back policy 
like that to back it up? 

Lingerwett deserves to be pushed— 
from the point of view of service to the 
user and of increasing sales and profit 
to you. 


The Wilson Imperial Company 


115 Chestnut St., Newark, N. J. 


LINGERWETT 
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(Boston office of HARDWARE AGB) 


BosToN, Feb. 5.—Not much change is noted in the general New 


England hardware situation. 


Retail sales are slightly better than 


they were a fortnight ago. The average retail dealer is decidedly 
cautions in purchases of new merchandise, confining his buying very 


largely to actual current needs. 


There is, however, some buying 


for future requirements, but the consensus of opinion among job- 
bers is that such buying is quite a little behind a year ago, and con- 


siderably behind two years ago. 
but not excessive. 


Retail stocks are well assorted, 


In contrast with the shelf hardware trade, 


heavy hardware jobbers had the best January experienced in years, 
and mill supply jobbers are experiencing a highly satisfactory busi- 


ness. 


Despite the cautious buying attitude of the average retail dealer, 
he has all the confidence in the world regarding business this year. 
The present lack of public interest in hardware store merchandise 


is believed to be but temporary. 


more to the financial situation than to the current slow sales. 


Perhaps his cautiousness is due 
Re- 


tailers say they are borrowing just as little money as possible owing 
to the high rates of interest charged by banks, and there is little 
indication that money will be cheaper so long as interest in the 
stock market remains on as great a scale as today. The retailer, 
therefore, is endeavoring to finance himself and naturally is watch- 


ing every penny spent. 


AIR MOISTENERS.—Some improve- 
ment is noted in the movement of air 
moisteners out of jobbers’ stocks, but 
retail buying is of a filling-in nature. 
JOBBERS’ gle a of TO RE- 
TAILERS, F.O.B. BOST 
Air + se lect makes, 
silver colored, $6 per doz., net; gold 
colored, $6 
ASH CANS.—Retailers are constantly 
in the market for ash cans, but most of 
them order for immediate wants only, 
consequently aggregate weekly job- 
bing sales are only moderately large. 
JOBBERS’ QuoT Ae, TO RE- 
TAILERS, F.O.B. BOST 
Ash Cans.—National +5 & 
Stamping line, No. 171, $3.12 each 
net; No. 181, $3.50; No. 190, $4; six 
ribs, No. 0180, $2.25. Reeves line, in 
lots of 25, No. 260, $1.80 each net; 
No. 26, $3.50; in lots of less than 25, 
No. 260, $2 each; No. 26, $3.80. Hill- 
son line, No. 7, $14 = doz. net; No. 
1724, $24; No. 1800, 
ASH SIFTS.—Every _—e brings or- 
ders to jobbers for ash sifts. Demand 
is for all sorts and makes. Ash can 
trucks also have a call. 
JOBBERS’ gap TO RE.- 
TAILERS, F.O.B. BOSTO 
Ash _ Sifts.—Triumph, “4 to the 
crate, in crate lots, $2.17 each crate 
net. Success, $6.50 per dozen net. 
Square, in dozen lots, $5.75 per doz. 
net; round, $3.68 Favorite, $6 per 
oy hag = Rapid, $8.40. 

h Can Trucks.—Little Mann, $30 
.. “ane. net; Senior, $28. Blue Rib- 
bon barrel racks, $3.75 each net. 

AUTOMOBILE ACCESS ORIES.— 

There continues to be a broad market 

for the various makes of tire chains 

and anti-freeze compounds. In con- 
trast, demand for tires, tubes and other 


automobile accessories is light. 





JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Tires.—Mansfield line, straight side, 
30 x 3% in., $8.85 each; 31 x 4 in., 
11.10; 32 x 4 in., $11.80; 33 x 4 in., 
ogg 2 32 x 4% in., $15.55; 33 x 4% 
+ $16.20; 34 x 4% in., $16.70; 33 x 5 
_ $21.15; 35 x 5 in., $22.70. Discount 
5 per cent. 
Tires.—Mansfield line, balloon, 37 x 
4.40 in., $7.20 each; 29 x 4.40 in., $7.60; 


30 x 4.50 in., $8.45; 30 x 5.00 in.. 
ee 20; 31 x 5.00 in., $10.65. Discount 

5 per cent. 

sree —Mansfield line, balloon, six 
ply, x 4.50 in., $11.05 each; 30 x 
5.25 of $13.85; 30 x 5.50 in., $15.65 
35 x 6.00 in., $18.55. Discount 5 per 
cent. 

Tubes.—Mansfield lines, 12 to the 
carton, 27 x 4.40 in., $15.60 per car- 
ton; 30 x 4.50 in., $18. Discount 10 


per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75 in., $9. 90 ~y carta: 
31 x 5.0 in... $10.50; .25 in., 


753 80: 
Discount 10 per 
In less than carton lots, 10c. 
per tube should be added to the list. 
Prestone.—In % gallon containers, 
$3.80 per gal.; in i gal. containers, 
$3.60; in 1% gal. containers, $3.60 for 
crate lots. Testers, $1.50 each. 


CULTIVATORS.—Jobbers are booking 
orders for cultivators to be delivered 
later in 1929. Bookings are somewhat 
behind those of a year ago. 


JOBBERS’ a taeten. TO RE- 
TAILERS, F.O.B. BOST 


Cultivators. — No. 
prong, $6.90 per doz. net; 
five-prong, $9.85; No. 
handle, $4.45. 

FISH TRAPS.—Sales of fish traps so 
far this winter have been quite satis- 
factory to jobbers in general and to the 
rank and file of retailers. 


Hon three- 
No. AC45, 
AC383, 8-in. 











Not Much Change Noted in New England 


Hardware Situation 


JOBBERS’ Quotas. TO RE- 
TAILERS, F.O.B. 

Fish Feeia Caemmnete sith reel, 
line and hook, $2 per doz. net; in- 
complete, 65c. 


GARDEN TOOLS.—Additional orders 
for garden tools are reported to have 
been taken by jobbers, but there is no 
snap to retail buying. General opinion 
among jobbers, however, is that book- 
ings to date are equal to those of a 
year ago. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Garden Tools.—Troweis, No. 214, 6 
in., $2.25 per 08 net; No. 6 x 6 in, 
$1.32; No. PS, 85c.; No. 120, $1.50; No. 
140, $2.50. Forks, No. 300, $3.50; No. 
40, $1.75. Weeders, $2. 

Garden Sets. —No. 112, child’s three 
tools, $1.50 per doz., net; No. BBT, 


$2.14; No. F, $4.54; No. HF, four 
ieces, 8 No. FSX, three spleses. 
15.38; No. 83, three tools, ; No 


1842, $1.20; No. 860, $2; No. $67, $4; 
No. 870, $6. 


IRON AND STEEL.—The movement of 
iron and steel out of jobbers’ stocks 
during January ran well ahead of that 
for the corresponding month last year, 
and February is starting off well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTO 
Steel.—Soft steel bars, 33 25% per 
100 lb. base; flats, $4.15; plain con- 
crete bars, $3.26%; deformed con- 
crete bars, $3.26%4; tire steel, $4.50 to 
$4.75; open-hearth spring steel, $5 
and $10; ogre spring steel, yd 
bands, $4.01% t o i hoops at $5.5 
$6; half round, 4.90; ovals, 3 90; 
hexagons, $3. S64, 2 cold-rolled steel, 
$3.95 to $4. - Bag 7 oe 
etna beams, 
$3.36%4; lates, $3. 36% to” $3. 59. 
lron.—Refined iron bars, $3.26%4; 
best refined, $4.60; Wayne, $5.50; 
Norway iron rounds, $6.60; squares 
and flats, $7.10. 


SHEARS. — Gradually retailers are 
coming into line with their orders for 
various kinds of shears. Jobbers’ 1928 
sales were much larger than their 1927, 
and 1929 is starting off as though 1928 
records will be beaten. 


JOBBERS’ quot Aros TO RE- 
TAILERS, F.O.B. BOSTON 

Pruning. Shears.—No. 300 ,# 
doz. net; No. 0, ; ne > iN 
6; No. 65, $7.50; 30, $8; 

5 , $22. 50: "Mo. 240, 318. 
, No. 8, $20 per doz. 
net; 9, $23; No. 39, $9. 

Grass Shears. — Special, $2.50 per 
doz. net; No. 5% -in. blade $2.75; 
No. 1360, 5%- ae blade, $4; No. 1267E, 
5-in., $6; Disston, No. 1105, 7-in. 
blade, $11. 75; Graham, — pattern, 
No. 017, $6; No. 117 

Shears. —Lawn, No* ve $2.50 each 
= hedge, No. 100L, $i; No. 100, 

-in., $1.30; 9-in., $1.65; No. 101, 9- 7 
$1. 75; border, No. 104, §- in., $2. 50; 

105, 9-in., $3.90; No. 2, 90c. fetben’ 
or rose, $6 per 4 tg net. No. 117, $8. 


WINDOW WEIGHTS.—Retail stocks 
of window weights are believed to be 
small. Jobbers say that if such is the 
case window weight requirements 
should be checked up and orders placed 
because the forward spring building 
movement is just ahead of us and 
weights will be needed by carpenters. 


JOBBERS’ Se eee TO RE- 
TAILERS, F.O BOSTO 

Window Weinhts os alll stock, 
2%c. a Ib. From foundry (local), 
$41 a ton. 
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. Follow up each sale. They give you 
entry into the home.If a child gets one 
Arcade Bus. he will want a com- 
plete fleet.If he gets a farm 
implement,he will want to 
equip an entire farm It can 
be done with Arcade Toys. 
Don't miss the opp 
tunity of sales in 
these toys the 
year round. Dis- 
play them so 
the child- 





No. 249 WHITE DUMPING 
TRUCK 
Retails $1.50 













No. 215 FORD WRECKER 
Retails $1.00 


No. 217 FORD WRECKER 







No. 106X FORD COUPE 
Retails 50c 

No. 116X FORD COUPE 

Retails 25c 


















ae 
No. 404-1 TOY McCORMICK- 
DEERING WEBER WAGON 
Fe Retails $2.00 







No. 275-3 FORDSON TRACTOR 
Retails 50c 








on display at the 
New York Toy Fair 
Hotel Breslin Room 718 


ARCADE 
CAST IRON TAYS 


Write us for catalog. Ask your jobber for prices 


ARCADE MANUFACTURING Co. 
FREEPORT, ILLINOIS 





No. 402 ARCADE TOY 
SPREADER 
Retails $2.00 











No. 211R RED BABY TRUCK 
(DUMP TRUCK) 
Retails $1.25 
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Chicago Business Is Satistactory—Prices 
Are Higher in a Few Instances 


(Chicago office of HARDWARE AGE) sets, $1.45 per set; wrought brass, 
CHICAGO, Feb. sr ae with = —— — ~ re- set; eplinder front door ‘sets, $6 per 
ported good considering the season. Orders for current and future set. ‘ rit 
shipment aggregate a satisfactory volume and the opinion still pre- pr ee Proven sae kena mae 
vails that spring business will be good. for all kinds of chain is excellent. 
The highways of the Chicago trade territory have been covered | Prices are firm. 
with ice and snow for the past several weeks, and this has stimu- TAQBBERS. QUOTATIONS TO RE- 
lated activity in many winter lines. Anti-freeze, auto heaters, tire %-in, Proof coll chain, 98.95 cwt. 
chains, lard presses, sausage mills, skates, skiis, sleds, axes, cross- | per °ient Oi Mate Mow, ae ee 
cut saws, wedges, sledges and cotton gloves are all very active at welded cow ties, $2.40 per ere! . 
present. Future orders for wire screen, poultry netting and roller st eo ae he a po ae yore 
skates are large and numerous. advance of 2% percent. Jobbers’ prices 
Prices show stability. A further advance of 214 per cent has | will soon reflect the advance. 
been announced by manufacturers of copper rivets. Higher prices TIOBBERS! QUOTATIONS TO RE- 
are now effective on lock sets, and jobbers’ prices will shortly fol- Copper aiate aul burrs, 30-10 per 
low manufacturers’ advances on butts and hinges. Firmer prices corres ouave — os 
also prevail on copper wire and nickeled, copper electric appliances. | responsible for an excellent demand. 
Conditions, generally are as good as can be expected at this sea- | Prices are without recent change. 
son of the year, and the outlook for the future is promising. A re- 7 poenens: QUOTATIONS TO RE- 
port issued by the Chicago Association of Commerce says: “An 8 oz. cotton po ol $1.35 per dozen. 
increase in the number of smalller purchasers has tended to keep the | ELECTRICAL MERCHANDISE.—Fur- 
volume of turnover at a highly satisfactory level. This condition, | thet advances on copper wire are de- 
combined with the optimism evidenced by the buyer’s associations 
who met in the city during the week, has all of the local distributors 
in a decidedly optimistic mood.” 
Steel mill production in the Chicago district now averages 88 per 
cent of capacity, and the prospects are bright for a record year. 
Prices are steady and well maintained. 
Collections are reported as averaging from fair to normal. 









clared likely in the near future. 
Appliance prices also have a further 
tendency due to higher copper. 


JOBBERS’ QUOTATIONS as RE- 
TAILERS, F.O.B. CHICAGO 

Electrical Merchandise. — No, 14 
rubber covered wire, $6 per A ti 
in less than 1000 ft. lots, $6.50: 
lamp cords, $11. 25 per 1600 | we 
ft. lots, $10.50; brush brass key 
socket, 18c. each; "lots of 25, 12%c. 





each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two piece at- 
emer | plugs, 7 Thc. each: 7 —_. 
re : Ox ic. ea ess n 
AUTOMOBILE ACCESSORIES.—Tire doz.; handled axes, service grade, age go J 


single bit, 3 to 4 15 per doz.; 


Boy Scout axes, $11. 50 doz.: motorist Electrical Appllances.—Iron Hot 


chains are very active, due to icy roads. point babe: in els of a, eee: ee 





An ‘excelient demand also prevails for 
heaters and anti-freeze. Prices are un- 
changed. 


JOBBERS'’ Syot Ariens TO RE- 
TAILERS, F.O.B. CHIC 

Spark Piugs. caniaeied “a Fords, 
60c. each; regular, 58c. each; Cham- 
ion X, 45c. each; Fg. my 9 Blue 

ox line, 53c. —— C., 53c. each: 
lots of 100, 50c.; x) Special Ford, 
86c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
34 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% in. 
$1.85 each. 

Tires and Tubes.—Mansfield ieee. 
30 x 3%, Liberty cord, wei heavy 
ost. oversize, $7.05; 32 4 Liberty, 

peavy duty, $11. 80: on 29 x 
0 $7. 32 x 6.50, heavy duty, 
$19.80; fa 30 x 3%, $1.20; balloon 
tire tubes, gray, 29 x 4.40, $1.50. 

Anti-Freeze Mixtures. — Eveready 
Prpstone, $3.80 pal, in cans. 

cerine.—“G. A.,”’ $1.80 gal.; 
alco ol and dusilies solution, 90. 


cylinder, 


detain tai are in good demand now. 
Current prices are unchanged. New 
fall prices are expected about March 1. 


JOBBERS’ oyor arene re RE.- 
TAILERS, F.0O.B. CHICAG 

Handled axes, a son nil single 
bit, 3 to 4 Ib., to $20 per doz.: 
double bit, 3 to ¥ A, $23 to $25 per 


Reading matter continued on page 180 





hand axes, $12 doz. 
BICYCLES.—Light demand at steady 
prices. 
JOBBERS’ QUOTATIONS To RE- 
TAILERS, F.0.B. CHICAG 
Double Bar Moto- “a Model, 


$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60 


BOLTS AND NUTS.—Local jobbers 
continue to sell bolts on the “full case” 
list prices. Some jobbers have adopted 
the “broken case” list prices, which are 
10 per cent higher. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all stove 
bolts 75-10 per cent discount; lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Local job- 
bers have not yet followed manufac- 
turers’ advances on butts and hinges. 
Higher prices are effective on lock sets. 


JOBBERS’ quora Tens TO RE- 
TAILERS, F.0.B. CHICAG 


3% x 3% steel butts a copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; x . quantities, 
$2.34 per doz. par: 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
titles, $3.12 per doz. gt heavy steel 
bevel inside sets, $ er doz. sets, 
case lots; steel bit- keyed front door 


FILES.—Normal 
prices. 


active. 
have subsided. 





beam, $5; lots of six, 7 “al Percola- 
tor, et 9169, $16. 

Radio — Radio : batteries, 
D 779 E, $1.40 each 5 


.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in “amen standard pack- 
ages, $2. 06 = 

Radio Tu UX201 i 
UX-199, $. teu: " UX- 227, 2. 60; ~ 
171A, $1.7 8%. 


JOBBERS’ QUOTATIONS a RE- 
TAILERS, F.0.B. CHICAGO 

First grade, 50 per cent; “medium 
grade, 60-10 per cent. 


GLASS AND PUTTY.—Glass is very 
Rumors of further advances 


JOBBERS’ SOTA TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, ig 
per cent ae single strength B 


. all brackets, ee cent discount: 


double ~~ Fs all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount: 
putty, pure de, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—Ham- 
mer sales are quite active. Prices are 
without recent change. 


JOBBERS’ Spore Tone a RE. 
TAILERS, F.O.B. CHICA 


demand at steady 
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your Root Coating Sales by 
handling Rutland NoTarIn/- 

















RUTLAND 


ASPHALT 6. ASBESTOS 








B THE SozIRDAY 
| EVF ane NST 


















ae advertising 


in the Saturday Eve- 
ning Post and Better 
Homes and Gardens 
makes Rutland Roof 


Coating easy to sell. 














There are just two ways of increasing your sales 
of roof coating—selling to more customers and 
selling more to present customers. 

Rutland No-Tar-In Roof Coating helps you 
win new customers because it gives you the 
support of extensive advertising in the Saturday 
Evening Post and in Better Homes and Gar- 
dens. Attractive display cards, furnished free, 
enable you to take full advantage of the new de- 
mand created by this advertising. 

Rutland helps you sell more roof coating to 
present customers because its quality insures con- 
sumer satisfaction and repeat business. 

Rutland Roof Coating is a high grade asphalt 
and asbestos preparation, backed by our 46 year 
record as manufacturers of quality products. It 
is as easy to apply as paint, and will not crawl, 
sag, harden, blister or peel. 

Send coupon today for full information and 
proposition to dealers. 


RUTLAND FIRE CLAY Co. 
RUTLAND, VERMONT 


Manufacturers of Rutland Patching Plaster, 
Stove Lining, Furnace Cement, and Concrete Patcher. 





RUTLAND FIRE CLAY CoO., Dept. P-6, Rutland, Vermont. 
Piease send me full information on Rutland Roof Coating. 








No-Tar-In 
ROOF COATING 
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Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 











LARD PRESSES AND SAUSAGE 
STUFFERS. —The demand for this 
line is excellent as “hog killing time” 
is at its height. Choppers are also 
active, and considerable demand is re- 
ported for parts as farmers are fixing 
up their old machines. Prices are 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Enterprise No. 25, $8.00 each: No. 
31, $8.65 each; No. 35, $9.50 each. 


NAILS, WIRE AND STAPLES.—Sales 
are bettering as the spring season im- 
pends. Prices are quite steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 


Mill shipment price is $3.05 base. 
Carload (36,000 lb.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 


No. 9 black annealed wire, $3.20 per 
100 Ib.; No. 9 galvanized, plain wire. 
$3.75 per 100 Jb.; catch weight spool 
galvanized cattle or hog wire. $3.80 
per 100 Ilb.; polished fence staples, 
$3.55 per 100 Ib. 


OIL COOK STOVES, HEATERS AND 
SUPPLIES.—Heaters are fairly active 
and future orders for cook stoves and 
ovens have started to come in. Steady 
prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Perfection.—No. 72, 2 burners, $18; 
No. 73, 3 burners, $23.25; No. 74, 4 
burners, $29.50; No. 279’ oil range. 
$129; No. 339 oil range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
purchases, including and following 
$100 qualifying order, 33% per cent. 
On all purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 

ness. 
Puritan.—No. 42, 2 burners, $18; 
No. ns No. 44, 4 
249 oil range, 


212- 1102; $23.50; No. 212, $18; No. 211, 
10 Prices ety a for Nesco 

me No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 33%-5 per cent. 


Ovens, Perfection.—211, 1 burner, 
lain door, # 50; 211G, glass door, 
Ro 70; No. 122G,’ 2 burners, glass 


swing door, $6.50. 

Puritan.—No. 42G, 2 burners, glass 
drop door, $5.50; No. 42, burners, 
steel drop door, $5.25. Dealers’ dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
stoves. 
gece Ovenee is: 12, $1.80; No. 05, 

No. 010, $3.90: 

i: No. Oe ba: No. 026, Hi 60: 
wn 75; No. 030, $5; No. 

$5.30; No. 0301, $6; No. 301, $6. 30: 
lers discount 31-5 per cent. 

Perfection and Puritan Wicks.— 
$3. 75 per dozen, $45 per gross. Deal- 
ers’ discount same as Perfection 
ne 

Heaters.—Perfection, No. 510, 
$6. ot: No. 525, $7.25; No. 1525, $7.75; 


No. 26 








No. 1530, $9.95; No. 1630, $11.50; No. 
1550, $9.50; No. 1560, $11; No. 1665, 
$13.50; No 1670, $14.50. Perfection 
Firelight Heaters, No. 1526, $9.75; No. 
1686, $16.50. Dealers’ discount same 
as Perfection cook stoves. 

Nesco Oil Heaters.—No. 12, $5. 
No. 15 ; No. 1600: 
3 . 1900C, 
12; No. 0190D, $10.50; 1900D, 
12; No. 0190E, $10.50; No. 1900E, 
$12; No. 505, $11. 25; No. 605, $12.75; 
Nos. 705C, 705D and 705E, $16. 

Discount 30-5 per cent. 

Nesco Wicks, Cook Stove.—$3.00 
per doz., same discount as ?—°7%4 
stoves. Nesco oil heater wicks, 

348, 40c. each list; No. 515 Giant, it, 
75c. each. Discount on Nesco heater 
wicks, 30-5 per cent. 


PAINTS AND OILS.—Usual demand. 


Prices are without recent change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
ay per gal.; 5 barrel lots, 82c. per 
gal. 

Denatured Alcohol. — Barrel lots. 
63c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 73c. per 
gal, net. 

White Lead.—100 lb. lots, $13.25; 50 
Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 


Shellac (4% lb. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

_.English Venetian Red.—In barrels, 
54%4c. per I|b.; in 100-lb. lots, 6%c. 
per Ib. 

. Dry Paste.—Barre! lots, 

i 


7c. per 


PYREX WARE.—Business is good for 
Prices have been steady for 


January. 
some time. 


JOBBERS’ + gh RU ay TO RE- 
TAILERS, F.O.B. CHICAGO: 

Bread Pans.—No. 21D $7.20 doz.: 
No. 214, $12 doz. 

New Handled Casseroles.—Round, 
No. 622. $12 doz.: No. 623, $ 
Oval, No. 632, $12 doz.; 
doz.; Shallow a No. 642, $12 doz. : 
No. 643, $14 doz. 

Pie Plates.—No. 209, $6 per doz.: 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup. = ts 
$24 doz.; 6 cup, $28 d 

Utility Pans.—No. a1. "$38 doz.; 
232, $14 doz. 

Gift Sets.—No. 515, $3.43 per set. 

‘ 


4 cup, 


No. 


ROLLER SKATES.—A very large de- 
mand is reported on future orders. 
Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Union Hardware, boys’, 
Union Hardware, girls’, $1.50. 


$1.40; 


ROPE.—Fiber prices justify higher 
costs on rope, particularly manila. 
Present figures will rule to March 1, 
so orders are unusually heavy at pres- 
ent. 


JOBBERS’ QUOTATIONS 7” RE- 
TAILERS, F.0.B. CHICAGO 


Best manila, standard eiesite: base, 
20c. © .; No. 2 manila, 18¢. per 
“4 1 sisal, 15c. per Ib.; No. 2 


Ib. : 
sisal, 14c. per Ib. 


SASH CORD.—Demand has improved. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


o. 7 standard brands, $8.15 per 
doz. hanks; No. 8, & per doz. 
hanks. Competitive re ie 4 

, $8.80 per 


- 70 eS doz. hanks; No. 


Reading matter continued on page 182 





SAWS, CROSS CUT AND WOOD.— 
Demand is excellent as the season is at 
its best. Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

5 ft. narrow Champion tooth, $1.55 
each; 5% ft. wide Champion tooth, 
$2.10 each; 5% ft. wide Lance tooth, 
$4.35 each; 4 ft., one-man Champion 
tooth, $2.45 each. 


Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
double braced frame, tuttle tooth 
blade, $11.40 doz 


SAWS, HAND.—Normal demand at 
steady prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


26 in., $29.50 doz.; 26 in., $33 doz.; 
26 in., $49.95 doz.; special, 26 in., 
Competition, $6.60 doz. 


SCREEN, WIRE AND POULTRY 
NETTING. — Orders continue very 
heavy. Prices are firming up. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


12-mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14-mesh, galvanized 
sereen cloth. ‘¢2. 65 per 100 ga: Ts 
galvanized before poultry netting, 
50-10-5 per cent discount. 


SCREWS.—Good sales volume at un- 
changed figures. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Flat ber ge 47% per cent; 
round head b 42% per cent; flat 
head brass, “0. ar “lane round head 
brass, 35 per cent. Larger orders, 10 
per cent less. 


SOLDER AND BABBITT.—No price 
changes. Sales are quite good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, $33 per 100 
Ib.; tinners 40-60 solder, $30.50 per 


100 Ib.; high speed babbitt metal. $20 
per 100 Ib.; a No. 4 babbitt 
metal, $12 per 100 1 


STEEL SHEETS. — Manufacturers’ 
prices are very strong. There is a 
steady fight against the new % of 1 
per cent cash discount, fostered by the 
manufacturers. Sales are quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


24 ge galvanized sheets, $4.65 
per 100 tb.: 24 gage black sheets, $3.80 
per 100 Ib. 


WINTER SPORTING GOODS.—This 
line is in excellent demand, due to ice 
and snow. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Key clamp rocker, men’s and boys’, 
bright finish, 75c. pair; half ke 
clamp rocker, women’s and oe 
east steel polished runners, $1.0 
pair; half key clamp hockey, women’ 4 
and girls’ best steel runners, $1.35 
pair; children’s extension bob skates, 
polished, 35c. pair; nickel plated, 45c. 

ir; Union tubular ice skate outfits, 

4.60 outfit; Nestor Johnson flyer out- 
fits, aluminum finish, $5.25 outfit; 
Nestor Johnson flyer outfits, nickei 
plated, $6.00 outfit; Strand Po 
edgegrain pipe, 4 ft., 60c. pair; 5 ft., 
90c. pair; 6 ny $1.30 pair; Strand 
skis, _maho; finish, 4 ‘ft.. 80c. 
pair; 5 ft., 110 pair; 6 t., $1. 50 pair. 

Sleds.—Fliexible flyer sleds, 35 per 
cent off list. 
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“That Reminds Me... 
I Need 


Some Paint” 












Mechanics buy paint, nails, screws, hin yes, screen 
doors—everything where they buy their tools. 





















—And they buy their tools where 
they can obtain the best selection 
This is particularly true of'bricklayers and their - 
trowels. Remember, bricklayers work with their 
trowels all day and a trowel to be entirely satis- 
factory must fo the right hang, right height 
and right degree of limberness. 
These sehen are among the highest paid ‘in the world. 


You can get their trade if you stock several dozen 
W. Rose Trowels of the kind most used in your locality. 


Make your store a headquarters for tools 
and your business will grow, for workmen in the 
well paid building trades always have money 
and hey buy more than tools in a hardware store. 


WM. ROSE & BROS. 
Geo. K. Goodwin, Owner SHARON HILL, PA. iff 
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In the Spring the Home Lover’s Fancy Turns to Lawn and Garden 
(Continued from page 97) 


form a sales contact with the thousands who pass by 
your store. At the same time, however, you have much 
valuable display space within your store. Some will 
come in your store for nails or bolts without the influ- 
ence of display. Others will be attracted by the display 
of merchandise in the window. When they get into 
your store you can, through proper store display, show 
them the many other items that may interest them. By 
all means give this matter of display careful attention ; 





use your store floor space for display and sales, not for 
warehouse purposes. 

If you have not been making it a special point to 
cultivate the favor of folks who are interested in im- 
proving the home and grounds, and in introducing 
modern labor saving appliances, now is a good time to 
begin, when spring is in the air and ’most everyone is 
feeling the urge to help nature make the home more 
happy and beautiful. 





The Corner Shop of Values is Haven for Odd Lines 


and Shrewd Shoppers . . . 


Lockwood & Palmer Co. hardware store in Stam- 

ford, Conn., the china and glassware department 
were greatly expanded. The firm had always offered 
good values in its house furnishing department, but had 
never carried fancy chinaware and glassware, gift sets 
and other popular items of this order. These, together 
with bridge prizes, vases, tea sets, etc., were then placed 
on display in the large second floor display room. 

Some of these items were found to be “slow movers,” 
others could not be sold due to slight damage in ship- 
ping. It was decided to group together all such items 
that might be sold at a special price—giving customers 
real values. This was done, resulting in what is now 
the “Corner Shop of Values.” Here in a corner of the 
second floor display room, occupying less than about 
100 square feet, are placed the items that are slightly 
damaged ; cannot be reordered ; bought at a special price, 
“one of a kind,” and other goods that are of high quality 
but can be sold slightly below the regular selling price. 

An artistic lattice fence and an arbor archway set off 
this little department from the rest of the floor. On 
bright-colored shelving and tables can be found china 
sets, vases, nut jars, bowls, tea sets, fancy glassware and 
candle sticks. Women passing out of the house fur- 
nishing department to the stairway or elevator cannot but 
help see the show card, “Corner Shop of Values,” and 
the multi-colored goods behind the dainty fencing invite 
closer inspection. During the weeks prior to Christmas 
red paper poinsettas and Japanese lanterns gave holiday 
“atmosphere” to the shop. 

Since the shop has been established it has grown in 


4 FTER the recent remodeling and renovating of The 


* 5 


popularity and favor. Many women visit it on every 
trip to the store, and the executives of the company 
report that many extra dollars have been earned since 
the “Corner Shop of Values” was developed in that 
back corner of the second floor. 















































SHOWN IN OUR ATTRACTIVE 
COUNTER DISPLAY 
20 CORTLAND CUTS 


Bin Containing 
“Fits-All” Bushing: 


THIS COR TLA N D ASK 
A. oe YOUR 
ASSORTMENT (yrind! Wi heels JOBBER 
WILL FILL —_— 
eigas. NO CHARGE 
EVERY ! mt FOR 
CONSUMER. [ae Cor’ 1 AND G a DISPLAY 
STAND 
DEMAND page 2 CUTS : ae 
ff IT 
A fast cutting wheel for KEEPS 
every purpose. Wheels 
are easily removed from YOUR 
the back, on which are 
printed the dimensions STOCK 
of each wheel contained IN ORDER 





in the display. 





Dimensions of display stand, 
19” long by 8” deep by 18” high. 


THE NEW “FITS-ALL” BUSHING 


A Mechanical Improvement Long Sought 
They help to sell the wheels 





The “FITS-ALL” bushing centers the wheel perfectly on the spindle and the 
flanges can then be tightened up so that the wheel is held firmly in place. 


The adjustable bushing FITS-ALL wheels on any spindle from 14” to 1” 
in diameter and is contained in the bin at the top of the display stand. 
ORDER FROM YOUR JOBBER TODAY 


CORTLAND GRINDING WHEELS CORP. 
CHESTER, MASS. 
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Fyfe in ACCO Tie-outs| | 


Every farmer needs good tie-out chains for his 
cattle. Often the farmer forgets or neglects this 
item. Remind him when he comes in your 
store. Sell him “ACCO” Tie-outs, the kind that 
you can truthfully say is the best—but costs no 
more than ordinary tie-out chains. Made by the 


AMERICAN CHAIN COMPANY, Inc. 
Bridgeport, Connecticut 


World’s Largest Manufacturer of Welded and Weldless Chains 
for All Purposes 
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Treat ’em Rough! 


E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 
Editor, Clover Business Service 


There’s one of those fine old-time hardware dealers in my town— 
his name is Z. C. Gillespie. And he doesn’t look like the picture the artist made of him. 
Anyhow, some months ago I induced Mr. Gillespie to give a sheet of Clover Green Stripe 
Sandpaper to each customer who called to buy the ordinary kind. 
Result: he now can’t sell anything else—every single one of his old 
customers demands Clover Green Stripe and won’t take any other 
kind. 

Talking of quality and flexibility, he told me a good one. A fellow 
came in and bought a half-dozen sheets of Clover Sandpaper—then 
started to fold them up. Gillespie said, “Wait a minute, I’ll wrap 
them up; you'll ruin them by doing that.” “No,” said the man, 
“you can’t hurt this Clover stuff,” with which he continued folding up the sheets and 
stuck them in his pocket. He knew his sandpaper. 

It’s wonderful how quick the customer gets wise to the virtues of a good article which 
he uses. The merchant may be the easiest fellow in the 
world to fool—especially when a slick talker expounds price 
versus quality to him—but, you can’t fool the man who 
has to put money and elbow-grease into your product. 
He knows a thing or two—he invariably buys on per- 
formance. 

Genuine Clover “Color Stripe” Abrasive papers and cloths 
are made flexible in process through a new method of manu- 
facture—they’re so much better than anything I have ever 
seen that I want you and your customers to know them. 

Will be glad to send full sheet samples to any dealer, and, if you will distribute a 
few sheets to your good customers, I will supply the paper—no charge to you, of 
course. 








E. B. GALLAHER: 


CLOVER MFG. CO., NORWALK, CONN., U.S. A. || Clover Mfg. Co., Norwalk, Conn. 
SINCE 1903 Send Sample Sheets 
|| Clover Flint Sandpaper 
SAND PAPERS dki REE Kis ‘ 
Cl Turkish E Cloth 
METAL CUTTING PAPERS AND CLOTH eno a seinccannykca a5 otane 
AUTOMOBILE NICKEL PASTE Clover Aluminous Oxide Cloth 
METAL POLISHES 








Name 


Address 
CLOVER GRINDING AND LAPPING COMPOUNDS 

Character 

of Business 
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ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, some time in May, 1929. L. P. 
Biggs, secretary, 815-816 Southern Trust Building, Little 
Rock. 


CALIFORNIA RETAIL HARDWARE & IMPLEMENT ASSOCIA- 
TION CONVENTION, San Francisco, Feb. 12, 13, 14, 1929. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 


CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, Feb. 
14, 15, 1929. Hotel Taft, New Haven. Henry S. Hitch- 
cock, secretary, Woodbury. 


HarDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Blowing Rock, N. C., June 11, 12, 13, 1929. Headquarters, 
Mayview Manor. Arthur R. Craig, secretary-treasurer, 
Charlotte, N. C. 


Itt1No1s RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuisiTion, Hotel Sherman, Chicago, IIl., Feb. 12, 13 
and 14, 1929. P. M. Mulliken, managing director, Elgin, III. 


Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
Exu1siT10n, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, secretary- 
treasurer, Mason City. 


LovIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 


MICHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exursition, Detroit, Feb. 5, 6, 7, 8, 1929. Head- 
quarters, Hotel Statler. Exhibit at Convention Hall. A. J. 
Scott, secretary, Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CUNVEN- 
TION, Feb. 19, 20, 21, 22, 1929, at Minneapolis Municipal 
Auditorium. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 


Mississipp1 RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 


MonTANA IMPLEMENT & HARDWARE ASSOCIATION COoN- 
VENTION, Bozeman, Feb. 4, 5, 6, 1929. A manufacturer’s 
exhibit will also be held from Feb. 4 to 8, inclusive. A. C. 
Talmage, secretary, Bozeman. 


NATIONAL RETAIL HarpWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okia., some time in June, 1929. Dates to 
be decided later. H. P. Sheets, managing director, 915-935 
Meyer-Kiser Bank Bldg., Indianapolis. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit at University 
Coliseum. Hotel headquarters will be announced later. 


Coming Hardware Conventions 





George H. Deitz, secretary, 414-419 Little Building, Lin- 
coln. 


NEw ENGLAND HARDWARE DEALERS’ ASSOCIATION CON- 
VENTION, Mechanics’ Building, Boston, Feb. 20, 21, 22, 1929. 
George A. Fiel, secretary, 80 Federal Street, Boston, 9. 


New York STATE RETAIL HARDWARE ASSOCIATION CoN- 
VENTION AND EXHIBITION, Rochester, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Powers Hotel. Exhibit at Edgerton Park. 
John B. Foley, secretary, 412 City Bank Building, Syracuse. 


Nort Dakota RETAIL HARDWARE ASSOCIATION CoN- 
VENTION AND EXHIBITION, Jamestown, Feb. 12, 13, 14, 
1929. C. N. Barnes, secretary, Grand Forks. 


Oxu1o HARDWARE ASSOCIATION CONVENTION AND Ex- 
HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 1929. 
Headquarters, Gibson Hotel. James B. Carson, secretary, 
315 Mutual Home Building, Dayton. 


OrEGON RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb.-5, 6, 7, 1929. 
E. E. Lucas, secretary-treasurer, Hutton Building, Spokane. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConveNnTION, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, 
Canyon, Tex. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INC., CONVENTION AND EXHIBITION, Commercial 
Museum, Philadelphia, Feb. 12, 13, 14, 15, 1929. Sharon E. 
Jones, secretary, 610 Wesley Building, Philadelphia. 


Soutu Dakota RetarL HARDWARE AsSOCIATION Con- 
VENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Charles H. Casey, 
manager, Nicollet at Twenty-fourth Street, Minneapolis. 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CoNvVENTION, Los Angeles, Feb. 20, 21, 22, 1929. H. L. 
Boyd, secretary, 508 Spring Arcade Building, Los Angeles. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT AS- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Building, Atlanta, Ga. 


VIRGINIA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. Thomas 
B. Howell, secretary, 602 Broad Street, Richmond. 


WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExursITIon, Auditorium, Milwaukee, Feb. 5, 6, 
7, 8, 1929. P. J. Jacobs, secretary, Stevens Point. Exhibit 
manager, George W. Kornely, 1476 Green Bay Avenue, 
Milwaukee. 
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125,000 HAMMERS 
Sold Through This Idea! 


AST YEAR the hammers sold through this EVANSVILLE 
Portable Display Tray far exceeded any ordinary expectations! 
The gratifying part of all this success is that dealers who feature 


this tray come back again and again with repeat orders. 


Now— 


because of this tremendous volume of sales—we are again offering 


this hammer tray on the old basis. 


HAMMERS | 


This tray requires only 
18 square inches of space. 
It reduces your selling 
expenses and_ increases 
your profits. It is the 
kind of display used suc- 
cessfully in chain stores. 
It is a proven method of 
moving merchandise. 
Hundreds of dealers are 
now using this EVANS- 
VILLE Hammer Tray— 
and profiting by bigger 
sales! 


mS 


Only 16 oz. Bell Face 
Hammers are displayed 
in this tray—all popu- 
larly priced. They meet 
every need of the house- 
holder or of the expert 
tool user. If you place 
this display on your 
counter—or in your win- 
dow—you will increase 
your hammer sales—just 
as hundreds of dealers 
have done in the past, 
and which we know you 
can do. 


aN 4 


EVANSVILLI 


POO! 





WORKS. Ip 


CATALOG No. 90 


The tray pictured above is furnished free. 


It is made of 


extra heavy cardboard, covered with a bright orange glazed 











paper. It presents a powerful selling appeal. 
Here’s Our Proposition— Your Cost Retail Value 
Y% Doz. 16 oz. Bell Face Crescent Nail Hammers....... @ $2.00 Net $ 3.00 ( 50c each) 
Y Doz. 16 oz. Bell Face Acme Nail Hammers.......... @ $3.00 Net $ 4.50 ( 75c each) 
¥Y% Doz. 16 oz. Bell Face Red Tip Nail Hammers....... @ $4.00 Net $6.00 ($1.00 each) 
114 Doz. 16 oz. Bell Face Hammers ...............00+: @ $9.00 Net $13.50 


(To the Inter-mountain and Pacific States, slightly higher) 


Handle—a real value to retail at 75c. . . . The 
Red Tip is Standard Full Polished, with natural 
grain White Handle—an unusual value for $1.00. 

(All 16 oz. Bell Face Pattern Hammers, Drop 
Forged—not cast—each individually tempered. 


The Crescent Hammer is painted Black, has a 
Polished Face and a Green Stained Handle—a 
good quality tool for 50c retail. . . . The Acme 
Hammer is nicely ground with Black Painted 
sides, Polished Claw and Face, and Green Stained 


Whether or not you have hammers in stock, it will pay you to feature 
this EVANSVILLE Tray in your store. The hammers you sell through this ce 


idea are extra profits. Please order through your jobber, or write direct to 


EVANSVILLE TOOL WORKS, Incorporated 


Evansville - Indiana 
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SARGENT 


LOCKS AND HARDWARE 

































The new Sargent “Catalonia” or CK 
pieces are of solid white bronze, 
with hand-forged wrought-iron finish. 
Lever handles with cylinder lock, 
H and L hinge plates, knocker No. § 
CK, entrance handle, knobs, and 
strap hinge plate — all are included. 








YOUR customers 
whether lock set, 


THE community has faith in you and in your store. 
To supply every hardware need of the community 
should be the aim’ of every hardware dealer; to im- 
press upon the community the advantages of buying 
hardware from a hardware spe- 
cialist in a hardware store is an 
essential part of efficient hard- 
ware merchandising. 

Every purchaser, of whatever 
article, expects to receive goods 
that are standard and the best. 
Whether the call is for locks, 
knobs and escutcheons, door 
closers, fire exit bolts, door 
knockers, sash pulleys, butts, 
screen hardware, padlocks, oil 
gates, food choppers, cow bells, 

























This brass knob is true to the Early 
American style. It connects with the 
Sargent Cylinder Lock. Knob No. 
1845 and cylinder. The “Newfane” 
knocker, No. 9 in the book of Sargent 
designs, has the decorative touch 
correct for a Colonial door. 
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—) [SARGENT 


LOCKS AND HARDWARE 


























Ph ca ni ADEM hy oa : 
; 
PY 
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Knob No. 1602 and keyplate 711. Sa-- 
ent makes a brass rim lock, too, 
o. B3525B in the list of designs. 

The door knob of cut glass and the 

quaint tear-drop keyplate give a trim 

appearance to interior Colonial doors. 
nob No. 2018. Keyplate No. 817. 





~ 


* 3 
Cyc oc BPI Re 


expect the BES 


plane or knocker 


bull rings or tools, you can be sure of giving satisfac- 
tion to every customer if you sell the Sargent line. 

By continuing to supply the highest quality in 
those many articles that can be found only in a 
hardware store, you are making 
sure of an ever-greater share of 
those purchases that may be made 
elsewhere, as well as in a hard- 
ware store. 

New business is the sure result 
of selling the highest grade goods. 
Sargent stands for the highest 
quality. Sargent & Company, New 
Haven, Connecticut; 94 Centre 
Street, New York City; 150 North 
Wacker Drive (at Randolph), 
Chicago, Illinois. 









Sargent cylinder padlocks with self- 
locking, double-locking spring 
Shackles. Cast bronze case, 1%” 
size with 4 pin tumblers, 1%" and 2” 
sizes with § pin tumblers, practically 
unlimited changes, with or without 
chains. “Quick and Quiet’’ Door 
Closer No, 520. Will fit any door 
opening out or opening in. 
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2 i ae 9 eed 
Stainless Steel Saw Edge Bread Knife No. 6S02 
e ° 

LAMSON Quality Since 1837 
We illustrate a few of the popular sellers in the Lamson Line of Cutlery, 
. famous for Quality for nearly a Century. 
b Many dealers are making a leader of the New Lamson Stainless Steel 
* Saw Edge Bread Knife which cuts bread so smoothly there are scarcely 
i any crumbs. The carvers shown are big sellers for engagements, bridal 
5 gifts, birthdays, etc. 
; Your Jobber will supply you. Send for catalog. 

LAMSON & GOODNOW MFG. CO. aazjime 
Shelburne Falls, Mass., U. S. A. kate 
Good Housekeeping 
New York Office—71 Murray St. Reo ae 
ag Vinteris Bide. Chicago, 1732 Republie Bidg. 
a i State Life Bidg. 
a an "aires Washington cer Sandon tae Aooeg Biss. 
Bidg. Seattle, 317-318 Pioneer Bidg. 
Utility Knif 7 — : Hot Grape Fruit Knife 
No. 6044-8" Anchor Brand Stainless Carvers _ —— 
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UTTING 
tans 


FVORY TOME HANDLES 
BLP CLAN 


TH “BIG PROFIT” vunsex 


Jobbers have multi- 
plied their 1928 sales 
in scissors and shears 
with this modern as- 
sortment of “IVORY- 





TONE” shears in its 
novel display cabi- 
net. Note retail offer. 


SAMITARY 
STRONG y 
SAVILLE 

* 

ZA iad 
Quay 
amuay 

coat Camsomirt 

COrTiNG BLADES 





THE POPULAR 


50c 


SELLER 
This original and prac 
tical cabinet grips each 
——==" I jiteed by. the purchaser, 
leased by the pu 4 
—_ — Ships perfectly. No. 7340 
Assortment contains 1 dozen famous Oval brand “Ivory- 
tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7”, 
8” sizes. 

yap RETAILERS can place an original order for 
—— to be billed through their 

Oo % 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR @: 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 




















EXTRA 
SALES— 


and Gem, Jr. 
take none of your 
selling time or effort. 
They occupy little 
space, and sell them- 
selves. 





Everybody likes these 
4 handy nail - clippers, 


because they trim the 
nails quickly and eas- 
They keep right 
hands looking as well 
as left. 


ily. 








The Only Nationally Advertised 
Nail-Clippers 

Copy appears regularly in The Saturday 

Evening Post, Collier's and Judge. 

Transparent Du Pont “Cellophane” keeps 


them bright, clean and sanitary. 
A sensible price—35 and 50 cents—every customer can buy them. 
Gem, Jr. can be carried on the watch-chain. 

Customers like the idea. And every sale is an extra sale—usually 
it’s on top of other sales on other articles. 


Get these extra sales. Your 
jobber has the Gem display. 


THE H. C. COOK CO., Ansonia, Conn. 
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An Electric Safety Razor « ; 


The Whisk Razor Corp., 1280 Main St., 
Buffalo, N. Y., is manufacturing the 
“Whisketeer” electric safety razor, which 
has a blade giving a diagonal cutting 
stroke. This blade motion is said to 





eliminate scraping, pulling and _hoeing. 
The manufacturer states that the razor 
massages the face as it shaves, leaving 
it cool and comfortable. 

The “Whisketeer” is easy to clean, rust- 
proofed and guaranteed against imperfec- 
tions in workmanship or trouble attribu- 
table to this cause for one year. The 
“Whisketeer” blades are sold in pack- 
ages of five and are said to be each good 
for from 10 to 20 shaves. 





Despite Small Window Space 
Cutlery Display Draws Trade 


More than three hundred cutlery items 
were shown recently by Duncan & Goodell 
Co., Worcester, Mass., in.a display window 
two feet deep and ‘six feet in legnth! 

Nearly every item in the company’s 
cutlery department was included in the 
display. Twenty-five sample boards, of 
Y%-in. pine and measuring 12 by 20 in, 
covered with dark green plush paper were 
used for mounting the items. Three rows 
of boards, five deep, composed the rear 
of the window and the remaining two 
were at the sides. 

Due to the extreme shallowness of the 
window, even the smallest items mounted 
on the panels could be easily seen. All 
were plainly priced. 

M. W. Haynes, display manager said, 
“It is difficult to determine exactly how 
much business this particular window dis- 
play brought to the store, but it did in- 
crease our cutlery business considerably 
and was well worth the time and effort 
spent on it.” 

Included which was 


in the display, 





shown for several weeks, were alarm 
clocks, thermometers, flashlights, wrist 
watches and several other kindred special- 
ties. These may not be considered as 
cutlery, yet they fit in very well with the 
average dealer’s cutlery stock and add to 
the effectiveness of the department and 
window displays. 





Special Handle Cutlery Line 


As an additional feature, the 1929 line 
of Samson stainless steel kitchen tools 
and cutlery, manufactured by the Sam- 
son Cutlery Co., Rochester, N. Y., is 
equipped with waterproof and crackproof 
enameled handles. 

Cracking and chipping of colored handles 
on kitchen tools and cutlery is said to have 





been eliminated by these new handles. 
The manufacturer states that the new 
handles will not crack, but will stay bright, 
smooth and colorful even after months 
of everyday washing in hot water. Among 
the items in this 1929 line are a can opener, 
spatula, server, fork, etc. 





Dwight Divine & Sons Issued 
Unique Seasonal Greeting Card 


A season’s greeting card of unique de- 
sign was recently distributed by Dwight 
Devine & Sons of Ellenville, N. Y., mak- 
ers of “Ulster” knives. 

The item is in the form of an extra 
large pocket-knife, made of cardboard 
stock with a message on the handle in- 
viting the recipient to open the blade. 
When he does, he is greeted with the 
customary seasun’s message printed on the 
blade. 

The whole was attractively printed in 
the season’s color of green and red. 








Edlund Junior Can Opener 


Edlund Co., Burlington, Vt., is manu- 
facturing a junior model of the Edlund 
Can Opener. This opener leaves a fin- 
ished, smooth edge, as the can is cut from 





This edge is not sharp, elimi- 
nating any possibility of injury and allows 
the contents to be emptied whole. 

The opener is 6 in. in length, made with 
metal parts, having a high nickel finish. 
The handles are of wood, finished with 


the top. 


lacquer in various shades. The junior 
model has been approved by the Good 
Housekeeping Institute and the Priscilla 
Proving Plant. 





Many Bladed Knife Made by’ 
Prison Ship Convict 


A knife having 384 blades was made 
under very peculiar circumstances. The 
story is that the maker, whose name was 
Hayes, was an employee of Colgar, a cut- 
ler of Limerick, Ireland, in 1830, and at 
the time made a dagger for presentation 
to a friend. On arriving at the house 
where the presentation was to take place, 
he found a quarrel going on in which his 
friend was engaged. On going to his 
friend’s assistance he used the dagger 
on one of his assailants, killing him in- 
stantly. He was arrested and convicted, 
but through his employer’s influence he 
escaped the extreme penalty of the law 
and was condemned to a term of imprison- 
ment on board a convict ship at Queens- 
town. It was during his confinement on 
the vessel that he made this pocket knife 
which was intended to be presented to the 
Lord Lieutenant (Governor) of Ireland, 
and which has since been exhibited in 
Paris, London, Dublin and Edinburgh, and 
also in Canada. 
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Prominent Displays 
Sell Cutlery 


Here are two good 
examples of bring- 
ing cutlery to the 
fore in the hardware 
store’s display. This 
window was by Wil- 
son Bell Hardware 
Co., Glendale, Cali- 
fornia. The lower 
photo shows the cut- 
lery department of 
The American 
Hardware Stores, 
Bridgeport, 
onn. 


Build REPUTATION wit 
Qua ity Cut Cry. ¢ @ « By FRED B. HINCHMAN 


MONTH or two ago I was discussing with a 

hardware dealer the possibilities for the sale of 

cutlery in his store, and we had talked over the 
policy that had been advocated in an article appearing in 
this publication a few weeks before: that of carrying 
a high-grade line. “That may be all right for a dealer 
in a good residential neighborhood,” said my friend, 
“but it wouldn’t go in my store; I have to stock cheap 
goods because my customers won’t pay the price for 
high-grade goods.” I didn’t agree with him but he 
claimed that he had tried a small lot of the finest grade 
and it had taken a long time to dispose of it, while dur- 





Reading matter continued on page 194 


ing the same period he had sold a fairly good sized quan- 
tity of cheap cutlery. Analyzing the neighborhood 
rather superficially it seemed to be the average one of 
small homes, two-family houses and apartments, where 
the wage-earner’s salaries should run about three to 
four thousand dollars a year, and I was forced to the 
conclusion that the trouble was not with the consumer 
demand but with the dealer’s stock. 

On the lower east side of New York just a half block 
from the Bowery, that famous thoroughfare known by 
name and reputation to almost everyone in this country, 

(Continued on page 194) 
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Grape-Fruit Knife 








The 
Grinder 
that 

is 
breaking 
all 


records 












Ve 
pase 





for 
sales 





Nothing Like It 
For the Money 


For outstanding value we have never 
offered anything that started selling and 
kept it up like the Pike Handy Andy Tool 


No. W8067—Milled Double Edge Grape-Fruit Knife. 
31” Stainless Steel Blades, sharp milled edges, Shaped 
Cocobolo Handles, Brass Rivets and Burrs. Packed 2 
dozen in attractive, easel-back display box. 


Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 


FRANKLINVILLE, N. Y. 








: Grinder. 
CHRADE C)AFETY From the genuine machine-cut helical 
tle gears on the inside to the genuine Vitrified 
er Nbiee Pike Grinding Wheel h tstde, thi 
° ike Grinding eel on the outside, tnis 
No Breaking of grinder, made in 4 sizes, is simply un- 
Singer nails beatable at the price. 


It runs as smooth]y as a watch, cuts cool 
and fast, and will grind the general run of 
home tools to the satisfaction of every user. 
Puts an edge on kitchen cutlery that would 
do credit to grinders costing double the 


Guin Satery 
pag money. 


Finished in genuine auto body enamel and 
backed by the Pike organization who have 
been— 
Manufacturers of Sharpening Stones 
and Specialties for over 100 years. 





Push the button and the blade opens auto- 
matically. Safety slide locks the button with the viade 





open or closed. DOUBLE-LOCKED-—the only Safety The Pike Line will make money for you. 
tations to ‘anlock aad. open the knife—therefore. safe, If your Jobber cannot supply—write to us. 


both conveniently done with one hand. 


TRADE [VeRLasTINGLY SHAR MARIA Pike Manufacturing Co. 


PIKE Pike, New Hampshire, U. S. A. 





SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 
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The Year Around Tool 


THE 
CHENEY 
GRINDER 


A rugged grinder which is well adapted for the 
hard usage which the farm and repair shops de- 
mand. Also useful for the smaller jobs because 
of its compact design. 

Model shown is Type 6-B 


Catalogue and prices sent on request 


S. CHENEY & SON 


MANLIUS, N. Y. 
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(Continued from page 192) 


right in the heart of the so-called Ghetto, there is a hard- 
ware store of a size and character that is a source of 
pride to its proprietor and that would cause consider- 
able surprise to many out-of-town dealers who have 
every reason to believe their stores to be first class estab- 
lishments. While my friend talked a mental picture of 
this east side store came to my mind. It is in the center 
of what has always been considered the poorest section 
of New York—the tenement house district. Yet here 
one will find a real cutlery department, where only the 
finest grades of cutlery are stocked. And what about 
sales? The sales of table cutlery, household knives and 


butcher knives will easily amount to $7,000 a year. 
Pocket knives, scissors, razors and other cutlery items 
will swell the total many hundreds of dollars. 





The Ventura Hardware Co., Ventura, California, 
made an attractive display in this small window space. , 
This window was a real trade winner. 


Here is a successful cutlery department. And what 
is the secret of its success? First and foremost, in my 
opinion, it is due to the quality of the lines sold. A 
reputation for honest, dependable merchandise has been 
established. Cheap cutlery is not sold in this store be- 
cause cheap cutlery never gives satisfactory service. 
The proprietor and clerks in this store learned long ago 
that cheap cutlery is a boomerang which, although it 
may never come back to strike down the profits, it 
usually kills off a cutlery customer. There are, of 
course, other factors in the success of this cutlery de- 
partment. One of the most important of these is edu- 
cated clerks, trained to know their goods and courteous 
in their manner of serving the customer. Added to 
these is an attractive, well-arranged store with good 
fixtures, fine displays and beautiful, artistically made 
show cards, drawer labels and price cards. Back of it 
all stands a reputation for fair dealing and high-grade ~ 
merchandise in all departments. 

Display in this store is the paramount thing. Cutlery, 


Reading matter continued on page 196 
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as Big Profit Makers 


Easy and quick to sell. 
shaves. 
sales increase and more profits result. 
are profit producers. 
for samples and give jobber’s name. 


Newark, N. J. 





106-110 Lafayette St. 


RADIUM BLADES 


Always pleases the man who 
He continues to buy, and tells his friends. Your 
Radium Blades 
Hardware dealers say so. 


OTTO ROTH, Inc., The Radium Cutlers 


WIEBUSCH & HILGER, Ltd., New York 


General Distributor 





Send 











| = 
Two Lively Spring Numbers— 
HANDY GRASS SHEARS 


Length 13 in. 
Blades 6 in. 
No. 117 







FAST SELLING 


_— efficient shear for trim- 
ming grass. Has none of the faults 

of the old sheep shear pattern. 

The NATURAL GRIP fits the 

hand and makes the shears a pleasure to use. 

Special spring washer and catch. 

Best of materials and highest- grade finishes. Popular prices. 


a PRUNING SHEARS 


A complete high 
grade line of tree 
pruners, lopping 
shears, pruing shears, 
etc. Attractive fin- 
ishes, durable and 
‘ficient cutters. De- 
signed for satisfaction. Our catalogue “C” covers this line. 

NOW IS THE TIME TO ORDER—SEND US YOUR 
ORDERS AND INQUIRIES. 


SEYMOUR SMITH & SON, INC. 
OAKVILLE, CONN. 
SALES REPRESENTATIVES 
JOHN H. GRAHAM & CO. 
New York 268 Market St., 





Vineyard Pattern 


San Francisco 


113 Chambers St., 


















Proved on 
the job... 





Tue well-worn DEXTER STRAIGHT STEAK 
KNIFE in the picture lasted so long the butcher 
who owned it can’t remember when he bought 
it. Like all Dexter knives, for all purposes, it 


had served him long, well, and economically. 
Sell this fine knife. Order The Dexter 11 pattern 
straight steak knife—rosewood handle. 


Hardware men invariably satisfy butchers (and any other 
knife user, for that matter) by furnishing Dexter. 


Harrington Cutlery Company 
SOUTHBRIDGE, MASS. 








STAINLESS 
MINCER 


Guaranteed _ stainless 
blade, beautifully fin- 
ished, perfectly 
sharpened, acid-resist- 
ing white enamel han- 
dle. Get prices from 
Sales Representatives: 


John H. Graham 
& Company, Inc. 
113 Chambers St. 
New York City 








New Haven, Conn. 











R. MURPHY’S 


PAPER HANGERS’ KNIVES 
In every paperhanger’s kit 
where QUALITY counts. 
They know from experi- 
ence it is a perfectly 
balanced, well 
made, long 


PAPER HANGERS 
lived knife. nave 


Made in 5 styles 
No. 2 Round Point 3%” 
No. 3 Round Point 3%” blade 
No. 2 Square Point 3%” blade 
No. 3 Square Point 3%” blade 
No. 1 pouare Point 3” bia 
You will find these, and 
all, R. MURPHY Knives 
profitable to sell for they 
satisfy workmen and crafts- 
men in every Hine. Write for 


Catalog. 
R. MURPHY’S SONS CO. AYER, MASS. 
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EDLUND 


THE CAN OPENER WITH 
UNIVERSAL APPROVAL 


A Quality Product—Guaranteed 


The Edlund Junior, shown 
Larger styles above, sets a new standard 
of excellence. Attractively 
finished and strongly con- 
structed for years of perfect 
service. 

A size for the needs of 
every kitchen, from the larg- 
est hotel to the smallest 
kitchenette. 


Write to Dept. H. for prices, 
samples. 


EDLUND COMPANY 
BURLINGTON, VERMONT 













































Curiosity 


Creates Customers 


GOOD window display is the 

best cutlery salesman you can 

engage. No man can resist 
the glitter of a well-arranged knife 
assortment; it stops him every time. 
Once his interest is aroused it’s an 
easy step to a profitable sale; profit- 
able not only in the gain from that 
one sale, but in the building up of 
good-will for continued business. 


The merest novice of a window- 
trimmer can qualify with the best 
by taking advantage of the display 
ideas in Hardware Age. 








































silverware and electrical goods are in one department, 
all displayed in cases arranged in the front, center of 
the store, a horseshoe shaped case at the front and 
straight cases down each of the two aisles. All of these 
cases are lighted and kept well arranged. The clerks 
know the profits to be made in these goods and have 
learned to call to the attention of any customer what 
the store has to offer in these lines irrespective of what 
the customer may have entered the store to purchase. 

My friend of the first paragraph had insisted that 
knife and fork sets with colored handles could not be 
sold in His store but, here, in this apparently poor neigh- 
borhood, such sets are always on display and goodly 
quantities are sold throughout the entire year. In fact, 
the sales of cutlery in this east side store are not con- 
fined to the holiday season but persist steadily day in and 
day out. Window displays are made frequently, always 
embellished with cards bearing short sales compelling 
talks and made up in attractive, harmonizing color 
effects. 

After all, it is quality that counts. Quality in mer- 
chandise ; quality in education ; quality in service ; quality 
in store appearance. Cheap merchandise is always 
shoddy ; lack of knowledge of the lines loses sales and 
customers, as does poor service and a poorly arranged, 
unattractive store caps the climax. 

Low-priced merchandise is always a lure to not only 
the dealer but to the consumer as well, but quality goods 
cannot be made to sell for low prices and while cheap 
goods may well sell readily at first dealers cannot esti- 
mate what the ultimate effect may be in breaking down 
reputation. It is a fact that stores selling only quality 
cutlery are steadily building up their department, espe- 
cially those who have concentrated their efforts on one 
good line, while the others some day wonder what has 
happened to their cutlery sales and why they gradually 
diminish until cutlery is no longer a factor in the 
business. 


They Offered the Goods and Got the Trade 


Several years ago a Mid-West dealer decided to go after safety 
razor business. He realized that the drug stores and the chain 
cigar stores were doing a good business with these items, but 
resolved to try to secure a good bit of business for himself. 

One carton of each of the various style of blades was pur- 
chased at a time. A quantity of shaving soaps, creams, powders, 
brushes, etc., was also secured and marked to sell at special sale 
prices. 

Newspaper advertising was used, and once a month a window 
display was arranged. In one year there were bought and sold 
3500 packs of blades, as well as a good quantity of shaving 
accessories. 


The Weck Jr. Safety Razor 


The Weck, Jr., razor, manufactured by Edward Weck & Son, 
Inc., 206 Broadway, New York City, is now available with yel- 
low, red and blue-green handles. 

This razor has been designed to make the shaving of a tough 
beard or tender skin much easier than it has been in the past. 














The blade is made of the finest crucible steel. It is the same 
blade as used in heavier and complete Weck Sextoblade sets. 
The guard is reversible. The Weck, Jr., is made to sell at a 
popular price and is packed in a sanitary dust-proof container. 
A special razor display stand is also available. 
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The EVOLUTION of a CUTLER 


Those who have had experience with 
cutlers, or cutlery, during the past 
forty years will realize the vast differ- 
ence between the mechanic of the Old 
World and the mechanic of the New. 
Even those who have followed the pro- 
gress made in the manufacture of cut- 
lery must stand amazed at_ the 
enormous amount of improvement made 
due to the introduction of modern ma- 
chinery, so you will readily grasp my 
meaning to evolve a new type of cutler 
necessary to increase, by at least three 
or four times, the amount of produc- 
tion over that of only a few years ago. 
For example, take the cutler of today 
who produces 100 dozen knives in a 
week of 48 hours, as against that of 25 
dozen a week of 60 hours of his older 
brother cutler. Taking it another way, 
a factory employing 500 employees com- 
prising all operations in the old days, 
made a fair output of 1,800 dozen 
knives per week. Today the same num- 
ber of employees will guarantee 5,000 
dozen knives per week, and the end is 
not yet. 

Now let me take you on a visit over 
the big pond to that great city of 
Sheffield, England, which, everyone re- 
cognizes as a great cutlery center of 
the world. Let me paint you a picture 
typical of thousands of other boys, like 
myself, taken from school at the age 
of eight, undernourished, and without 
education, to conditions 40 years or 
more ago. As I look back, they were 
just about as terrible as anyone can 
picture as existing in a factory. Very 
small rooms with benches piled high 
with scrap and refuse of years, windows 
so dirty you had to light the gas on a 
clear day; and dust—I don’t believe 
there is any industry that creates so 
much dust, and in those days the blow- 
er was unknown. ‘You never had to 
ask a stranger what business he was in. 
You could tell it by the aroma and the 
condition of his clothes. 

I endured this for about ten years, 
always longing, dissatisfied, waiting for 
a break, making five dollars or its 
equivalent, 20 shilling a week, and re- 
ceiving six pence, or to be exact, 12 
cents a week spending money. Think 
of it, 12 cents for a young man 18 
years of age and in love. Before I close 
this reminiscence, I want to tell you of 
an incident that occurred in my younger 
days, one that gives me much pleasure 
to recount now, although it was trag- 
edy to me then. Sunday morning, and 
it was raining, and I stood by the win- 








By FRANK ARNOLD 


A Cutler for 40 Years. Now Fore- 
man, Remington Cutlery Works 


dow trying to swallow the lump that 
would persist in rising to my throat. 
Father asked me what was the trouble, 
and I told him I wanted to go to Sun- 
day School. He said, “Why don’t you 
go?” And I replied, “You didn’t get 
my suit out of the pawnshop last night, 
and these trousers I have on have some 
big holes in the seat.” Well, father was 
sorry. He always was, and said “Take 
‘em off and I'll fix them.” He did. 
He trimmed them all around the holes 
or hole. This accomplished, he got the 
glue pot, a piece of cloth, and stuck on 
the nicest patch you ever saw. Off | 
went to Sunday School, happy in the 
knowledge that I could keep up my 
record of regular attendance. Well, the 
steam from my body and the wet 
weather must have formed a combina- 
tion that was hard to beat. When the 
doxology was sung, I tried to get up, 
but was stuck fast; the teacher said 
good bye to us all and inquired if I 
was going to stay all day. I whis- 
pered to him the cause thereof, and he 
pulled and pulled, and you can guess 
the rest. I had to go home with his 
overcoat on, but I always got my suit 
out of hock every Saturday night after 
that. 

Cutlery is slowly becoming a lost art, 
more noticeable in England, where it 
must be admitted they exceed all other 
countries in the manufacture of cut- 
lery from its crudest state to the high 
standard it has attained today. You 
may ask, Why is it? What is the 
reason that a country so renowned for 
its fine products throughout the entire 
world must lose its great prestige and 
supremacy to a new country—America ? 
A mere infant in years, but a giant 
endowed with colossal strength in con- 
structive ideas and progression. Far 
be it from me to try to analyze the 
situation in its entirety, but who knows 
the reason any better than those en- 
lightened emigrants who, tired of the 
hardships and drudgery, turned their 
eyes and feet toward that promised 
land—their goal, where all men are 
equal, where none may say, “Thou 
shall not do it,” if one should devise 
some means of lightening labor and in- 
cidentally increasing production. 

Both German and English mechanics 
have worked and cooperated to bring 
this wonderful enterprise to the high 





standard of efficiency it now maintains, 
and the writer feels proud that he has 
contributed his small share in these im- 
provements. Some few months ago I 
was fortunate in being able to return 
to the land of my birth, and of course 
was keenly interested in visiting the 
various factories I had known in the 
old days. Outwardly they were very 
much the same, but once inside, view- 
ing conditions in direct contrast to the 
ones I had just left behind me, it was 
pitiful. What had been teeming hives 
of industry in the old days, were now 
nothing but mere shells with a few old 
timers scattered about making believe 
that the whole universe was dependent 
on them. One very small factory, in 
fact the very one in which I learned 
my trade, used to employ at least 40 
to 45 cutlers, now had four left to carry 
on, three of whom were men when I 
was a boy, and the fourth a former 
chum of mine about my age, and thou- 
sands of young fellows walking the 
streets with nothing to do. They said 
it was the war; war nothing, it was the 
lack of competitive ideas. America 
had plenty of markets and orders after 
the war; why not they who were the 
pioneers in the cutlery industry get- 
ting their just share of prosperity? It 
was not the employers’ fault, as you 
will see. I asked one executive of a 
large, well known house, “Do you grind 
blades by machine?” and he replied in 
the negative, and I was taken down- 
stairs to a room where he removed 
some old clothes and said, “There’s a 
grinding machine imported from Ger- 
many eight years ago and I can’t get 
anyone to operate it.” This concern was 
incorporated in the year 1670, and as I 
was conducted to one of the cutlers’ 
rooms, I saw a man doing an operation 
just as it was done in the year 1670, 
hafting knives by hand, or file. There 
was the answer. No progress, no im- 
provement, no initiative. Just think, 
in almost 300 years, and nothing done 
to lighten the labors of those toilers 
who were in one rut and could not get 
out, even if they wanted to! A strong 
assertion to make but true. I could go 
on indefinitely relating the fundamen- 
tal reasons of this necessity of evolving 
a new type of cutler, ready and eager 
to take care of this increased amount 
of mass production, and not be sub- 
jugated by any certain number of in- 
dividuals. 
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More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a buying 
guide. 











Speed Up 
the 
Wheels of 


Industry 


Write to your job- 
ber today for any of 


the merchandise ad- 


vertised in these 


pages. 


Don’t wait 


for the jobber’s 


salesman. You may 


forget. 

















New McKinney Padlock Line 


McKinney Mfg. Co., Pittsburgh, Pa., 
announces the addition of a line of pad- 
locks in three sizes. These new locks are 
constructed with die-cast cases, are nickel- 








plated and equipped with case-hardened, 
self-locking spring shackles. 

Each lock is thoroughly rust-proofed. 
They are of the lever tumbler type and 
come furnished with two paracentric keys. 
The locks are packed six to a counter dis- 
play carton. 


An Improved Percolator Top 


A new item of interest to the hardware 
trade is the “Break-No-More” aluminum 
holders with glass percolator top, placed 
on the market by the Gardella Manufac- 
turing Co., 4278 East 116th Street, Cleve- 





land, Ohio. This company, realizing that 
the glass top of many percolators may 
slip or drop out causing broken china and 
stained linen, has devised this attachment 
to prevent such a mishap. 

It consists of a glass top fitting any 
standard size percolator which is equipped 
with a clip, that after being attached, 
fastens firmly in the lid of the percolator. 
The manufacturer states that with it in 
place, the percolator can be tilted without 





fear that the glass top may come out. 

This top and clip holder can be at- 
tached as easily as any ordinary glass per- 
colator top. Red, green, orange, yellow, 
blue and crystal tipped tops can be secured 
and an eye-catching display carton is avail- 
able. 








“Luxmow” and “Trumow” 
Mowers 


During the spring of 1929 two new 
lawn mowers, manufactured by the Cla- 
rinda Mfg. Co., Clarinda, Iowa, will be 
featured throughout the country. These 
are the “Luxmow” and the “Trumow” 


models, both recently placed before the 
trade. 

In addition to the patented single-screw 
blade adjustment, the “Luxmow” has ad- 
justable ball bearings, an improved wider 
tread on the 12 in. wheels and a new 
construction. 


improved reel The four 





knives have been specially tempered. This 
mower is designed for use in parks, ceme- 
taries and estates. Made in 16, 18 and 20 
in. sizes and finished in gold, red and 
green trim. 

The “Trumow” is best suited for lawns 
about the average home. It has all the 
new features. The 11-in. wheels are said 
to roll over, instead of into, holes and 
ruts. There are adjustable ball bearings, 
an extra tie bar, improved reel construc- 
tion and a wider tread. There are four 
cucible steel blades, and the bottom knife 
has a raised edge, is self-sharpening and oil- 
tempered. Made in 16, 18 and 20-in. widths 
and finished in silver, with gold and red 
trimming. 

Both of these new mowers are sturdily 
constructed, attractive in appearance and 
contain many unusual features that tend 
to improve their efficiency. The “Lux- 
mow” is illustrated. 





The No. 19 Alloy Steel Chisel 


The No. 19 alloy steel chisel has been 
placed on the market by Evansville Tool 
Works, Inc., Evansville, Ind. This cold 
chisel has been designed to withstand con- 
stant driving, hacking and other strain. 
It is finished in gun metal with a mirror 
polished top and bevel. A vermilion red, 
fill-in stamping adds to its attractiveness. 


== | 


Made from 5 to 9 in. in length and from 
Y%4 to 1 in. in stock diameter. Those of 
Y% to % in. stock are packed 12 to a box, 
and the larger sizes 6 to a box. : 
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Three New Columbian Vises 


Three new vises for household and 
garage use have been placed before the 
trade recently by The Columbian Vise & 
Mfg. Co., 9021 Bessemer Ave., Cleveland, 
Ohio. These items have a similarity of 
design and color—with a distinctive rela- 
tion to each other in size and weight. 

The three vises each have a cold rolled 
steel screw and handle with ball ends. 





These ends are forged from the handle. 
A permanently locked collar prevents the 
screw from slipping. There are replace- 
able tool-steel jaw faces and removable 
pipe jaws. A husky anvil back and a 
swivel base are standard equipment. 

Vise No. 43 has a 3 in. jaw and weighs 
13 lb. No. 43% is somewhat heavier, 
having a 3% in. jaw and weighing 17 
lb. No. 44 is the largest model and is 
adapted for many types of work. It has 
a 4 in. jaw and weighs 28 Ib. 

The two lighter models are packed in 
individual cartons, 6 per case, and the 
No. 44 is packed 3 to a case, not in in- 
dividual cartons. All vises finished in 
red and black. 


Plomb Line of Concrete Gads 


A complete line of concrete gads used 

for breaking through and breaking up 

concrete pavements, walls, floors, 

etc., is made by the Plomb Tool 

Co., 2209 Santa Fe Avenue, Los 
Angeles, Cal. 

The Plomb concrete gads are 
made from special steel and heat 
treated to give the proper strength, 
toughness and hardness. They re- 
sist the roughest kind of use with- 
out resharpening. This is due to 
the special temper which is given 
to this sturdy tool by the heat 
treatment. They are made in 12, 
18 and 24-in. lengths and from 
YY to 1%-in. stock. A much needed 
tool for cement workers, brick- 
layers, plumbers, carpenters, and 
all-around artisans. 











Gilbert’s No. 4809 
Dealer Price 82.25 net 





Gilbert’s No. 4614 
Dealer Price $1.35 net 


SEE OUR COMPLETE LINE 
OF CLOCKS AT THE CONVENTION OF 
THE PENNSYLVANIA AND ATLANTIC 
SEABOARD HARDWARE ASSOCIATION— 
FEB. 12-15, 1929 


WILLIAM L. GILBERT CLOCK CO. 


Chicago Office Main Office New York Office 
10 So. Wabash Ave. Winsted, Conn. 200 Fifth Avenue 


Gilbert’s No. 4615 
Dealer Price $1.75 net 











They can’t Fish 
They can’t Golf 
But they CAN PAINT! 


With fish hiding behind the 
“closed season” law, and golf 
greens withered or snow covered, 
there’s a lot of masculine energy 
going to waste these winter days. 








You can’t choose a more oppor- 
tune time to urge the painting 
need for floors, woodwork, walls, 


BeBe BSC 











linoleum—anything in the inte- 
rior of the house. Capitalize this 
opportunity with well calculated 
displays. Put these ‘“house- 
bound” men to work and— 


Your Winter 
Boost Paint Sales. 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 


contemporary puts it: 


“Some of them 


have been copied, the rest will be.” 














=.= 


“How many times must I tell you I | 
won’t marry you?” demanded the girl who | 


knew her own mind. 
“One is enough, if you mean it!” re- 
torted the discarded lover. “Goodbye!” 
“Wait a minute. What’s your hurry?” 
She was only a physician’s daughter, 
but she sent the blood surgin’ through 
your veins. 
“Speaking of famous teams, I’m always 
on the team,” said the horsefly. 


Hostess: “Shall we join the ladies? 
Guest: “Thank you, but I never smoke.” 


“Just one more glass, boys, and we'll 


all go home,” said the dishwasher as he | 
middle fingers was missing.” 


laid down the soap. 


Nice Old Lady: “Don’t you know you | 


shouldn’t play strip pcker?” 
Sweet Young Thing: “Oh, it’s perfectly 
all right. It’s not really gambling.” 
“What?” 
“No, you see we get our clothes back.” 


A Scot, seeing a sixpence lying in the 
road, rushed forth to secure it, with the 
result that he was run over and killed. 
The jury brought in a verdict of “Death 
from natural causes.” 


Mr. Gaddis was playing golf alone. A 
strange boy kept following him around 
the course. At the seventh hole he became 
impatient and turned to the boy, saying: 
“Son, you'll never learn to play by watch- 
ing me.” 

“I'm not watching you,” the boy replied. 
“I’m going fishing as soon as you dig up 
some more worms.” 


Barber: “Haven’t I shaved you before, 
sir?” 
Customer : 


France.” 


“No; I got those scars in 


Jimmie: “Every time I kiss you it 
makes me a better man.” 

Ethel: “Well, you needn’t try to get 
to heaven tonight.” 


He: “Would you call for help if I tried 
to kiss you?” 
She: “Do you need help?” 





| beggar 
| he had an impediment in his speech.” 





The transatlantic flier heard a rattle, 
which indicated that some nuts and bolts 
were shaking loose. A few minutes later 
he crossed over the border of Scotland 
and everything tightened up. 


Teacher (to new pupil) : “What is your 
father’s name, dear?” 

New Pupil: “Daddy.” 

“Yes, dear, but what does your mother 
call him?” 

“She don’t call him anything. She likes 


him.” 


Jack: “Father, I saw a deaf and dumb 
in the street this afternoon and 


Father: “Don’t talk nonsense, Jack.” 
Jack: “But he had, father. One of his 


Waiter (observing patron’s dissatisfac- 
tion): “Wasn’t your egg cooked long 
enough, sir?” 

“Yes, but it wasn’t cooked soon enough.” 


“What is steel wool?” asked the new 
clerk. 

“Well, steel wool is the shearings from 
a hydraulic ram.” 
Said J. J. Tunney to G. B. Shaw: 
“The brain is mightier than the jaw.” 
“Yet both, I find, can earn big money,” 
Said G. B. Shaw to J. J. Tunney. 


When we are able to see through the 
telephone we may get pleasure out of the 
wrong number. 


Now the sins of the children are being 
visited upon the fathers—and mothers. 


There’s the Scotchman who gave his 
sweetie moth balls for her hope chest. 


Guide (to tour party of the Ford plant) 
—“Do you know what would happen if 
that man on the right side ever missed 
a day’s work?” 

Interested Onlooker—“No, what would 
happen ?” 

Guide—“Twenty-two hundred and sixty- 
one Fords would go out of the factory 
without springs.” 

Interested Onlooker—“Say, mister, that 
fella’s been sick a lot, ain’t he?” 





“I don’t know what’s the matter with 
that little man over there. He was so 
attentive a few minutes ago and now he 
won't even look at me.” 

“Perhaps he saw me coming in. 
my husband.” 


He's 


The superintendent of a private lunatic 
asylum was strolling around the grounds 
a few weeks after his appointment, when 
suddenly one of the inmates accosted him. 

“Excuse me, sir,” he said, raising a top 
hat, “but I have great pleasure in in- 
forming you that I and all my unfortunate 
friends likes you better than the last.” 

“Thank you,” replied the new man 
pleasantly. “And may I ask why?” 

“Well, sir,” replied the lunatic, 
seem more like one of ourselves.” 


“you 


A Scot and his wife went into a res- 
taurant and ordered one sandwich and two 
plates, cutting the sandwich in half as it 
was served. He was chewing away raven- 
ously, while his wife looked on, which led 
the waiter to ask: “Is there something 
wrong with the sandwich, madam?” 

“Na,” she no’ed, “but Sandy is using the 
teeth.” 


Doctor: “Sambo, for your trouble, 
you'll have to take a series of electric 
baths.” 

Sambo: “No, suh; no, suh, I don’t take 
none ob dem elekrik baths.” 

Doctor: “Why not Sambo? 
exactly what you need.” 

Sambo: “Well, suh, mah brudder got 
drowned up at Sing Sing taken dem 
elekrik baths.” 


They are 


Two knights of the road were walking 
along the railroad tracks and found a 
bottle of white mule. One took a drink 
and passed it to the other. And so forth 
until the bottle was empty. 

After awhile one puffed out his chest and 
said, “You know, Bill, tomorrow I’m go- 
ing to buy this railroad. I’m going to buy 
all the railroads in the country, all the 
automobiles, all the steamships—every- 
thing. What do you think of that?” 

Bill looked at his companion, disparag- 
ingly and replied, “Impossible, can’t do 
a” 

“Why not?” 

“T won't sell!” 
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Answers to Queries on 
Hardware Store Advertising 


(Continued from page 111) 


6th Query: “Is it advisable to cut down on 
newspaper advertising, and spend the amount 
saved in giving ‘specials’ at less than cost?” 


Answer: This would be poor practice, even if the 
goods cost the store nothing, because it finally lowers the 
customer’s idea of your values. If you tell the public 
you are selling certain things at cost, they may buy them 
now and then, and other goods, too; but when they 
want an article of good quality, one that sells at a good- 
sized price unit, they are apt to go elsewhere for it. A 
better practice is to run, say, once a month a frankly 
clearance set of values, telling the public you do it for 
advertising. But use only a part of your ad for this, 
putting regular values in the remainder of it. 


7th Query: “Is a hand drawn signature ad- 
visable for a hardware store?’’. 


Answer: The better a signature looks the better the 
impression it makes on the minds of regular readers of 
a store’s advertising. However, a carefully set type 
head is just as good if it is always set in the same type. 
The idea is this: It must identify the store and the 
ads in the people’s minds. A signature is the personal 
sign of an individual business, like a man’s hat, or the 
way he walks—a part of his personality. This is a 
good question to consider in connection with type dis- 
play, layout and other mechanical details, for good-look- 
ing ads get more attention from customers than poor- 
looking ones. 


8th Query: ‘“‘Can you describe or outline a 
well-balanced ad for this time of year?” 


Answer: The kind and number of items that go into 
an ad is the most important element of successful news- 
paper advertising, and includes three things: (1) Va- 
riety of offerings, (2) types of values and (3) number 
of items in the space. 

Here is a typical example of a well-balanced general 
ad for midwinter, using 21 items for a total: 


. Housewares, 3 items. 

. Tools, 2 items. 

. Cutlery, 3 items. 

. Electrical goods, 2 items. 

. Crockery and woodenware, 6 items. 
Auto chains, etc., 3 items. 

. Heaters, stoves, etc., 2 items. 


Reasons for the above: 21 items as suggested, because 
if distributed over eight stocks or departments that num- 
ber gives wide variety. Groups A, D and G represent 
goods in wide general demand. Groups B and C repre- 
sent continuous demand goods, and F a seasonal special. 
The number of items for each group is merely sugges- 
tive of how to distribute the items so each offering makes 
a good appeal. For instance, in housewares three alumi- 
num cooking articles at different prices, or three wholly 
different items such as brooms, kettles and sauce pans, 
is the thought. 

Snow shovels and similar winter items are not put in 
the selection simply because the season normally sells 
them. They could be enumerated in a separate para- 
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WATERBURY 
PEERLESS BRAND 


Made in the following Grades: 


WHITE LABEL, BLUE LABEL, 
RED LABEL, BROWN LABEL, 
GREEN LABEL 


Explanation of Grades 


WHITE LABEL for Springs. 


BLUE LABEL for Musical Instruments will 
swage and loop; this wire has a very high 
breaking strain. 


RED LABEL for cutting wires, mild in 
temper, will swage and loop. Is used prin- 
cipally for soap, dough, butter and brick 


cutting. 
BROWN LABEL for treble strings on 


pianos; spinning wire and short bend springs. 


GREEN LABEL mild tempered for dental 


and surgical instruments. 


Put up in 4, 4, 1, 5 pound and catch weight 
coils or 1, 5 and 25 pound spools. 


Write Dept. M for descriptive matter. 


Manufactured by 
Washburn Wire Company, Inc. 
550 East 118th St., New York, N. Y. 
L> >> SSS SSS SSNS 
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HERES A NEW 
TOOL THAT 













.' Five good reasq hy YOU can sell SKILSAW, the 
original portable 


#1 SKILSAW yr 























Below is our ‘silent salesman”’ 
--an attractive machine display 
stand. Write today for details 
about it. 









#3 SK W is priced right 
-- ithin the means 
of the man who has any 


sawing to do. Junior 
SKILSAW, the little ten- 
pounder, cuts 2'' lumber 
-- “ZIP” - - just like that! 
It’s a BUY for any 
carpenter. 


SKILSAW is safe - - pos- 
itively! The safety fea- 
tures are the approved 
safety guard and the 
spring trigger switch. 


Display SKILSAW in 
your window! You will 
find an active demand 
for this modern saw. By 
selling SKILSAW, deal- 
ers are making real prof- 
its, real friends, and 
new accounts. 











#4 









#5 














Write today for 
full information. 







Look for trade name. These 
tools are manufactured 


only by 
SKILSAW we Dep. B 


3317 Elston Ave. 
Chicago, Ill. 

















graph as “Full line of snow-cleaning implements and 
other winter work items.” 

The eight typical queries stated and answered above 
are timely and pertinent. If other hardware merchants 
have similar ones or additional aspects of the same 
queries they are invited to mail them in. They will be 
answered as fully as either in these articles, or by letter. 
All are invited to send ads for constructive criticism. 

Next week: Another ad critic article as usual. 


A Review of the British 


Hardware Situation 
(Continued from page 105) 


bound tradition; it aims at service to the community on 
modern lines, and on impressing the public with the idea 
that if it is hardware they want the place to get it is 
the hardware shop. The chemists, the grocers, the to- 
bacconists, the drapers, the jewelers, to say nothing of 
the big departmental store and the sixpenny and three- 
penny bazaars (chain stores) cut into the trade of the 
bona fide hardware dealer. Now he is accepting the 
challenge and is setting himself to meet it in the very 
best possible way—by personal service that cannot be 
equalled. Trade education is spreading, and the next 
examinations for ironmongers’ assistants (hardware 
clerks) in March next are certain to attract a record 
entry. 

In the art of display and certainly in the art of ad- 
vertising, hardware retailers here have a good way to 
go, and they readily admit it; but the tendency is all in 
the right direction and advance is definitely observable. 
Reconstruction work, too, is a matter on which there is 
hesitancy, but actual results of plucky individuals who 
have incurred capital expenditure on this class of enter- 
prise are affording encouragement to others to make the 
plunge. In one case under notice a few weeks ago a 
40 per cent advance of turnover has been achieved by a 
retailer purely through rebuilding and planning his shop 
on modern lines. 

Another avenue that is beginning to be explored is the 
opportunity for sales of the more expensive types of 
domestic labor-saving appliances. The “better house- 
keeping” idea is being spread, and the retail hardware 
dealers are taking their part in it. 

Lastly, the past year has seen a great change in the 
attitude toward hire purchase business. Scores of re- 
tailers who less than two years ago were against the 
system, and said so, have not only changed their view 
about it but are now among the most vigorous advocates 
of it. 

The future? It is in the lap of the gods! There is 
no expectation in the hardware trade here of boom 
conditions, but there is a feeling of restrained optimism. 
Trade, which is on the upward bend, will probably con- 
tinue on the rising curve during the coming year, and 
a gradual improvement in the general labor situation 
would have an appreciable influence on trade buying. 
There is, of course, a general election in the offing, with 
the possibility of a change of government, but well be- 
fore that is due (in June) we should have evidence of 
steady progress in trade. There are at all events signs 
that encourage this hope for those who are able to take 
a wide view of economic and social conditions. 
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TARIFF HEARINGS 


(Continued from page 99) 


the relative wages in per cent based on the United 
States wages. Tt will be noted that electricians in 
Belgium receive wages having a bread and butter pur- 
chasing power of only 9.8 per cent of that of electricians 
in this country; the wages of carpenters in Belgium 
have a purchasing power of only 13.1 per cent of that 
of carpenters in this country; coal miners, 16.8 per 
cent; and, railway engineers 21 per cent. 

As bread and butter are cheaper in all of these coun- 
tries than in the United States the percentages shown 
in the said table would be much lower if put on a money 
basis. 

From the reports of the Bureau of Labor Statistics, 
Department of Labor, we have secured the wage figures 
from which we have deduced the following comparative 
rates on different kinds of labor as compared with cor- 
responding United States rates: 


Wages as compared 
with United States 


Nature of Labor Country wages, per cent 
Fitters—tool makers France 20.4 
Machine setters Belgium 21.0 

France 21.0 
Milling machine operators do 22.3 
Common Labor Belgium 11.0 


This brief is therefore based on the understanding 
that in this industry labor costs in other arms manufac- 
turing countries are about 20 per cent of the labor costs 
in the United States. 

Comparative material costs—From quotations received 
from steel manufacturers we have learned that the cost 
of steel of the types used in firearms in Belgium is ap- 
proximately 50 per cent of the American prices. 

From information received from a majority of the 
firearms manufacturers it has been ascertained that in 
the cost of firearms material amounts to about -19 per 
cent, labor about 75 per cent, and the remaining 6 per 
cent is made up of depreciation on buildings and equip- 
ment, amortization, insurance, taxes, etc. 

Comparative manufacturing costs are therefore as 
follows: 


United States Foreign 


per cent per cent 
Material 19.0 9.5 (50 per cent of 19) 
Labor 75.0 15.0 (20 per cent of 75) 
Fixed charges 6.0 4.0 (66percentof 6) 
100.0 28.5 


From this it will be noted that manufacturing costs 
abroad are only 28.5 per cent of the cost here, or in other 
words, manufacturing costs here are over 350 per cent 
of the costs abroad or 250 per cent higher than the costs 
abroad. While a duty of well over 200 per cent would 
seem to be necessary properly to protect this industry 
which is so vital to the national defense we are not ask- 
ing rates even approaching that point. 








Cronk’s 
Line 


The only way to make 
real money on hardware 
specialties is to be sure 
the line you handle is not 
only pleasing in appear- 
ance, but has the quali- 
ties that make customers 
stick. 


In the Cronk Line, these 
features working together 
have been a never ending 
source of good profit for 
many dealers throughout 
the country. Good looks 
sells this line and quality 
brings the customers back 
for more. 


One order will convince 
you of the big possibili- 
ties Cronk has in store 
for you. Just a line will 
bring you our attractive 
catalog. Get it now! 
Your Jobber will quote. 


We also make Potter and 
Swineford Products. 


The 
Cronk & Carrier Mfg. Co. 
Montour Falls, N. Y. 









































CHAMPION BRACED 
Wrought Steel 
Garden Rake 


Teeth doubly 
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Lumber Crayon 
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PENCIL 


BUILDERS NO. 660 
Carpenters and Builders prefer Blaisdell No. 
660’s because they make distinct marks and 
their red finish keeps them always in sight. 
A box of them on your counter will sell in no 
time at all. 


LUMBER CRAYONS 


Blaisdell Lumber Crayons are in constant de- 
mand because they are fully weatherproof 
and waterproof. Made in seven distinctive 
colors that do not fade out, they sell readily 
and pay you a good profit. 


STOCK MARKING PENCIL 


The Blaisdell No. 792 writes easily and clear- 
ly on any polished surface. Why use labels? 
Mark your stock with it, and sell it to tin- 
smiths, glaziers and other mechanics for their 
use. 


Write us today for samples 


S3aisdely rivsvepin us. 


Awarded Gold medal Sesqui-Centennial 1926 





Paint—Our Profit Line 


(Continued from page 141) 


2. SALESMEN KNOW THEIR JOB: All of our 
salesmen are carefully trained and are well prepared to 
give practical advice on all ordinary uses of paint. They 
have gained this knowledge from actual use of paint, 
from careful observation of jobs in which they are inter- 
ested and from knowledge gained by the study of trade 
paper articles on paint and the instructive literature sup- 
plied to us by the manufacturers. 

In our case, 90 per cent of our trade is with home 
owners, industrial people who can paint their own homes 
and who can paint them more frequently if they are 
helped to do the job in the best and easiest way. In this 
case it is essential that our sales people be able to give 
intelligent and accurate estimates of kind of materials 
and amounts required; also they must have knowledge 
of color schemes and know how to illustrate them; to 
select the most suitable paint for the house, considering 
its location and materials; warn as to proper mixing and 
handling, and the amount to be applied. Real salesman- 
ship is required for real results. 

Our salesmen realize the importance of stressing the 
dependability of the maker of the paint, its value for 
protection, enhanced appearance, or if the property is 
for sale, the enhanced value and the general economy. 
They are also trained not to forget that our firm, with 
its excellent reputation, stands back of this paint we 
are selling. 

We also train our salesmen carefully as to showing 
brushes and telling of the value of using the right brush 
for the job. 

Through a sales talk like this, the salesman gets the 
confidence of the customer and is often able to lead on 
to more painting than the customer really intended to do. 
It is a frequent occurrence for our salesmen to sell that 
“extra coat” for better surface protection. Also they 
frequently persuade customers who intend to paint only 
the outside of the house, to include a thorough painting 
of the inside, including floor varnishes and wall finishes. 

This requires tact but we see that our sales people are 
so trained. They picture to the customer the enhanced 
value of the house when in proper paint condition if 
occasion should arise requiring its sale. Sales resulting 
from such suggestions are larger and more frequent as 
our sales force is developed along these lines. 

3. COMPLETE STOCKS: We make it our busi- 
ness to keep complete stocks. That was first looked into 
in making our sales connections. We demanded ship- 
ping facilities and then we must watch our stocks and 
know the demand at certain seasons. By careful watch- 
ing, we are able to get almost ten stock turns a year— 
nine and a half to be exact. Before we advocate any line 
of painting, we assure ourselves of the needs for that 
work and see to it that we have adequate stocks on hand. 
‘Our customers always feel assured that we can meet 
their needs. We have gotten away from that feeling 
that so often keeps customers away from a store where 
they have heard: “I am sorry, but we do not carry that 
item.” We always have complete lines and people de- 
pend upon us. 

4. WELL ARRANGED INTERIOR: We believe 
in a neat, well arranged display of paint in our own 
store. Also in a good display of paint well used. Our 
department is just at the left of the entrance and all of 
the wood work is well and tastefully painted as evidence 
of what can be accomplished by our paints. 

We permit only clean cans with clean labels to have 
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space on our shelves and we have stock so arranged 
that the salesman can reach it without searching. We 
seek to maintain a dignified, restful environment for our 
customers. 
tomer who wants to study carefully color selection. 
Color cards, samples and paddles are taken to this table 
for leisurely consideration. We maintain plenty of 
aisle space. All of this helps to avoid “forgetting” on 
the part of the customer. 

5. WINDOW DISPLAY AND ADVERTISING: 
Attractive window displays are used consistently to 
advise the people that we are in the paint business and 
to pass along the style suggestions. We keep our people 
informed as to what is going on in the greater world 
of paint. 

We also use consistently well laid out, sincerely writ- 
ten newspaper advertisements, we devote the space to a 
discussion of the things that are of interest in our com- 
munity at the time and to promoting our store as the 
paint headquarters of this community. A paint adver- 
tisement may be excellent for some community, but not 
for ours, so we prepare these advertisements according 
to our own known needs. 

We use freely of manufacturer’s sales helps, such as 
color cards, special circulars and the like and we see 
that these are mailed in our monthly statements and are 
wrapped in packages going out of the store. Many sales 
are traced to interest aroused by these mediums. 

This program has been successful with us and we 
believe it is sufficiently elastic to cover changing condi- 
tions. Keeping informed on the style element will serve 
to keep us up to date. 


Selling at Cost Just as Hard 
as at a Profit 


HAVE just been reading Saunders Norvell’s article 
I in Harpware AcE of Dec. 27 entitled “Buccaneers 
of Trade.” While reading what you have to say in 
regard to “price cutting,” I stopped and looked over the 
good items left over after the holiday trade. There were 
three coaster wagons and one velocipede. We bought 
a fairly good lot of this class of goods. We have all 
the regular and irregular competition that is found in 
a town of 10,000 people. 

Two days before Christmas my son came to me with 
the information some of the other stores were cutting 
prices on wheel goods. He asked me just how much 
should we reduce our stock in order to clean up and not 
get stuck. I replied: “Just sell those goods at the prices 
they are marked.” The next day he came in again say- 
ing: “Dad, if we don’t cut the price on those wheel 
goods we will have a big carryover.” I fully understood 
and appreciated his feelings, for I have been there sev- 
eral times myself. My answer to him was to sit down 
and let’s talk it over. He gave me the old familiar line. 
“Well,” I replied, “who are our best customers, those 
who have been coming in for several weeks and selected 
what they wanted, paying for it and having the goods 
set aside, or the last-hour shopper, hunting a bargain? 
If we cut the price on those $7.50 coaster to $6 we owe 
every customer who has paid the regular price $7.50 
exactly $1.50.” I find it just about as hard to sell goods 
at cost as to sell them at a fair profit. 

I enjoy your editorials. They are always helpful. 

(Signed) N. L. Jounson, Prop., 
Johnson Hardware Co., Elberton, Ga. 


A table and chair is provided for the cus- | 











Made Entirely 
of Wrought Brass 











e SHERMAN 


NOZZLE 


The real purpose back of the Sherman 
Hose Nozzle is to make it entirely of 
Heavy Wrought Brass so it will outserve 
and outlast the cheaply made competitive 
hose nozzles made of Cast Brass. Follow- 
ing are other sales features: 


To make it free from flaws, sand holes and 
leakage by using the above mentioned ma- 
terial. To center the spray point so accu- 
rately that your customers are always as- 
sured of an even spray. To so construct 
it that it will throw more water farther 
than competitive nozzles. 


And to price it so Jow that no one will 
ever have any excuse for buying an inferior 
nozzle. ° 


The Sherman meets ALL these require- 
ments. 


Sold through Jobbers. 


Packed 
1 dozen 
in snappy 
counter 
display 
carton 









H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 
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EALERS every- 

where are tired 
of complaints due to 
defective, unsatisfac- 
tory roller skates. 


That is why they.are turning to SPEED 
KINGS, the guaranteed roller skates. 


1. Guaranteed—guarantee tag on every pair 

of SPEED KINGS. 

Adjustable from 6%” to 11” length—the 

shortest and longest roller skate made. 

. Fastest skate—note the double row of 
self-contained balls. 

. Easiest running, oscillating rubber 
cushioned shock absorbing trucks. 

. Strength assured by reinforced toe plate, 
one piece heel and back and sturdy truss 
construction. 

. Attractive design, high nickel finish make 
a beautiful skate that sells on sight and 
outstanding merit. 


SPEED KINGS are furnished with 
steel tread or silent balloon type rubber 
tires, both for boys or girls. 





2. 


You will profit if you write for complete 
information and attractive prices NOW. 


KOHLER 
Dit & SPECIALTY 
Co. 


95 Lincoln Highway 
DeKalb, Ill. 


The FASTEST 
Roller Skate 


MAIL COUPON 
TODAY! 
aa el a elle la eel lle ele ee eal eee letlletetlele | 


KoHLer Dirk & Speciatty Co. 
95 Lincoln Highway, 
DeKalb, Ill. 


Please mail full details on your Speed King 
proposition to dealers. 
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The Independent Merchant’s 
Outlook for 1929 


(Continued from page 160) 





They, too, are beginning to learn a lesson from the 
chain store, i. e., that the wholesaler, with his wider ex- 
perience, greater contact with the world, greater knowl- 
edge of new merchandise and consumer demand must 
place this knowledge in a practical way at the disposal 
of his retailers, that this service must not be a spasmodic 


| or temporary affair but must be a continuous service, 
| rendered almost daily. 


In other words, the jobber must now assume the 


| equivalent duties of chain store management in relation 
| to his retail outlets, and his success or failure in years to 
| come will depend entirely on how proficient he becomes 
in rendering such service to the dealer. 





Certain it is that the jobber who has properly prepared 
his organization along these lines can easily help a re- 
tailer to revise his stock so as to assure maximum ser- 
vice to the community with a minimum of items carried, 
limiting the items to those which can be turned fast 
enough to assure a legitimate profit without, in any way, 
affecting the high degree of service which the community 
has a right to expect from its retailers. 

Any jobber today, large or small, who cannot or who 
is unwilling to render such service, is unworthy of the 
support of his dealers, while, on the other hand, any 
jobber who is prepared to render efficient service to the 
dealer is certainly entitled to the complete and enthu- 
siastic support of the dealers whom he is servicing—and 
he will get it. 


The New Merchant Must Offer Greater Service 
Than His Competitors 


If the independent dealer expects to survive he must 
be prepared to offer a greater service to the community 
than is now offered by his chief competitor, the chain 
store. He certainly cannot set up a cheap imitation of 
his highly efficient and perfectly organized competitors 
and expect to succeed in taking business from them. 
Then how can he pretend to offer a still greater service? 

Well, let’s put all our facts together, create a new and 
rejuvenated dealer, see what he looks like and what 
would be his chances of success! 

In the first place, our new dealer must compete directly 
with his chain competitor, but only in items which are in 
his own particular line. Can he do this? Certainly he 
can! For if the dealer will select the same, inexpensive, 
long margin, fast-turning, self-selling items out of his 


| stock; segregate them completely ; offer them strictly on 


a self-selling, cash-and-carry basis, adopt physical cata- 
log methods of display and use chain store psychology— 
he will be assured of greatly increased patronage, a large 
volume of business and a substantial profit on this class 
of goods, which he is not now getting and he will at the 
same time be able to meet any price competition, because 


_ this part of his business will then be on all fours with 





the chain. 

Now the second step for our new dealer is to revamp 
his service stock so that he can meet the full require- 
ments of his community in his particular line; of which 
he is, or should be, an expert. However, cutting down 
his stock to necessary items only, those on which he can 
be assured of a real turnover. And right here is where 
he will leave the.chain behind, as the very principle on 
which the chain store is constructed prevents it from - 
undertaking such a job. 
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This service stock must be operated as a separate and 
distinct department ; all items must be sold through sales- 
manship ; credit must be offered to worthy customers ; de- 
liveries must be made when necessary. But in pricing this 
stock the mark-up must be sufficient to include all these 
various forms of service, due consideration must be given 
to the slower rate of turnover and a proper percentage 
added for net profit based on the rate of turn. 


The Outlook for 1929 


My idea, then, for the outlook of the independent mer- 
chant in 1929 is that we shall witness great developments 
along the lines above outlined. Dealers are beginning to 
realize that something must be done. Jobbers are becom- 
ing very much alive to the situation and are already of- 
fering real, constructive, well-planned help. The Na- 
tional Government, through its Department of Commerce, 
is taking an acute interest and is prepared to offer power- 
ful assistance. All we now need is hard work, patience, 
and genuine cooperation. A rejuvenated independent 
merchant seems to have appeared—success to him! 


Extending the City Line by 
The Trenton Plan 


(Continued from page 109) 


toward the only reform, which can reduce the 
high cost of living. It is the biggest idea of a century. 

The “Trenton Idea” ignores all factions. It aims to 
socially unite, and cement together in pleasant social 
bonds, every unit of the community, welding together 
in one family, the entire citizenship of the greater city. 
Thus are the conquests of the “Trenton Idea” made pos- 
sible and practical. These former prejudices born of 
the old imaginary corporate lines, which established a 
barrier between the inside and outside of the limits, are 
breaking down. The theory that you can do business 
with each other in a more satisfactory way, where there 
is a pleasant social side of life, reflects the better side 
of man’s nature. Making every citizen realize in his 
heart, the truth of the saying: “One touch of nature 
makes the whole world kin.” 


rection, 


The Trenton Commercial Club is different from the 
old-fashionéd aggregation. It has received into its 


farm; its flavor 
Missouri. It 


veins the healthy, red blood of the 
smacks of the soil, the rich, black soil of 
deals in men, products, and distribution. 

The glad time is coming when every progressive com- 
munity, will beam with the smile of prosperity, dispensed 
through the ideals of the “Trenton Idea’. Then this 
new confederation of soil and commodity will reveal the 
possibilities of a federation of country towns, bound to- 
gether by the mutual interests of the country and the 
city. Here is plowed up for the first time a rich, new 
field of consolidation, and cooperation. Here, behold, 
the rushing together at last, of the two great streams of 
life, commerce, and agriculture; the two most impor- 
tant factors in civilization. 

No one has a right to enjoy community benefits, with- 
out rendering community service. We are all under 
obligation to each other, and should cooperate in a 
neighborly spirit, or we would be inhuman. 

The Good Book says: “Love thy neighbor, as thyself” 
—Ben McGuire says: “Get acquainted with your neigh- 
bor—you might like him,” and Tom Witten says: “Be 
damned careful, or you will.” 
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10 Points of Superiority! 


6—Adaptable ed an Wide 
Range of Us 
7—Multiple 
Features 
S—Sanitary 
me nusual Variety of 
I'ypes and Sizes 
10—Profitable 





1—Low in Cost 

2—Accurate 

3—Almost Unbreakable 

4—Light Weight 

5—Adjustable, Reversible 
and Interchangeable 


A i Purpose 


100 — L Pocket 
Lerel, 4” Long, 
compact, extremely 
useful. Glass 
spirit gauge is 
only breakable 
part. This is 
quickly replace- 
able by the “O” 


spirit gauge at the 
cost of only a few 





cents, Anyone 
can do this him. 
self. 


150 PL Plumb and Level (Below) 18" long. Also supplied as 155 


PL—24”" and 160 PL—28" 





Also supplied in 24” 


170 PL Plumb and Level (Above) 18" long. 
and 28" sizes. 

110 PL Plumb and Level (Level, 
Grooved bottom for millwrights and machinists. 


Square and Rule), (Below) 
Ruled sides, space 


in web for advertising message, 4", 6” and 8” long. 


Efshio S7ASZ 
P7958 fOUt ee 
BUYER TIO EAE Ts 


ALPCO Plambs and Levels are of the finest construc- 
tion, superior materials and exclusive patented fea- 
tures. Machine finished and highly polished. 





Samples, prices and discounts gladly supplied, 


ALUMINUM PRODUCTS COMPANY 
Mich., U. S. A. 


Plainwell 
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West Virginia Convenes in Fairmont 


order to give the dealers an oppor- 
tunity to visit the exhibition. 

With nearly every member in his 
seat, the second day’s session opened in 
the Fairmont Hotel on Wednesday 
morning at 9 o'clock. “Operating for 
Profit” was the theme of this session 
and among the points discussed were: 
the value of prominently displayed 
prices; the value of a window display; 
salesmanship courses for salesmen; co- 
operation among dealers in one town; 
cymmissions for sales and the value of 
keeping and satisfying customers. 

President R. M. Frye presided. James 
B. Carson, secretary-treasurer of the 
association, also took part in directing 
the discussion. A special feature of 
the morning’s program was a number 
of songs by the Morgantown Hard- 
ware Co.’s quartet. 

“Overcoming Small Margin with 
Greater Turnover” was the subject of 
the first talk, made by E. E. Bibb of 
the Beckley Hardware Co. “Pricing 
Merchandise to Secure a Better Net 
Return” was discussed by L. L. Lee, 
Ronceverte. “Price Concession Often a 
Mistake” was the subject given by 





(Continued from page 152) 


C. W. Perine of Grafton. W. O. 
Flesher of Morgantown was unable to 
be present, and his paper “Waste of 
Time Increases Expense” was read by 
Secretary Carson. 

“Help Should Earn a Profit” was dis- 
cussed by B. E. Snyder of Phillippi. 
John Jacobs of Morgantown talked on 
“Planning Ahead for the Help.” 
“Planning Items for Special Sales” was 
given by C. W. Caldabaugh, Mc- 
Mechen. 

F. R. Clelland of Fairmont led the 
discussion on “Definite Credit Policy.” 
Numerous members participated in all 
of the discussions. 

At noon the convention adjourned 
and the members spent the afternoon 
at the armory inspecting the various 
exhibits. The past presidents’ dinner 
was held in the Fairmont Hotel at 6 
p. m. F. R. Clelland, first president 
of the association presided. Ten past 
presidents were in attendance as well 
as many officers of the association. 

“Planning For Profit” was the theme 
for the closing session. 

One of the main addresses was made 
by J. M. Jacobs of the Jacobs-Hutchin- 





son Co. of Fairmont. Mr. Jacobs spoke 
on “Overcoming Small Margin With 
Greater Turnover.” Addresses also 
were made by F. B. Williams, Clarks- 
burg, on “Adding New Merchandise” ; 
V. O. Hall, Clarksburg, “Executive Re- 
sponsibility,” and by Rivers Peterson, 
editor of Hardware Retailer, Indian- 
apolis. 

Mr. Jacobs, who is a veteran in the 
hardware business said in part: 
“You must reduce your stock. Two to 
two and one-half times turnover is not 
enough. You must turn your stock 
from three and one-half to four times, 
if you are to meet the fierce competi- 
tion of the newer and more up-to-date 
methods of merchandising. I know of 
an independent groceryman who turn- 
ed his stock 35 times in the last year. 

“You will have to give more time 
and space to the quick turnover. You 
may have to add new lines, and get rid 
of shelf-warmers you have. Buy lighter 
and oftener, especially on seasonable 
articles. Standardize your stock more 
thoroughly. We know little of stand- 
ardization in this country. 

“We must have more faith in our 















































Safety 


BABCOCK 


SPRUCE LADDERS 


Manufactured of 


Air Dried Spruce, full strength of material in; 
don’t take chances, accidents are expensive. 
Be sure ladders are marked 


BABCOCK SPRUCE 


WRITE FOR PRICES 


W. W. Babcock Co., Bath, N. Y. 


Close Top Fruit 


Victor 











Single Ladder 


Fruit Single 
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own business and push fewer brands, | 
sizes, and styles, even though we miss | the executive committee and retiring 


a few sales, as we cannot sell all the 
goods in our community if we have 
three times the stock we now carry.” 

The report of the committee on nom- 
inations was read following the gen- 
eral discussion of the session theme. 
H. B. Clowers, Oak Hill, first vice- 
president, was elected president of the 
association, succeeding R. M. Frye. 
George Park, Follansbee, was elected 
first vice-president and A. G. Shannon, 
Buckhannon, second vice-president. 





A, J. Groves was made a member of 


president Frye, the N. R. H. A. repre- 
sentative. Walter B. Wilson was 
selected as the alternate for Mr. Frye. 
After the report of the committee on 


resolutions, the convention was ad- 
journed. 
The annual banquet of the asso- 


ciation was held on Thursday evening 
and was attended by many dealers, rep- 
resentatives and salesmen. H. H. Rose, 
Fairmont, was the toastmaster and 
introduced as the speaker of the eve- 





209 


| ning, Frank Stockdale, of Chicago, IIl. 
In a very interesting manner, Mr. 
Stockdale told how to take the mystery 
out.of successfully selling hardware in 
a retail store. His talk was entirely 
practical and was thoroughly enjoyed. 

The exhibition center of 
interest, not only to the hardware men, 
but to the general public admitted dur- 
ing the evenings. Many prominent 
manufacturers had attractive booths 
where they had various types of dis- 
plays. 


was the 





Texas Studies Its Own Henry Brown 


There is a tremendous difference be- 
tween ordering goods simply because 
they are offered to us or because they 
are on the want book, and with buying 
with definite knowledge that we are 
observing those fundamentals essential 
to really buying for profit. 

“There are many other considera- 
tions that come before price. Of what 
consequence is price if we do not get the 
right merchandise, in the right quantity 
and at the proper time?” 

Mr. Lamson praised stock control 





(Continued from page 153) 


records and the practice of visiting 
neighborhood stores in order to observe 
merchandise and merchandising meth- 
ods. 

The theme of the afternoon session 
was “Planning for Profit.” The first 
speakers were members who told what 
their competitors had taught them. W. 
C. Timberlake of Texarkana, said that 
in shopping the mail order stores he 
found as many goods on which he un- 
dersold the chain, as he did on goods 
on which his price was high. He 


pressed the need of good salesmanship 
in independent stores. 

Will Leslie of Sherman, found good 
windows in the mail order stores, which 
he said were changed weekly. He ad- 
vised more attention to display. John 
Harris, Jr., of Paris, Texas, said he 
found that the competition was not 
nearly as strong as he had expected 
He had no fear of meeting it. 

Paul Sherrod, of Lubbock explained 
what he found in competitive retail 
outlets and said that dealers must have 
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Combination Tumbler 
Brush Holder. Packed. 
box with screws to match 
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When the housewife 
RINGCO Bath Room 


INGC 


and be trouble-free. 


Over 300 patterns. Send 


about rust and corrosion. 


being made of SOLID B 
never any reminder of that destructive element. 


Trouble-FreeBathRoom Fixtures 


equips a bath room with 
Fixtures she forgets all 
Because 


Bath Room Fixtures 


RASS cannot rust; so there 1s 


The heavy nickel-plated finish over the brass body gives 
these five fixtures an exceptionally pleasing appearance 
which adds to their durability and salability. 


Sell quality 


for latest catalog and prices. 


AMERICAN RING COMPANY 


Waterbury 


Connecticut 


Branch Offices: 


Boston-——-170 Summer St. 
San Francisco—116 New Montgomery St. 
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merchandise which sells itself as well 
merchandise which requires sales 
effort. He advised the use of price 
leaders and stressed the need of well 
lighted stores and windows, 
salesmen and some method 
control. 

Tom Wilson, Tyler, had shopped in 
the Woolworth stores. He did not con- 
sider them competitive, and gave the fol- 
lowing rules for the independent mer- 
chant to follow: 

1. Select the you can serve 
best and cater to it; 2, select merchan- 
dise carefully and in proper quantities ; 


as 


of stock 


trade 


| 
| 
| 
} 


trained | 





3, map out plan of advertising and fol- | 


low it; 4, discuss problems with em- 
ployees; 5, have 
policy ; 6, know the stock and check for 
duplication ; 7, keep record of employees 
and know what each is doing; 8, watch 
charge accounts closely; 9, check your- 
self against your plan. 

Hamp Williams of Hot Springs, Ark., 
then gave an extremely interesting talk 
on the manner on which he is conduct- 
ing his business, with special reference 


a well defined store | 





to handling and training of employees. | 
| dealer in his own way. 


E. B. Gallaher, Norwalk, Conn., 
editor of Clover Business Service, sum- 
marized the session in his usual able, 
forceful manner. 

The Wednesday morning speaker was 


P. Brewer of the University of 


Texas. He gave a general talk on the 
training of iaiaien. Secretary Dan 
Scoates followed with a film talk, show- 
ing what was being used at the 1929 
Group Meetings. 

Herbert Hodge, secretary of the 
Western Hardware & Implement Asso- 
ciation, spoke briefly, and the balance 
of the session was given over to an an- 
nual meeting of the policy holders of 
the Texas Hardware Mutual Fire In- 
surance Co. under the direction of 
President O. E. Schow of Clifton. The 
incumbent insurance officers were re- 
elected. 

The Thursday sessions were largely 
used by members in talking about new 
lines. Eugene Thompson of Brecken- 
ridge, spoke about 
tion.” 
chandising possibilities of electric re- 
frigerators, and discussed the methods 
and terms of sale for these items. He 
also spoke of installation and service 
that forms important part in the 
handling of the line, and advised the 
members that this line, like any 


an 


gave 


His 


Tomlinson of Hillsboro, 
talk on gas ranges. 


Clyde 
an interesting 


| town has a population of 10,000 people, 


has carried ranges for 
He has seven competitors. 


and his firm 
eight vears. 





combined with 


Assorted (baked on) colors: 
blue, plain crystal. 


6 doz., 13 Ibs.; 12 doz., 27 Ibs. 





“BREAK-NO-MORE” 


GLASS PERCOLATOR TOPS 


ALUMINUM CLIP HOLDERS 


SELL WITHOUT 
EFFORT 

very 
needs one. 
No more chipped 
or broken dinner- 
ware, 
linen, 
broken tops, 


EVERY HOUSEWIF E BUYS 


red, green, orange, yellow, 


Standard packages and shipping weights: 


GARDELLA MFG. COMPANY 
4278 East 116th Street, Cleveland, Ohio 


perce lator 


soiled table 
cracked or 


burned 
hands, or 
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“Electric Refrigera- | 
rh . | 
The speaker reveiwed the mer- | 


other, | 
was a problem to be handled by each: | 


| ployees.  T. 


typical of the 
Forged Tools is the Fairmount Goose Neck Bar 


Its broad flat lever surface 
rigned jaws permit 


10611 QUINCY AVE ct 


Ya RMOUNT TOOLS 


His stock is about 15 ranges, and in 
1928 his gas range sales were about 
$3,690 from a stock of $620. About 60 
per cent of his sales were on an install- 
ment basis, but no credit was extended 
for more than eight months. Mr. Tom- 
linson advised selecting a good line of 
ranges, and care to be taken to avoid 
freakish or unusual models. 

H. H. Tracey of Tulia, then spoke 
on “Dairy Supplies.” His main idea 
was to encourage dairying and poultry 
raising in order to increase the buying 
power of the customer. 

Paul Sherrod brought up the matter 
of Radio, which he said is profitable and 
belonging to the hardware store. He 
said the dealer did not need the services 
of a technical radio man and that the 
line can be carried at no more expense 
than any other special line. Sales aver- 
age around $100 each, and it is easy to 
sell from eight to ten thousand dollars 
worth of radio sets, said the speaker. 

Llew S. Soule, editor of HARDWARE 
Ace, then gave an inspirational ad- 
dress on “Meeting the New Competi- 
tion.”” He declared that the efficient 
hardware merchant, acting as a special- 
ist in his line, could grow and prosper 
in spite of all competition. He stressed 
the need of new lines, cooperation with 
jobbers and sensible training of em- 
W. McAllister, editor of 


FAIRMOUNT 


A Different 
Goose Neck Bar 


quality and utility of Fairmount Drop 


and its deep properly de- 
a steady and strong purchase from 


You give full value when you sell this different kind of 
Neck Bar, 
full particulars. 


and you profit accordingly. Write for 


POPULAR SIZES 
No. 493—%"x24” 
No. 494—% "x30" 


No. 497—% "x30" 
No. 499— 1°x36” 


Also available in six other sizes. 


LFAIRI=OUI 
TOOL € FORGING co 


CIVE SERVICE AND SATISFACTI 


EVELAND I” 
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“Southern Hardware,” summarized the 
session, bringing out the highlights of 
each speaker’s talk. It was at this ses- 
sion that the new officers for 1929 were 
elected. They are: S. L. Randlett of 
Lancaster, president; T. C. Thompson 
of Canyon, vice-president. Among the 
new directors elected are J. H. Ewing, 
Robstown; O. B. Hocker, Clarksville; 
A. C. Toudouze of San Antonio; H. H. 
Tracy of Tulia; H. A. Turner of Madi- 
sonville; Lee Watson of Brownwood; 
Geo. D. McCormick of Midland; W. C. 
Timberlake, Texarkana, and Walter 
Henna of Round Rock. 


The final session of the convention | 


| 





was devoted to implements, with A. A. | 
Doerr of Larned, Kansas, as the prin- | 
cipal speaker. Mr. Doerr is a well | 
known merchant, and his remarks on | 
“Dealer's Cost of Doing Business” | 
gave the implement men something to | 
think about. He was followed by R. L. | 
Thornton, the president of the Dallas | 
Clearing House Association, who 
spoke on “Tex Henry Brown the Man.” 

The entertainment features were ably 
handled. The ladies were entertained 
daily and the entire visiting crowd en- 
joyed an athletic evening at the Dallas 
Athletic Club. On Wednesday evening 
the annual banquet and dance was held 





in the ball room of the hotel. There 
were more than 700 in attendance, and 
all reported to have had a fine time. 

At the directors’ meeting following 
the closing session of the convention, 
the very able and efficient Dan Scoates 
was reelected secretary. 

On the Peacock Terrace of the hotel 
there was shown a very complete ex- 
hibit of hardware merchandise, which 
was crowded by dealers throughout the 
three days of the convention. Carl 
Monk of Nacogdoches, was chairman of 
the nominating committee, and H. W. 
Nagel of Cuero, reported for the com- 
mittee of resolutions. 





Kentucky Dealers Meet in Louisville 


1929 meeting was the success it proved 
to be partly because so many women 
were present, for this year’s meeting 
brought more women to the meeting 
than any in the history of the organ- 
ization. 


H. H. Engle of Hazard was el¢cted | 


first vice-president. J. M. Williams of 
Beaver Dam was elected second vice- 





president. Mr. Stone was re-elected | 
secretary and George Skidmore of 
Elizabethtown and W. G. Curtis of 


Burjesville were made members of the 


| 


(Continued from page 155) 


executive committee. | 

Mrs. J. W. Clark, Lexington, was 
chairman of the ladies’ committee. 
Other members included Mrs. V. C. 
Redd, Cynthiana; Mrs. J. M. Williams, 
Beaver Dam; Mrs. R. M. Hunter, 
Nicholasville, and Mrs. R. M. Coons, 
Lexington. 

Souvenirs were given to each woman | 
registering at the convention. A the- | 
ater party was planned for opening day, | 
and a reception and dance were sched- | 
uled on the tenth floor. This was the 








ALBANY GREASE 


Millions of Pounds Used Annually 
OILS & GREASES 


A Profitable Line for Hardware Dealers 


All Albany 


Albany Grease 


Our Marvel 
Rack occupies 
very little floor 
space, holds 24 
rolls of cloth, 
from 18” to 


Lubricants 
Albany Grease 
Albony Pressuregrease 
Axle Grease 
Wire Rope Grease 
Gear Coating 
Track Grease 
Graphite Crease 
Transmission Grease 
Fibre Grease 
Launching Grease 
Automobile Oils 
Steam Cylinder Oils 
Machinery Oils 
Marine Engine Oils 
Turbine Oils 
Diesel Oils 
Transformer Oils 





The most efficient and best lubricants for 
use in industrial plants, power plants, mills 
and plantations. Ideal for ship auxiliaries, 
marine engines, sugar plants, hoists, shaft- 
ing, automobiles and all kinds of machinery. 
Albany Grease is a tallow lubricating com- 
pound—1!100% pure. Its use on fine machin- 
ery has been world wide for 61 years. All 
consistencies. 


Albany Pressuregrease 
Albany Pressuregrease is recommended for 
those who prefer a highly refined mineral oil 
grease—all types, soft, medium, hard—also 
graphite and transmission. 
Albany Oils are 100% lubricants, offered at 
competitive prices; all viscosities. 


Albany is a small line to stock—sells quickly at a eubstantial profit. 


Your jobber can supply you. 


If not, write us. 


ADAM COOK’S SONS, Inc. 
6 VARICK STREET, NEW YORK 


ALBANY-GREASE 


Nationally Advertised 
Serving Hardware 


to Grease Consumers 


Dealers for 61 Years 








48” (sizes are 
shown opposite 
each roll), and 
facilitates han- 
dling, measur- 
ing and cut- 
ting. No back- 
breaking work. 
No_ hunting 
sizes. No time 
lost serving 
customers. 


first time a dance has taken place dur- 
ing the Kentucky meeting in five years. 
A special luncheon with corsage bou- 
quets as favors to the guests and a the- 
ater party to Loew’s Theater were fea- 
tures of Wednesday’s program. On 
Thursday the women guests were 
taken on shopping tours and a special 
luncheon arranged for them. Mem- 
bers of the Association were enter- 
tained by Stratton & Terstegge Co. at 
a buffet luncheon. Souvenirs were 
given members by manufacturers. 


The Quickest and Easiest Way to 
Handle, Measure and Cut 
Wire Screen Cloth 














New Improved MARVEL Display Rack 


It displays the cloth so attractively that your sales show 


an increase right from the start. 


Made in sizes and 


styles for small and large stores for every requirement. 
Cost is less than most dealers suppose. 


Send for Catalog and Letters from Satisfied Dealers 


MARVEL RACK MFG. CO. 


125 W. Grant Street 


Minneapolis, Minn. 
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“GEM” apsustasie 
REGISTER 
SHIELDS 


Adjustable 
10 in. to 19 in. 


















A good talking point for “GEM” Adjustable Register Shields is 
the fact that they deflect heat directly down on the floor, saving fuel 
and preventing the discomfort and danger of chilled feet. Retail at: 
“GEM” Floor Shield, Black, $1.25; Ox. Cop., 
$1.50; “GEM” Wall Shield, Black, 65c.; Ox. 
Cop., 75c. 


















































New Glass Knobs 


MADE IN CRYSTAL GLASS 


No. 901 Size 7%" 
No. 902 *« 1K" 
No. 903 “.) 2R” 


Manufactured by 


TECHNICAL GLASS CO., Inc. 


LOS ANGELES, CAL. NEW YORK, N. Y. 








SWEDISH - - CIRCULAR CUT - - FILE 





Made in Sweden—and fully guaranteed. 


Especially adapted for soft metal. 


They are reliable, have endurance, uniformity of temper and 


hold their sharpness. 


Bastard Flexible Blades 
Smooth Tanged 
Half-Round 
We Carry a Full Line of Swedish Made Tools and 


Hardware. 
Order from your jobber today, or write 


SCANDINAVIAN WESTERN IMPORTING CO., LTD. 
107-109 Lafayette St., New York, N. Y. 








Minneapolis, Minn. “ Seattle, Wash. Montreal, Can. 
for FASTER EASIER SELLIN 
stock the RAP st serv 








ID, the m 


nve 








Ftagid fevaie [ules 


Send for details to Bluffton Slaw Cutter Co., 110 Jay St., Bluffton, O. 
















All Year Toy Stock Is Double 
Barreled Merchandise 


(Continued from page 134) 







the total volume of electric trains since we first stocked 
them, but without doubt they would be an immense sur- 
prise to those merchants who have not kept this mer- 
chandise on sale all year. 

Christmas is, of course, the big season with electric 
trains and all other toys, but having them on sale all 
year keeps the department in the customers’ minds and 
it helps your customers in many situations for you must 
remember that there are birthdays in your community 
every day of the year, also parents often want to re- 
ward a child for good behavior or good school work, or 
children forced to stay in the house or in the yard, must 
be entertained and in many communities and with some 
people in every community, there are seasonal gift sea- 
sons such as Easter and the like. 

Every merchant knows that in the department stores, 
toys and playrooms are provided as amusement for the 
children of customers. The parents come to these stores 
to buy because the children will be better behaved if 
promised an opportunity to visit this playground. Our 
toy department serves the same purpose and many chil- 
dren who are taken to see our toys as a reward for 
being good while mother is buying a bill of house fur- 
nishings, asks for and receives some toy. The children 
are our best salespeople. They can put the high pres- 
sure on parents and close the deal right then and there. 
If the purchase is not made at that time, the child will 
do the follow up work on the sale. 

Knowing this, we encourage the children to run the 
wheel goods up and down the wide aisles and to draw on 
the blackboards. 


Toys have been and are working to a higher price 
level. The electric train has succeeded the spring engine 
at a much higher price. The steel building sets with mo- 
tors, wheels and the like have succeeded many one pur- 
pose mechanical toys. Wheel goods are better made, more 
serviceable than formerly and the autos, like other mod- 
ern toys, bring a high item price. And yet the prices on 
thes¢ units are coming to a lower level. Manufacturers 
are learning that playthings, like tools, brushes and the 
like, can be produced more cheaply if the lines are sim- 
plified and manufacture standardized. One building set 
line has recently dropped almost half the numbers which 
makes for better manufacturing and selling. 

Space is a primary requisite for toy display and you 
cannot sell toys without display. Toys in our store take 
more space than the recognized hardware line and I 
am one of those merchants who believe that a hardware 
store must meet its community needs for legitimate 
hardware. Our success is probably due in a consider- 
able measure to the fact that space was available. We 
possibly could do with less space than we are using but 
ample space is a big help to the salesperson in charge. 
We keep one person on this floor all of the time and 
during the holiday season have six or more there. Most 
of this help we draw from the high school students. 

In some communities, it may not be a suitable line 
because of other stores already well established. That was 
not the case in Meriden when we started and today our 
toy department is drawing customers, especially dur- 
ing the holiday season, from the surrounding towns not 
ordinarily included in our trade territory. 
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The Hardware Dealer Who Sells 
Sport Will Sell Goods 


(Continued from page 145) 


merchandise. If a dealer puts too much sales appeal in a 
novelty window, it tends to spoil it, in my opinion; and if 
he omits merchandise, people will admire the trim but for- 
get to buy. That’s why we use an additional window with 
seasonal sporting equipment every time we run a woodland 
trim, as shown here in the close-up. All windows are 
sketched before installation and usually changed every two 
weeks. 

We put atmosphere in our sales talks, in our show win- 
dows and also show plenty of it on our sales floor. We 
hang canoes and boats from the wall and display plenty of 
mounted game. Among some of the specimens we show 
in our store are a spike-horn moose, Alaska sheep, Arizona 
quail, flicker, Hungarian pheasant, green and blue wing 
teel, a record bass weighing six and one-half pounds, Ari- 
zona road runner, Ontario caribou, wild boar, lynx and 
many others, some of them shot by Mr. Sedgman and others 
given _us by sportsmen friends. 

Our lines of sporting goods are complete. We can equip 
a sportsman from head to foot with quality merchandise, 
which is the only kind a hardware man should sell. In 
addition to the lines already mentioned, we carry bicycles, 
camping outfits, toboggans, field glasses from $2 to $60, and 
Navajo blankets from $2 to $130. All merchandise is guar- 
anteed. If not satisfactory, bring it back, and we seldom 
have to make good. 

If you should ask me to give some short and sweet ad- 
vice to the hardware dealer concerning this line, I’d say, 
“If you want to sell sporting goods successfully, be a good 
sport.” 





The History of Radio 


(Continued from page 113) 


told that in 1924 there were more than 1,000,000 radio 
sets in use. 

In the year 1925 A-C operation came into prominence, 
and battery eliminators became a profitable selling item. 
One-dial sets were introduced and people began to re- 
place their obsolete sets and home-made sets with cus- 
tom-built equipment made by leading manufacturers. 
The preference for cabinet models, built-in loud speak- 
ers and other furniture creations became more pro- 
nounced. The horn type speaker became less popular 
and gave way to the cone type. 

Coming up to date we find the bulk of our radio busi- 
ness is for A-C sets, and that our battery operated sets 
are sold only outside of the power line area. People are 
no longer interested very much in circuit. Even those 
who continue to experiment and build sets as a hobby 
are buying manufactured outfits for general family en- 
tertainment. 

We feel that Government regulation of wave lengths. 
the tremendous strides in broadcasting improvement, and 
the active efficiency of leading radio manufacturers have 
eliminated practically all of the technical difficulties of a 
radio department as far as the merchant is concerned. 

The hardware merchant who selects his radio stock 
with the same care he would give his paint department, 
who follows the trend of radio preference and regulates 
his purchases to his ability to turn over his stock, will 
find a radio department highly interesting and, if prop- 
erly conducted, very profitable. 
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Indiana Rolling Mill Co. 


INDIANA 






The “X-tra Quality” 
in these shovels is 
more than a name 
they really have 
more quality than 
usual. 


Indiana X-tra Quali- 
ty Shovels give the 
customer extra _ ser- 
vice. They assure 
extra profits for the 
dealer who sells 
them. 


Write for literature 


New Castle, Indiana 
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KESTER Corps of Flux Core Solders 


GENERAL UTILITY: Attention! State your duties! 
ACID CORE: I do the heavy fighting; —- the tough soldering tasks 


that industries, mechanics, farmers an 


METAL MENDER: I attack 


others have. 
with ease all household and other odd sol- 


— fobs: vanquish waste; help boys make toys and men make 
t 


useful things. 


ROSIN CORE: I maintain the lines of communication; and do other 
particular jobs; I’m the foe of corrosion. 

RADIO: I'm the chief aide-de-camp to the radio set builder and repairer. 
Radio engineers rank me high for permanent, fine work. 

PASTE CORE: The electrical squad and general duty for me. Like other 
Kester Solders I’m two-in-one—solder and flux combined—and 
save both time and money. 

CHORUS: We're Kester Flux-Core solders true, 
A corps of cores, all made to do 


Much better jobs and 


uicker, too; 


A touch of heat; the job is through; 


Both time 


and cost we save for you. 


COUNTER-SIGN: Over counters fast we go, with sales and profits high, 


Our national ads are helping youto make the buyers buy 


Established 1899 


CHICAGO SOLDER CO., 4205 Wrightwood Ave., CHICAGO 


KESTER 


Self- 
fluxing 


SOLDER 
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3 Winners 
from KoKoMo 


will be at the 
New York Toy Fair! 


These three KoKoMo products promise 
to break all sales records in 1929. See 
them at Room 603, Breslin Hotel, at the 
New York Toy Fair. 





KOKOMO 
“CHIEFTAIN” 


With his big BALLOON 
wheels and with NEW im- 
provements, “Chieftain’’ promises to break 
all skate records for 1929! Here is an even 
finer KoKoMo “Chieftain’——the same great 
skate, IMPROVED! 











KOKOMO 
ELECTRICAR 


The newest development in 
an electrically propelled floor 
toy. Our Toy Fair display will show many 
improvements and various accessories that 
will make Electricar an even bigger selle: 
than in the past season. 








KOKOMO 
“REDSKIN” 


The new KoKoMo Skate built 
to sell at a low price. Big 
opportunity for store display is offered by 
the RED strap of genuine pigskin. Here is 
quality that you had never dreamed of at a 
low price! A real achievement to skate 
construction. 


KOKOMO STAMPED METAL CO. 
Dept. 4 
Kokomo, Indiana 





Eastern Representative—D. G. Baldwin Co., 41 Murray S&t., 
New York City; Bourse Bldg., Philadelphia, Pa. 
Chicago Representative—-Winkenweder & Taylor, 1507 8. Michigan 
Ave., Chicago, : 

Western Representative —— Erlach-Lee Co., 24 California St., 
San Franciseo, Calif. 




















No. 04204 Proves That 
a Good Padlock Need 


Not Be Expensive 








, 


No. 04204 Padlock 


(% size illustrated) 





When your customer wants a real high grade 
lock show him Eagle No. 04204. The price is 
extremely reasonable and you may be sure he’ll 
find 04204 worthy. 


Case is Cast Bronze with a bronze wire shackle. 
Equipped with Secure Lever mechanism. Regu- 
larly made with 12 key changes, but it can 
be furnished with 3,000 changes or master 
keyed to order. 

A high grade lock that you can retail at $1.00 
each. 


List price $13.20 per dozen 


Also made with Steel Wire Shackle, Case 
Hardened, Black Nickel finish. 











The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 
Front Door Sets Padlocks 
Wood Screws 


Eagle Lock Co. 


General Sales Office 
26 Warren St. New York 


REG. IN U. 8. PAT. OFF. RSG. IN U. 8. PAT. OFF. 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Il. 
114 Bedford Street, Boston, Mass. 


Works at Terryville, Connecticut 
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The strength and quality of SPARGO 
COPPER AND BRONZE CLOTH 
offers to your customers a real and last- 
ing protection against insects. 





DIXON’S 
BELT DRESSING 


Leather, rubber, and fabric belts all 
grip better when treated with Dixon’s 
Belt Dressing—and this aid to longer 
belt life and better operation “goes 
on” without the slightest danger of 
“clogging” or harming the finest belt. 


Its handy stick form permits belt 
dressing without the stopping of ma- 
chinery. To use, simply tear off part 
of the paper around the stock, grip 
firmly in the hand and hold it on to 
the moving belt. No loss of time— 
no dirt—no slipping belts—and, in 
addition, Dixon’s “food for belts” will 
keep belts in perfect condition. 





If belts are exposed to steam, spat- 
tering water, chemicals, or heavy 
dust condition, recommend 


Stocking our quality COPPER AND 
BRONZE Cloth will increase your sales 


DIXON’S TRACTION BELT and make your customers happy and 
DRESSING satisfied. 
A special paste dressing made espe- 
cially for this type of service. ap 


Dealers should stock these well known 
Dixon Belt Dressings. They are quick sell- 
ers and are well advertised. Write for fur- 


ther information as to prices and discounts Spar 9 0 Wire Co 
* 


to Dept. 40-0. 
JOSEPH DIXON CRUCIBLE COMPANY Rome, N. Y. 
New York Office Chicago Office 


Ci r) N 
Jersey City Daas ew Jersey 41 Murray St. 174 No. Wacker Drive 
Established 1827 
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Rust-resisting Cut Nails 


Shingle Nails 

Roofing Nails 
Clapboard (box) Nails 
Boat Nails 

Spikes 

Special Nails 


For your convenience in using these new 
rust-resisting cut nails, the Tremont Nail 
Company is packing them in 5 lb. canvas 
bags—twenty bags to the 100 Ib. keg. For 
those who prefer the old method, shipments 
are also made in bulk 100 Ib. kegs. 


All these nails are cut from ARMCO Rust- 
resisting Pure Ingot Iron—the same high 
calibre of iron used by our ancestors in mak- 
ing the nails of 150 years ago which still last. 
The rust resistance, plus the 72% holding 
power of cut nails over wire nails, plus the 
convenience in receiving them in individual 
canvas bags is what your 

customers get when they 

use TREMONT- 

ARMCO Pure Iron Cut 

Nails. 


Ask your jobber, or 
write us for samples 
and prices. 


TREMONT NAIL COMPANY 


Established 1819 
Wareham, Mass. 


Add another profit 














Imperial Lawn Edge Trimmer 
with every lawn mower 


The customer needs both. This tool finishes 
where the lawn mower leaves off. It trims 
the grass along the edges of the walk. Plows 
a clean U-shaped trench, delivering the cut- 
ting on the sidewalk. Gets rid of all the 
straggly, overhanging grass in a few minutes. 


Will trim an 80 ft. lawn along the curbing in 
20 minutes. Made strong to last long. 

Price is so moderate every home owner with 
a lawn wants one. Good profit. 


Order of your Jobber. If he cannot supply, 
we ‘will quote you direct. 


PAT. JAN. (6? 
A set of four chains will 

















pull any auto out of mud, 

sand or snow. Easily ap- 

plied without jacks or tools. 

Sizes for all cars and 

trucks. 

An all year ’round seller. 
Write for prices 








Reichert’s Anti-Suk Calf 
and Cow Weaner permits 
calf to graze, eat or drink, 
yet prevents sucking. 
In constant demand. 


Quotations on request 


Imperial Bit & Snap Co. 


1400 Clark Street 


Racine, Wisconsin, U.S. A. 





























No. 9875%4 Wrought Steel, Black Japanned , 
Nickel-plated shackle. -_ — 


No. 09875 All Bra3s case and shackle. 
Raised surfaces polished. 


Size, 2 inches. 4 secure levers. 
144 changes. 





No. 0665 


Our catalog will give you a most complete line 
of locks for Drawer, Cupboard, Wardrobe, Lock- 
er, Chest, etc. A size and type for every purpose. 





Pe Holder 





or W 


einen 3060% No. 1764 Ne. ng 
Friction me. Shelf Rest 


Many items of interest to the Hardware trade is 
contained in our Miscellaneous catalogue. Have 
you a copy? One sent on request. 


Padlocks, Cabinet Locks, Bs nk, Fee wo Locks 


and Trimmings. Miscella ous ware, Keys 
and Bianks, House, Leter Toxes and Home Sav. 
anks. 


CORBIN CABINET LOCK co. 


THe AMER DWARE CORPORATION SS0r 
NEW BRITAIN, CONN., U. ‘Ss. Py 
NEW YORK CHICAGO PHILADELPHIA 
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only Carry 


one line of 
pipe tools 


-NMaturally they 
StOCk [he best 


> 


LOOK for “BRIDGEPORT” 
and the A. F. Shield on every 
PIPE TOOL YOU BUY. 








The only “GENUINE” PIPE 
TOOLS are made by ARM- 
STRONG of BRIDGEPORT. 


Over 80% of the trade 
stock the GENUINE 
ARMSTRONG PIPE 
TOOLS. 


een dia t ge e 


THE ARMSTRONG MFG. CO. 


¥ BRIDGEPORT™ 


Founded 1869 


SEND for the NEW HANDY SIZE CATALOG 
and our LATEST DEALER HELPS. No 


charge involved. 


mM FOUNDED 1s So °F bal 


HLA. 3 
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“Cleveland” Za 
Grindstones 


Farmers will shortly en- 
ter the fields with tools 
that will need sharpening 
which means _ business 
for the hardware dealer 
who is plentifully stocked 
with the well known 
“Cleveland” Grindstones. 





| 
| 
| 


Rugged strength and 
proven service are 
provided in the com- 
plete line of GRIFFIN 


Garage Hardware 
Sets-used by thought- 
ful builders every- 

ia a SF a 


Substantial light runn‘ng, 

mounted with a “Cleveland” 

Grindstone, genuine Berea Frame of heavy angle steel 
grit, which we alone manu- 1%” x 1%” x %”, strongly 
facture. 19 to 22 inches in ~ braced and is equipped with 
diameter. 134” to 2%” thick. our standard high grade se- 
Frame can be set up in a lected ‘Cleveland’ Grind- 
jiffy—merely by manipulating stone. Shipped folded com- 
one bolt. Shipped knocked plete, stone crated sepa- 
down and crated. rately to save freight. 


THE CLEVELAND STONE COMPANY 


Cleveland, Ohio 
E AIE, PENN SYLVANIA 


283 Front Street, New York vanch O; Offices_ 


a & ee ie it eo Mass. on c Ww. st. 
ew n Boston, Batiorymarch 
- aus San Francisco, 703 Market St. 











Bakelite Molded Door Knob Sets in burled walnut and dead 
aed finishes. Made by National Brass Co., Grand Rapids, 
ic 


Strikingly attractive BAKELITE MOLDED Door Knobs 


‘move rapidly wherever displayed 


HERE is an attractiveness to 

Bakelite Molded door knobs 
that appeals to architects, build- 
ers and owners. Rich, lustrous 
brown, burled walnut effect, and 
dead black, these standard fin- 
ishes, are very handsome and are 
always admired. They are non- 
corrosive and will not rust, stain 
or bécome discolored with con- 
stant, daily use. Both color and 
finish are permanent. 


Sales are increasing everywhere 
and each month more homes and 


with Bakelite Molded door knobs. 
Stronger than glass and superior 
in finish to metal, these Bakelite 
Molded door knobs provide dis- 
tinct sales advantages in an item 
which always offers a profitable 
volume. 


Complete sets including knobs, 
roses, key escutcheons and latch 
or knob sets only—are neatly 
packed in individual, yellow boxes 
which may be used, effectively, 
in displays. Labels with clear 
black lettering permit rapid and 
correct order-filling. 


buildings are being furnished 


BAKELITE CORPORATION 


247 Park Avenue, New York,N.Y. Chicago Office, 635 West 22nd Street 
BAKELITE CORPORATION OF CANADA, LTD., 163 Dufferin St., Toronto, Ont. 


THE MATERIAL OF A THOUSAND USES 


“The registered Trade Mark and Symbol shown above may be used only on. products made from matenals 
manufactured by Bakelite Corporation brag aan cape *B” is the numerical sign for infinity. or unlimited 
quantity It symbolizes the infinite number of present and Feiurs ates of Malice Corpavition’o 
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The New KING-PIN SHOVEL On Display at 








Philadelphia 








ee (All Sizes) February 12-13-14-15 
; ies Commercial Museum 
i! Pe aah sturdy, long-wearing shovel made in sizes suit- the 
able for man-work and boy-play. Look at these five fea- Booth 298 














tures not found in the ordinary low-priced shovel. These fea- 
tures will appeal to your customers’ sense of values: 






























1. Firm handle. Can’t turn or twist; won’t loosen. Boston 
February 20-21-22 
2: Curl at top strengthens blade. Mechanics Building 
Booth 49 


3 Turned-up sides, center and length-wise ribs, give added 
* strength. 





4 “King-Pin” runs through top of blade and through handle, 
* increasing strength of blade and holding handle firmly. New York 
No screws or rivets to split handle or become loosened. P om 


5 amps + Ho edge further increases strength and dura- Show R 
a: 461 Fifth Avenue 


The man-size KING-PIN makes a snow shovel of superior Building 
durability. It is also well adapted to other uses around the home, 
farm and factory. The boy-size KING-PIN is strong enough ee 
for réal work as well as play. 


PR cng and Jobbers are invited to write for terms and These Exhibits also 
. include displays of 
The Conestoga Corporation BIG-BANG 
Main Office and Factory, BETHLEHEM, PA. | Cannons, Gun-Boats, 


Export Department—Office 605, 130 Pearl St., Army Tanks, Bomb- 
New York City, U. S. A. ing Planes and Pistols 


















The Hardware Store 
Is the Hunter’s Arsenal 


Will He Find YOUR _ 
Products There? 


Guns, ammunition, hunting knives, hunters’ 
clothing and all the incidentals that appeal to 
the hunter are sold by hardware dealers 
throughout the country. These dealers keep 
in touch with the manufacturers by reading 
the advertising addressed to them in their 
business paper—HARDWARE AGE. 


Tell the hardware dealer about your product 
in the same manner and put yourself on an 
equal footing with your competitors. 
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CONFUSION 
Another Good Seller for You 


The Standard Drill Holder and Gauge 


HERE once was confusion in the mechanie’s shop is needs as easily as a sm 
Wirow neatness and order with the Standard Drill Holder package. 7 ne ok se ae 


and Gauge. 
Display this Drill Holder and Gauge well on your counter and 
No more watch how it attracts the eye of almost every mechanic. This 


No more lost time in hunting for this or that drill. 
easily secured interest will lead to orders. 


fussing and fuming. The mechanic picks out the drill he 
Fredk. Pollard & Co., Ltd., London 


New York: 94 Reade St. 
cca: ss2.w. [HE STANDARD TOOL (0. i" 


Washington Blvd. 














Cups 
Oi. Cups 


HE constant demand for oil and 

gtease cups as repair and re- 
placement parts as well as for new 
work makes them an_ indispensable 
part of the stock of the up-to-date 
dealer. The Empress line of grease 
mam -> and oil cups is complete, it consists 
of over fifty types each in several 
sizes. Whatever the need, there is an 
Empress cup for it. 





Booklet No. L-104A gives full data on the 
complete line. Write for it. 


BOWEN PRODUCTS 
CORPORATION 


Main Office 
AUBURN, NEW YORK 

Branches 

161 Massachusetts Ave. 

412 Wrigley Bidg. 

7113 Euclid Ave. 

2760 W. Warren Ave. 

ANSAS CITY 411 Mutual Bldg. 

MINNEAPOLIS 983 17th Ave., S. E. 

220 Sccaduey 


YORK 
SAN FRANCISCO Monadnock Bldg. 


Manufacturers of Empress 
Lubricating Devices 
since 1890 

















le es 
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4 Fast Selling | 


MORRILL PRODUCTS | 


Morrill Sawsets sell as readily to the farmer, 
school and home user of saws as to the pro- 
fessional carpenter, because they are so easy to 
understand and use. The “Special” has a fully 
indexed anvil giving both the correct depth and 
angle of set to any hand saw. Also, there are the 
No. 3 for cross cut and circular saws, No. 4 for 
“Champion” or “M” toothed saws and the No. 5 
for timber and board saws. Sawset 


Sold Every Day, Because Used Every Day 


Morrill Nail Pullers pull nails with or without heads as 

Reiners’ fast as you can work the puller, and so easy. You can- 

Nail Puller not pinch or bruise your hand because of the Hand 
Guard. 


Morrill Bench Stops have been the standard for over 
50 years. They do faultless work and are practically 
indestructible. 





Morrill Soapurns are giving entire satisfaction in many 
public buildings, offices, hotels, clubs, etc. 


See our full line illustrated and described in Hardware 
Age Catalog, and also send for New Bulletin. 


CHAS. MORRILL, INC. 


102 Lafayette St. New York 


ANNOUNCEMENT 


Bemis & Call Company, Springfield, Mass. 


Has acquired all rights to the manufacture and sale of Coes Wrenches, for- 
merly made by the 


Coes Wrench Company, Worcester, Mass. 


We shall endeavor to maintain the high quality of Coes wrenches established by the 
Coes Wrench Company during the past 90 years. Together with our well-known Com- 
bination, Improved Adjustable “S”, and Monkey Wrenches, we will have a distinctive 
line of wrenches for the hardware trade. Our reputation for quality of product and 
promptness of delivery will, we believe, continue to be the chief factor in an increasing 
volume of sales throughout the world. 

J. C. McCarty & Company of New York, Coes Wrench Company representatives for ” 
70 years, will have the exclusive sale of our wrenches in the east, comprising Pennsyl- 
vania, New York and the New England States. 

J. K. Wilson & Company of Baltimore, will continue to represent us in the southern 
states, from Maryland south, including Texas. 

Guy R. Muzzy will have charge of sales in the Central States, as at present. 


John T. Rountree, Inc., will represent us on the coast. 
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How We Will Help (a2422a/q Dealers in 1929 


By filling jobber orders promptly so that your jobber 
can fill your Spring order promptly. By giving the trade 
an unbeatable line at the price, including the New Lux- 
mow and Trumow models for 1929. Luxmow for large 
lawns—Trumow for those of average size. 


Order the New Models NOW 


Place your order early and be ready for business. Every 
home with a lawn is a prospect. The new Clarinda mod- 
els will appeal to every home owner. These mowers 
have high wheels, are easily adjusted, cut perfectly and 
are beautifuily finished. They are the outstanding value 
in Lawn Mowers for 1929. 


Free Dealer Helps are Ready 


Attractive folders, movie slides, newspaper mats and 
cuts, large window display cards telling that your store 
is Headquarters for Clarinda Lawn Mowers, etc., etc. 








Write for new literature, trade-prices and name of near- 
est jobber. 

















N 


Clarinda M’t’g Co., Clarinda, Iowa Large 14x22 WINDOW DISPLAY CARD in Four 


Natural Colors. 











' T Vf? 
{ tisha j Ue j 
Hil ve 1 Ahi 





LOOK FOR THE NAME STAMPED 


Valeiliautd 


/Or 
YO lk C'S 


Solid Braided 100% Cotton 





Hh ii 


a 
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CORBIN 


Wood Screws 

Drive Serews 

Coach Screws 

Machine Serews 

Set Serews 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Steve Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Steve and Tire Bolt Nats 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber's Chain 

Register Chain 

Safety Chain 

Farnace Chain 

Ladder Chain 

Sash Chain 

Eseutcheon Pins 

Speedometers 














ores 







ae 
te 


NAIM 


UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphis 


Western Factory—Dayton, Ohio 














No. 1812 
Adjustable Push Catch 





No. 770 Surface Door Bolt 


No. 634 Refrigerator Fastener 





No. 1133 
Cupboard Hinge 


THE BRAINERD LINE 





Just a few of the complete lines of chest, suit case, cabinet, radio, 
refrigerator, show case, toy and light builders hardware that you 


will find in the Brainerd line. 


With many years of sales records as authority, we tell you that 
February, March and April are the heaviest buying months in our 
line. May we urge you, therefore, to get your spring stock order 
made up and sent in, to insure the prompt attention that you want. 


A new Catalog is on the press now. Will be ready for distribution in 


February. A request from you will bring it. 
send it in with notation on it. 


Just tear this ad out and 


THE BRAINERD MFG. CO. 


ALL CUTS REDUCED SIZE 


EAST ROCHESTER, N. Y. 
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Springtime Is 
Jardiniere Time 





Be ready for business with this 
beautiful line. Our High Fired 
Jardinieres, Hanging Baskets, 
Green Stripe Flower Pots and 
Gazing Globes with Pedestals 
may be had in Gray Glaze and 
Green Tint. 

They are all popular sellers pay 
a good profit and give satisfac- 


tion to every customer. 


Send for catalog. 





The Burley & Winter Pottery Co. 


Mfrs. of The Famous Heart Brand 
Stoneware & Bur-Win Garden Ware 


Crooksville Ohio 











**Easy 

to Handle,” 
says 

Mr. 
PLASTIC 
WOOD * 


(Reg. U. S. Pat. Off.) 











Easy to handle, for cartons are small and there is no 
mixed stock . . . It’s easy to handle Plastic Wood 
Solvent, too . . . and the Solvent makes it even easier 
for your customers to handle and use Plastic Wood 
. . . Easy to handle, profits are good . . . Handles 
like Putty . . . Hardens into Wood. 


Carried by Hardware and Paint Wholesalers 
4 Ib. ean, 35c each; 1 Ib. can, $1.00 each 


12 cans to a carton—less 3314 % 


Addison-Leslie Co., Mfrs., 1 Bolivar St., Canton, Mass. 





*A request on your store letterhead will bring a free quarter pound can of 
Plastic Wood for practical use or for making a Plastic Wood manikin 














There is yet to be 
produced a better 
and more economi- 
cal wire netting 
than Hexagonal 
Mesh _ providing 
the netting unrolls 
straight and flat. 


Try out a bale of 
Superior Brand 
Netting and prove 
to yourself its 
right to its trade 
name, Superior. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


| Suggested 


retail 
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Here Are a Few 


Best Sellers in the —— ~<a 


No. . RL. & L. R " : b . - 
we a ee *““YANKEP’ TOOL Line Nos. 130 and 131. Quick Return S. R. Driver. 


i You Can Hold Your Trade i 


No. 90. Plain Driver. 14 Sizes. with these in stock 
Ratchet Drivers Nos. 10 and 15. No. 41. Push Drill. 
tie I MEN aS Plain Drivers Nos. 90 and 95. 
Spiral Drivers, 30, 31, 130 and 131. 
Push Drills, Nos. 41 and 44. 

No. 2150. Bit Extension. Hand Drills, 1530, 1431 and 1435. 
Breast Drills, Nos. 1555 and 1545. 
Vises Nos. 990, 1992 and 1993. 
Bit Exten. 2150-18, 21 and 24”. 
Bit Braces No. 2100-10 and 12”. 

They're always in demand. 

Your jobber will supply. 


North Bros. Mfg. Co. 
Philadelphia 


4 Sizes. 





No. 1530. Double Ratchet Drill. 














Globe Vacuum Bottles 


SELL Because They 
Meet Every Demand 
for QUALITY 





r Bearings for 
| Every Purpose 
| 
| 
| 


And at Very Moderate Cost 


“Commercial” Annular Ball 
Bearings are used in hundreds 

of different products—anything from 
a kiddie-car to a huge machine. 
“Commercial” bearings are built with 
great care and unusual precision. They 
have the famous three-point contact 
which permits a larger number of balls. 
Speeds up to 2500 R.P.M. These bear- 
ings are strong and sturdy and easily 
withstand both radial and thrust in 
either direction. Let us tell you more 
about them. 


Send for Illustrated Catalog 
Discount Sheets and Samples 


‘THE SCHATZ MANUFACTURING CO. 
Poughkeepsie, New York 





When You Stock Globe Vacuum Bot- 
tles You Stock the Best Made! You 
will believe this when you see how care- 
fully they are made. Your trade will 
believe it and show that they do, by 
purcliasing. 

The Globe Line, consisting of Vacuum 
Service Sets, Vacuum Lunch Kits and 
“Sure-Grip” Vacuum Bottles, will meet 
every requirement of your customers. 
May we tell you about it? 


GLOBE VACUUM 


BOTTLE CO. 
Newfield, New Jersey 


LUFKIN TOOLS 


SUPERIOR IN QUALITY AND DESIGN 
Winning Their Way with Mechanics and Dealers to the High 
Position Held by 


[UFATH TAPES »> RULES 


a also Bs 




















Send for 








Catalog No. 11—Tapes and Rules 
Catalog No. 5—Tools 


HE [UFKIN feuLe C0. 


SAGINAW, MICH. NEW YORK 
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Tools That Really Sell 


White’s Adze, Hand-Axe, Draw Shave 
and Short Length Chisel. If you want 
real quality—the kind that will bring you 
re-orders—get these. 


May We Mail You Our Catalogue? 


The L. & I. J. White Co. Division 
Simonds-Worden White Company 


DAYTON, OHIO 











@ 
BRIDGEPORT. CONN. 


WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 








The One Wheelbarrow 
That the Home Folks 
Will Buy Quickly 


The following six Facts tell you why: 


LIGHT WEIGHT—43 pounds. 
EASY RUNNING—I16’ wheel, nice balance. 
COMPACT DESIGN—will pass through any door. 


STRONG—18 gauge steel tray, rigid steel legs, 
steel front braces, securely riveted at every point. 


GOOD LOOKING—wood parts bright red, black 

tray. 

POPULAR PRICED — the low price attracts 

everybody. 

Hf your jobber can't supply you with this New Bull 
tog No. 301 write us 


THE TOLEDO WHEELBARROW COMPANY 
TOLEDO, OHIO 


9 
Branch “— Kl Warehouse 


69 E, weeker Drive 


BULL @ FROG 


WHEELBARROWS 








Th 

Stores that are equipped with a a ag 
modern Heller merchandising , N. J., is Heller- 
fixtures are stores with cus- equipped 
tomer appeal. They not only 
draw new trade, but also sell 
your present customers to capacity—silently, psychologi- 
cally—with no more effort on your part than usual. 
When the customer enters to buy a pound of eight penny 
nails he will exclaim, “That reminds me—I must have 
some of these hinges, and one of these saws!’’ What you 
show, you sell, now-a-days. 
Fill in the questionnaire below and send to the W. C. 
Heller Company for Heller’s personal suggestions on how 
to modernize your store. You too should be hearing that 
profitable phrase, ‘“‘That Reminds Me!’ 

Be sure to see the Heller exhibits at any 

of the following conventions during Feb- 

ruary: Detroit, Rochester, Philadelphia, 

and Cincinnati. 


HELLER 


Business Building Store Equipment 


tear out this ad'and mail tt ae, | W. C. HELLER & CO. 
70@ Bryant St., Montpelier, Ohio 


Ci New Style Display Tables 

C Price Tickets for Display Tables New York Offices, 20 Vesey Street, 
O)Display Door Wall Cabinets Suite 560 
67-A—2-7-29 


Write name and address in margian below 





~~) 
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The King Folding Ironing Table 


reigns supreme where an ironing table is desired 
that embodies all those features that go to make 
a really fine, serviceable, satisfactory table. 


The King Table placed before the trade and 
properly presented to same is readily and easily 
sold. Write for details. 


Made and Guaranteced by the Manufacturers 
of the well known Line of Federal Washboards. 


THE FEDERAL WASHBOARD CO. 
General Offices, Tiffin, Ohio 








Time-Tried and Tested 


When you stock up again on gasoline 
torches and furnaces, why not put in 
the brand that you yourself would use? 
You would want the torches and furnaces 
that have a time-tried and tested repu- 





tation for reliability—torches and fur- 
No. 83 naces that will stand the gaff of daily 
1 Quart use on tough jobs and which have all 
Gasoline the improvements for faster, easier and 
Torch more economical work. 
Get ready now for an increase in sales and profits by stocking 
‘Always Reliable’’ torches and furnaces. 
(order through your jobber or write us direct. 


OTTO BERNZ CO., Inc. Newark, N. J. 


Stocks in Newark, N. J., New York City, Chicago 
and San Francisco 





D - ] 
You 


’ 
cant Rubyfluid makes the tight- 
sell est kind of a joint with the 
thinnest film of solder. Its 
a great economy sells it. 
better Sample Free to any dealer. 
flux RUBY CHEMICAL CO. 


68 McDowell St., Columbus, Ohio 














you sell shovels on 
“price,” you cut your 
own profits. When you 
sell Red Edge on the basis 
of “two to three times the 
life of the ordinary shovel” 
—You not only make a 
longer profit but a steady 
customer. Profits and re- 
peats are the making of a 
profitable business. 






WYOMING 


RED 
EDGE 


te LORS OF | 













The Wyoming 
Shovel Works 
Wyoming, Penna. 








A Very Attractive 


Made of beechwood 
with black non-rust- : 
Suan” same alll mu NR SS 


glass _ protectors. UY 
IL TT 
bi = | 






bility of the food 
being thrown out. 
First class work- 
manship. Has many 
strong selling fea- 
tures. Send for 
catalog. 


Holzindustrie ieceties: 


There is no possi- 











NOELTING 


FAULTLESS 
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THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


@ | RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 
370 ATLANTIC AVE., BOSTON, MASS. 


te trt-.-- «<i 
PHENIX 


Screen and Storm 
Sash Hangers fe ie] 


AaaA 


and Fasteners ee 
Combine newest im- ( 
provements with finest | 
construction. Simplest, | 
ane | 
to apply. They sell 
oo 
























































DE LUXE FRAME 
TO RETAIL FOR 





handiest, and easiest 





readily because they 
are in a class by Cd 
themselves. No. 115 





Offered By 


Phenix Garage Door Bolts are especially designed 
: for garages, factories, warehouses, and fire doors. 


Garage Door Bolts and Door Holders 


One turn of han- 
dle locks or un- 
locks both doors, 
top and_ bottom 
bolts. 


Our holders pre- 
vent accidents, 
broken headlights 
and bent 
up fenders. 
Operate by 
hand or 
foot. 


of Hacksaw Frames Exclusively 


{ America’s Largest  Eeteoees 


The exceptionally smooth, glassy, nickel finish of the metal 
parts and the jet black, checked, hard rubber handle will first 
catch his eye. Examining the frame point by point, he will 
be impressed with the extra heavy back and he will under- 
stand that the frame must be of the finest quality throughout, 
if a mere wing nut is of pressed steel. His good right hand 
will enjoy the solid feel of the full size, scientifically shaped 
handle. And he will welcome the 3%” depth. Changing a blade 
will be easy and quick whether it is 8 or 12 inches long. Best 
of all he will agree that $3 is a fair price to pay for so 
superbly fine a frame. A sample frame and catalog of com- 
plete line will be sent you on request. 












Send for 
Prices. 





“4|>- ——« PHENIX MFG. CO. 


No 57 Seber Ha. 08 032 Center Street, Milwaukee, Wis. 


HARDWARE 


There is no surer way to realize greater builders hard- 
ware profits in 1929 than to stock and feature Rite 
Hardware. The greater profits offered by this famous 
line have been proven by dealers everywhere. 


Manufactured by 


Rite Hardware & Mfg. Corp. 
1646 N. Spring St. Los Angeles 


The Forsberg Mfg. Co., Dept. HA-2, Bridgeport, Conn. 





























RITE PERIOD 


Authentic in design and beautiful in execution, Rite 
Period Hardware breaths the artistry of true inspira- 
tion. Each fixture has character and personality that 
commands admiration . .. and sales . . . wherever 


displayed. 


Distributed by 
America’s Leading Jobbers 





No. 25022 





























HARDWARE AGE for FEBRUARY 7, 1929 











*“PEERLESS” Handcuffs 





Waeat 12 Ounces 
SwIVELED = SwivELEO 











You can buy many handcuffs at a Lower Price, but you cannot 
buy better handcuffs at any price. 


Ask Us for Details 


PEERLESS HANDCUFF CO. 
SPRINGFIELD, MASS. 

















DIAMOND 


ADJUSTABLE 
WRENCHES 


Drop forged from high grade tool 
steel, scientifically hardened and 
drawn in oil. Jaws like s cold 
chisel—will not chip or break— 
handles that fit the 

The most no pe a of ad- 
justable Are 
standard equipment on the. Lincoln 
and other cars. Especially designed 
for the apart mechanic. 

There’s a Diamond Wrench for 
every purpose. 


Write fer Catalog 


DIAMOND CALK 
HORSESHOE CO. 


4622 Grand Ave. Duluth, Mina. 









































Russell Jennings 
Auger Bits 
Patented by ; 


Mr. Russell J 
in 1855 


Single Lip and Spur 
Russell Jennings Mfg. Co. 
Chester, Conn. 


i, eh, ee 


We are pleased to enclose order for one copy of the 
Ninth Edition of Hardware Age Verified List. 

As you no doubt know, our business is almost exclu- 
sively with the wholesale hardware jobbers and when 
we tell you that our products are found in some gon 
stores in the U. S. to which we do not sell direct, y 
can readily understand that we find your Verified List 
of considerable value to us. 

We use it daily, we cannot afford to be without it and 
anticipate an early receipt of a copy of the Ninth Bdi- 
tion. 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS OF NINTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machi S lies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion 
work and also a helpful guide for salesmen’s calls. Every 
manufacturer’s sales manager should have one on his 
desk, and every salesman could profitably carry a copy in 
his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and 
these all appear in the Ninth Edition. 


Hardware Wholesalers and Manufacturers’ Agente find 
Verified List of great value in “checking” their prospect 
records. 





4 It really is 18 directories in one. 


PUBLISHED ANNUALLY 


Price of the Ninth Edition, 
$15.00 postpaid. 














AY ERS Coro’ 


MODERNIZE STORE METHODS 


To provide adequate storage bg age A for ant stock—te 
make it and jerks stock men 
to handle with absolute safety—to "Take ay service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION rye iteye sagen 

Deep ons steps, full a pane rubber tires, 
he ystem, firm construction throughout eliminate vibra. 
tion and aolee and oreduce a ladder ay ample XW for 
safety, convenience and efficiency. style 
design — attractivel oe height—easily” ins tated 

meets most requirements. Circular on request. 


mE FE MYERS & BRO.co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 














TYPEWRITTEN MAILING LISTS. We can fur. 
nish you with lists of the principal trades and pro- 
fessions in the United States, Canada and foreign 
countries. Prices quoted upon application. 

















ADDRESSING, MULTIGRAPHING, ETC. We 
have facilities for addressing envelopes, cards and 
broadsides from your list; and for multigraphing and 
filling-in form letters. Prices quoted upon application. 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 


a Ge sr 
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Allith 





like Allith hangers—are always 
on the track. They speed up sales 
by reducing the time needed for 
each sale. They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 
prices and information by first 
mail. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 


ROLLING LADDERS. 








TOOLS 


Norcross Hand Garden Cultivators 
and OUT-U-KUM Lawn Weed 
Pullers sell as soon as displayed. 
The Cultivator does three times the 
work of a hoe in a given time and 
does it easier and better. The Weed 
Puller pulls weed and entire root 
without injury to the finest lawn. 
Quick sales—good profit. 

Send for Circular and Prices. 


Manufactured only by 
C. S. NORCROSS & SONS ... |. 
BUSHNELL, ILL., U. S. A. 4 


Simplex 
Screw Jack 


Sellon S a 
[heir Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal 


Templeton, Kenly & Co. 


EST.1a9S 


Sim plex Lever Jacks, 
Pipe Pushers 
and Trench Braces 
have been famous 


Chicago, IIl.,U.S.A. for Years 





IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mase. 
New York: 151 Chambers St. Chicago: 108 W. Lake 3. 
San Francisco: 717 Market St. 














A Lively Profit-Maker for You 


The modern way to keep 
recipes is in a card file, and 
the favorite of these is the 
Polly Prim Recipe Cabinet. 
Has patented card holding 
device which _ eliminates 
handling cards with doughy 
hands. Made of steel, fin- 
ished in red, green, yellow 
or blue enamel. Polly Prim 
retails at $1.00. It is an easy 
seller because of its useful- 
ness and because it is na- 
Finished in tionally advertised. Write 
for details and prices. 


Popular Colors 
PATENT NOVELTY CO., INC., Fulton, Ill. 





A BIG 
SELLER 
RIGHT NOW 
when ventilation 
without draft is 


Nee ae . essential 
Wurldsbest NTILATO 
VENTILATORS 
A profitable item for dealers. Appearance and sturdiness 
attract buyers. Made of all-metal, finished in olive green 
baked enamel. So constructed that it keeps out rain and 
snow. Built-in bronze wire screen excludes dirt and dust. 


Nationally advertised. Order through your jobber or 
direct. 


ALLWEATHER VENTILATOR CO., Inc. 
452 Lexington Avenue New York City 





1. SOLDE RAL 


REAL METAL Solder 
(al in Paste Form— 
= Packed in 
Collapsible 


Greatest Soldering Convenience 
Ever Invented. 

Every Electrical Connection 
orIntricate Job Needs ~ 
SOLDERALL 


* THE SOLDERALL CO.,Newark,N.J. 











Carries the Plumber’s Burden 
Because It “Shoulders” Heavy Loads 


Real black harness 
leather. Adjustable 
shoulder straps, 
well padded. Two 
straps around bag 
for extra strength. 
Lockstitched. 


Also Masons’ tool 
bags, rolls, golf 
bags, brief cases. 
Send for prices. 


1847 N. Ashland 


LENDZION LEATHER Goons Co. 1347 Assi 























232 HARDWARE AGE for FEBRUARY 7, 1929 








Classified Opportunities 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 
Hardware Age, Goat Oppor- 





Set Solid, Minimum of 5 lines. 
Each additional line 
All Capitals, Minimum of 5 lines.. 4. 


Each additional line 4 insertions, 


Average 10 words to a line 
Allow One Line for Keyed Address 
Samples of merchandise, literature, i ee > sons 





Remittance Must Accompany Order 


iring more than ordinary reforwarding postage should not 
to box numbers. 





tunities, 239 West 39th St., ew 
ity 


Discounts for Classified Advertising York C 
10% <; 8 insertions, 15%, 
°o 





Harpware AGe is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 








BUSINESS OPPORTUNITIES 





TO THE MANUFACTURER—We are always in the market for quan- 
tity lots of seconds, discontinued numbers, close outs, etc., in Mechanics’ 
Tools, Hardware and kindred lines, send samples and quote lowest prices. 
CHAS. WEILAND, Inc., Wholesale Hardware, 147-149 Chambers St., 
New York City, N. Y 





POSITIONS WANTED 


HARDWARE MAN, EXPERIENCED in buying and store manage- 
ment. Now employed, desires to make a change. Can furnish best of ret- 
erences. Address Box 1-250, care of HArpwAre AGE, New York City. 








SALES ACCOUNTS WANTED 





“FOR SALE—A GOOD CLEAN STOCK OF HARDWARE, Plumbing 
and Tin S In connection will sell hardware stock separate if desired. 


Stock invoicing around $20,000, doing a nice business, best location in 
Crestline, Ohio. Located at the junction of the main lines of Penna. & 
New York Central Railroads, also on Lincoln Highway. Address E. 


WEAVER, Crestline, Ohio. 


PATCHOGUE, L. I.—Shopping center for 25,000 population. Store 
and five-room apartment for rent on Main St. Ideal for Hardware 
and Housefurnishing tg ad store. None now in town. Rent reasonable. 


Box 506, Patchogue, L 








EXPERIENCED SALESMAN CALLING ON principal jobbers and 
retailers in New York State, Ohio, and Pennsylvania would like to hear 
from manufacturer desiring representation on commission basis. Ad- 
dress Box 1-248, care of HArpware AGE, New York. 





REPRESENTATIVE, desires one or two ad- 
Territory covered, Penn., 
Address 


MANUFACTURERS’ 
ditional lines from reputable manufacturers. 
New Jersey, Delaware, Maryland and District of Columbia. 
Box 1-236, care of HArowarr AcE, New York. 





tools, etc., in Illinois, 


FOR SALE—$14,000 Stock of Shelf Hardware, 
Address Box 


in a town of 70,060, choice location, established 20 vears. 
1-254, care of Harpware Ace, New York. 


MANUFACTURERS WISHING A_ REAL LIVE REPRESENTA- 
TION in Detroit and Michigan, for Factories and Retail trade, write, 
CALLAN, JEYNES & CALLAN SALES CU., 2214 Livernois Ave., 
Detroit, Mich. 








HELP WANTED 


WANTED—YOUNG MAN ABOUT 25 YEARS OLD with hardware 
and mill supply experience for telephone order and sales work. Prefer man 
with technical knowledge of merchandise as a whole, as well as sales expe 
rience, located southeastern Wisconsin. Renly confidential, BOX 1-252, 
care of Harpware AcE, New York City. 











Trade to sell our 
Commission has’s. 
PRODUCTS CO., 


WANTED —Salesmen calling on Retail Hardware 
line of Tool Racks. Rubbish Burners and Cappers. 
Write for proposition. GRAND RAPIDS WIRE 
corner First and Front, Grand Rapids, Mich. 





MALE HELP WANTED—Hardware buyer to specialize on tools from 
$1.00 up. Successful retail store experience necessary. P. O. Box 3, 
H A, Madison Square Station, New York. 


POSITIONS WANTED 


BUSINESS GETTING SALESMAN well known in wholesale and 
retail hardware trade in New England. New York, New Jersey. Hudson 
Valley, has loyal following among rated buyers. Familiar with house- 
furnishing, woodenware, electrical appliances. Owns auto. Ste 
commission. Solicits inquiries from factories direct. Laie Box 1-232 
care of Harpware Acz, New York. 








SALES REPRESENTATIVES WANTED 








YOUNG MAN 36 years old, 15 years’ wholesale and retail hardware 
experience in large New York organization is available for opening with 
well established retail business within 100 miles of New York, as store 
manager or assistant to owner. In position to invest satisfactory amount 
in growing business. Best of references can be furnished. Address Box 
1-253. care of Harpware Ace, New York. 


I HAVE SEVERED MY CONNECTION with Schlage Lock Co., 
whom I have represented in Cleveland and northern Ohio with fifteen 
years’ experience in this territory. I am now open for position with manu- 
facturer of similar line of builders’ hardware or hardware _ specialties. 
care of Harpware Ace, 1362 Hanna Bldg., 





Address Box 1-251, 
land, Ohio. 


Cleve- 





WANTED—EXPERIENCED COMMISSION SALESMEN calling 
on hardware jobbers, lumber trade, wholesale paper and seed houses 
especially in issouri, Kansas, Tennessee, Kentucky and other points 
also to sell SUN-TEX. A weatherproof textile product admitting sun rays. 
For storm doors and windows. Also used in poultry industry. Large 
volume established. Give references and state present line with appli: 
cation. ALLEN BROTHERS, Inc., Omaha. Nebraska. 


MANUFACTURERS of full line of household specialties want local 
representatives in all important cities to handle line on commission. De- 
deg houses, premium concerns are all big users. State experience, 
ines handled, and territory covered. We want none but those who can 
“make a” For such our proposition is an excellent one. Address 
oe care of HARDWARE Ace, New York. 


SALESMEN—CALLING ON THE BETTER CLASS’ RETAIL 
STORES, in New England States, New Jersey and Pennsylvania, with 
lines other than Tools. Ours is a new way of merchandising a staple tool 
item. Full commission on initial and mail repeat orders. Advise terri- 
tory covered. Address Box 1-249, care of Harpware Ace, New York City. 


WE HAVE BY CHANCE A DEVELOPED TERRITORY open in 
Metropolitan District for a live salesman who can sell goods, not an 
order taker, for a popular and low priced jobber, handling a complete line 
of Builders’ Hardware and Tools. Exceptional opportunity for the right 
man. Address Box I-239, care of Harpware AGE, New York. 


AN OLD ESTABLISHED MANUFACTURER OF COASTER 
WAGONS is looking for salesmen for the states of Iowa, Minnesota, Mis- 
souri, Indiana and Michigan. We offer first class merchandise, straight 
commission, and exclusive territory. Kindly give full particulars in 
application. Address Box 1-237, care of Harpware Ace, New York. 


COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acre, New York City. 


WANTED—EXPERIENCED SALESMAN calling on Hardware 
trade in Michigan, Ohio and Indiana, to sell wire fence and wire prod- 
ucts on commission basis. Good opportunity. Address Box I-244, care 
of Harpware Acz, New York. 


























———[—[—[—[—[—[—=—={————— == 





Are You Looking for 
REAL Sales Representatives? 








The Classified Opportunities Section of Hardware 
Age is read every week by the kind of men you 
want to get in touch with. 


It costs little to tell them your story. 




















HARDWARE AGE for FEBRUARY 7, 1929 


233 











tunities. 


Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 


hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 


‘‘Classified Opportunities Section”’ 


“go” to find these oppor- 











top in 


We will be glad to help you 
with your sales problems. 





239 W. 39th St, 
New York City 


REZNOR ORTHORAY 


Send for CATALOG 


A Marvelous Development in 
GAS HEATING 
BACKED by the famous Reznor 
guarantee. Sold for you by 
the big continued intensive national 
advertising program. Reznor is 
the world’s most complete line of 
Gas Heaters. 





| Hardware Age, 













ea 







REZNOR MFG.CO 


an 
- 8 Oe ee ad 


Wd 








MASTER BAKE POT 


e HARDWARE MERCHANTS! 
Women want this 
greatly improved 


Kitchen Utensil @ 

Show the MASTER BAKE POT and 

you'll sell it! Explain how it bakes 

and roasts food right over the open 

flame—how it effects an amazing sav- 
ing in fuel. The MASTER BAKE POT is _ nationally 
advertised in Good Housekeeping, Ladies’ Home Journal 
and Saturday Evening Post, which have a combined cir- 
culation of more than 6,900,000. Hundreds of your cus- 
tomers read these magazines. 


Write or wire for complete details. 


MASTER BAKE POT CO. Bloomfield, N. J. 











means 
glass 
insurance 


: FASY FINGER 
{ “~ REST HANDLE 


10N6 LIFE 


WHEEL AND 
REACH 
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THE ADVERTISERS INDEX is published as a convenience and not as s part of the advertising contract. very care will be taken to index correctly. 
No allowances will be made for errors or failure to insert. 















































































A Binir: Mig, Co...ssscccecesass — D Gierling, Eel ..22000c0000-.- — 
4 Ace Hardware Mfg. Corp...... __ | Blaisdell Pencil Co............ 204 | Daisy Mfg. Co....s.ccccccecs . —| Gilbert & Bennett Mfg. Co..... 50 
Down Bloat 0.6 ooesece bein 190 | Bluffton Saw Cutter Co....... 212 | Day Fan Elec. Co..........-- — | Gilbert Clock Co., Wm. L..... 199 
Acme White Lead & Color Bommer Spring Hinge Co..... 79 | Dazey Churn & Mfg. Co......- __ | Gillette Safety Razor Co....... -- 
DN a CELL Db epen ee ewe a @ ane Mester 656., 0. Wisss<cexesves —|De Laval Separator Co....... 77 | Globe Vacuum Bottle Co....... 226 
Addison-Leslie Co. ........... 225 | Boston Varnish Co...........- gO re eee — | Gold Medal Folding Furniture 
DE AO. Soe sdrcascensane 47 | Boston Woyen Hose & Rubber SS ea ee 27 CO, cece eee eeeeeeeeeecenees 19-20 
Alliance Mfg. Co..........00- 28 L.< vbeessesbesamaseneen a ~Ipisek Tewh & Mile. Ca.... te: Good Housekeeping .......... 43 
Allith-Prouty Co. ...........-- 231 | Bowen Products Co........++++ 221 ee Gootell-Pratt. Go ekscnsceers _— 
Allwcather Ventilator Co....... 231 | Brach Mfg. Co., L. S........ 231 Diamond Calk & Horseshoe Co.. 230 Goodrich Rubber Co., B. F., The — 
Altorfer Bros. Co............. __ | Brainerd Mfg. Co. .........-. 224 SESS ae 35 Grand Rapids Hardware Co... — 
Aluminum Prods. Co.......... 207 | Bridgeport Screw hiss 04 ses 227 ES ee ee __ | Graff-Underwood Co. ........-. - 
Aluminum Wares Association... 42 | Bright Star Battery Co........ — | ison & Gene? fae. Haxy.. — Green-Case, Ine. ..ecccsccoess —_ 
American Chain Co........... 184 | Brown & Sharpe Mfg. Co...... 52 Reis Gealide Ca. Sent... 28 ee eS RS sg aebasusewe ss — 
American Flyer Co............ ces 4 rede Ce..g.0n0 00056000202 = re ere ae 236 Greenfield Tap & Die Corp... — 
American Fork & Hoe Co.... 63 | Buffalo Wire Works Co., Inc.. 34 i Mi __ | Greenlee Tool Co............. — 
American Gas Machine Co..... __ | Bunting System, The.......... —  e at Cree TEER: Dieses cascgsss ZS 
American Handle Co........... 36 Burgess Battery Co.........-- ~ | Duluth Show Case Co......... _ 
American Mutual Liability In- Marley & Winter Pettery Co... 255 Du Pont de Nemours & Co., H 
ae ee — | Burton Boston Brush Co....... ahs By Es. Gaewed ecb veebesoesses — | Hamilton Beach Mfg. Co...... aaa 
American National Co......... ‘a Cc E Harrington Cutlery Co......... 195 
American Ring Co............- 209 Hatfield Rubber Works, Inc... — 
American Saw & Mfg. Co...... —| Caldwell Mfg. Co........+-+-. a) bee etic ae a1 | wictter & Co, W. C....2.50..: 227 
American Screw Co........... —|Carborundum Co. ..... reese sa | petites Lead €e..-...... ~ Senckels, Inc, J. A... ..6.04.: 194 
American Sheet & Tin Plate Co. —| Carolus Mfg. Co...........+++ te FN RR ove nsasecores ~~ | Hercules Powder Co..........- -- 
American Steel & Wire Co.... 59 | Chain Products Co..........-- o~ | ames Tet Ble. Ce.....-- — | Herschel Mfg. Co., R...,....-- bs 
Ameticonn Teleshone & Tele Chase Brass & Copper Co..... — | Eclipse Machine Co........... — | Hibbard, Spencer, Bartlett & Co. 94 
ES Se en 76 | Cheney & Sons, S............. 194 | Edison Elec. Appliance Ca.-.. —| tn & Co.............00.55. 53 
American Thermos Bottle Co., Chevrolet Motor Co.........+.+ — | Edison Lamp Works of General Holmes Products, Inc......... es 
~ eg ca apie = Sree no ae gaa AL eae ee ee, 

a Holzindustrie Stadtilm ........ 228 
sect agate ~~ | Chicago Roller Skate Co....... ee ase ae Wee Sr gas eS Se eey LEER EE oe = 
Ames Shovel & Tool Co....... —| Chicago Solder Co.......4..045 Fein ghtinggeellacanallndaaiaiaaianae xe, aE ay ae q 
Animal Trap Co. of America... — Chleage Soriag Wleae Co...... 45 our eee ry 229 Site Mie. er ke _ 
Anti-Borax Compound Co...... | Chromium Engineering Corp.... — Electric Sprayit Co., Inc....... i Horton Mig. ti i? 25 
Apex Stamping Co...........- a fs ee oe. ee 223 Evansville Tool Works........ 187 atest. 0 Span Fa ; 

Frmceetens Ca, 2 .B...¢.. 000% -- 
Arcade Mfg. Co......4....... 177 | Clayton & Lambert Mfg. Co... — | Everedy Co. The.........++. 10-11 ee edie Me g 
Lit oo ere soes gga mele 5) Clemson Bros., Inc......++---. ne F Re AB sscdscesesxeess- 14 
rsa maa hacia. yet Cleveland a may Inc....... cae F. & N. Lawn Mower Co., The —]| Hurley Machine Co........... — 
ih Rik Mii. «<5... 0. 87 Cleveland Wire Spring Co..... 2: , Fairbanks WR ccs stewsacxsene — | Hygrade Lamp Co..........+0- — 
Yar Cleve-Way Mfg. Co..........- — | Fairbanks, Morse & Co....... _ 
Cee BE Gi Fs scdawvesscds 185 Fairmount Tool & Forging Co. 210 T 
B Coldwell Lawn Mower Co..... 83 | Fate-Root-Heath Co. .........+ 61 | Imperial Bit & Snap Co...... 216 
oneaens Ce, Tee We Wiese 208 | Coleman Lamp & Stove Co..... 39 | Fauttiess Caster Co. ......«0- 8) eetecitins' tk Ge 5c... <3 88 
NE RSs cect pceccn oe 219 | Columbian Rope Co............ 165 | Federal Enam. & iene. Co...; Peete, Mattes Mt Ge...... 213 
Banks Steel Post Co........... — | Columbian Vise & Mfg. Co.... —| Federal Washboard Co., The... 228 | Indiana Steel & Wire Co...... 7 
Barney & Berry, Inc.......... — | Conestoga Corp. .......++.+--- 220 | Fitzgerald Mfg. Co., The...... — I Sesscet Wased Us..<......+- aa 
ek — | Congoleum-Nairn, Inc. ....... — | Flexible Steel Lacing Co...... — | tasernationsl Conibustion Ter & 
Bassick Co. ..............000- 67 | Conlon Corporation .......... ~ pwesibemg Big. Ce... ssccsccs 229 Chath. CO. ci eeaccnccevieess 9 
Beardsley & Wolcott Mfg. Co... —J| Consolidated Electric Lamp Co. — Foster Bolt & Nut Co......... — | International Nickel Co........ 58 
Beckwith Co., Inc............. 22 | Continental Screen Co......... 23) Weante Mille Was sss ass oes oe 5: Piesatinnnt (Stver “ibs. 666... 2 
OE A besides iecks 212 | Cook’s Sons, Inc., Adam...... 211 Freed-Eisemann Radio Corp..... — | International Toy Corp........ = 
Beisser Key Machine Co....... — | Cook Company, H. C.......... 190 | pach Wattery Go..e.sss.-. 57 (National Wood Process) 
Belfonte Steel & Wire Co...... —| Corbin Cabinet Lock Co....... 217 | Freshman ee __ | Irwin Auger Bit Co........... _ 
ty © ee ee Dee Cs oe is scp es acawes -— RE So TES Bins Saeed sans oe 
a Per rere — | Corbin Screw Corp........+++: 224 G POU WOKS: idan ditesttces -- 
Bergman Tool & Mfg. Co..... Se a > a er =~ | Gardella Mfg. Co......cccccce 210 
Berns Ca., Tuc., Otto.......... 228 | Cortland Grinding Wheels Corp. 183 | Gates Rubber Co., The....... a J 
Bethlehem Steel Co..........- 54 | Crescent Tool Co..... ithemnee 72 | Gendron Wheel Co............ — | Jennings Mfg. Co, Russell.... 230 
Billings & Spencer Co......... —|Cronk & Carrier Mfg. Co..... 203 | General Fireproofing Co. ..... — | Tohaneson, Wales & Sparre, Inc. — 
Birtman Electric Co........... —| Crown Cork & Seal Co........ — | General Wheelbarrow Co...... 55-56 | Johnson Arms & Cycle Works, 
bewew Cyclone Fence Co............. Geneva’ Mig. C6..000ccsccseces PT ere He 
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THE ADVERTISERS INDEX is 


hi shed 
a 


a fence and not as @ pert of the advertising contra 
No allowances will be made for errors or failure to insert. 


Every care will be taken to index cerrectly. 





K 
Kelly Axe & Tool Co......... 40-41 
Keuffel & Esser Co........... 
Keystone Mie, Ca..,.-6...cc%, 
Keystone Steel & Wire Co..... 
Kilborn & Bishop Co......... 
5 
ee ere 
Kohler Die & Specialty Co..... 
Kokomo Stamped Metal Co..... 
Sa Rc didn kcs sacens 


214 


190 
21 


Lamson & Goodnow Mfg. Co... 
Lamson & Sessions Co......... 
Landers, Frary & Clark....... 
Landreth Seed Co., D......... 
Lendzion Leather Goods Co..... 
Letellier Laboratories, Inc..... 
Libbey-Owens Sheet Glass Co.. 
Lionel Corp. 
Liquid Veneer 
EUS Se ice ecb yscey 
Lowell Specialty Co........... 
Lucas & Co., Inc., John...... 
Fe De eee 


231 


M 
McDougall-Butler Co., 
McKinney Mfg. 
Malleable Iron Fittings........ 
Mansfield Tire & Rubber Co... 
Martin-Senour Co. 
Martin Varnish Co............ 
Marvel Rock Mfg. Co........ 
Master Bake Pot Co.......... 
Master Plier Corp...........- 
Mattatuck Mfg. Co............ 
Maydole Hammer Co., D...... 
Meisselbach Mfg. Co., A. F... 
cE Ee eer eee 
Metalcraft Corp. .....cccees oe 
Metal Ware Corp. 
ee eee 
Milwaukee Circulating Pump Co. 
Mit-Shel Stamping Mfg. Co... 
Moore Push Pin Co........ ose 
Morrill, Tnic., Chas.....0000006 
Morse Twist Drill & Machine 


Cr 


222 


169 
SSC sceeee eeeaeis 7 
195 

66 


wn 


Muralo Co. 
Murphy’s Sons Co., Robert.... 
Murphy Varnish Co........... 


Myers & Brothers Co., F. E. 


46, 230 


N 
National Carbon Co........... 6 
National Enameling & Stamping 


National Lamp Works of Gen- 


Oe. MO ca vein vewes ets _ 
FOES COE CB o%s 6 ocakcscese _ 
means «(BM fe, CO... sc veccses 167 
Nelson Mfg. Co., Inc., L. R... 17 
New Delphos Mfg. Co......... 34 
New Jersey Zinc Company.... — 
New York Wire Cloth Co...... 81 
Nicholson File Co......cccccee 86 
Nilco Lamp Works, Inc....... — 
Nae Te: Cote. ves ccsecus -- 
Norcross & Sons, C. S........ 231 
North Bros. Mig: Cois.s..0.5. 226 

Oo 
O-Cedar Corporation ......... —_— 
Octigan Forge & Mfg. Co..... — 
Oliver Iron & Steel Corp...... 171 
Oneida Community, Ltd........ — 
One Minute Mfg. Co.......... - 
ESIC: FERIO CO i a 6's 0:0 8-0 sae om 193 
oe a 3: 12 
CONeRs TOG Obi vies 5 ciessc ose 30 
P 
Page Steel & Wire Co......... 65 
PU GO Sec ca ss cvccecsvuvs _— 
Palm Fechteler & Co.......... — 
Parker-Regan Corp. .......... ~— 
Patent Novelty: Cosi ccs occ 231 
Peck, Stow & Wilcox Co....... 64 
Peerless Elec. Co.....ccccsece _ 
Peerless Handcuff Co.......... 230 
Penn & Atlantic Seaboard Hdwe. 
pS ere iar Pir cies — 
Penn. Lawn Mower Works.... 71 
Perfection Stove Co., Inc...... -- 
Peters Cartridge Co........... 24 
OE BEN Oi sk evr cores 229 
Philadelphia Lawn Mower Co... 31 
gee re Sree 193 
Pioneer Pole & Shaft Co....... -_ 
Pittsburgh Plate Glass Co...., _ 
Pittsburgh Steel Co........... 68 
SI RUE Siew ese tcicetaunse => 
Plumb, Inc., Fayette R....... -- 
Plymouth Rubber Co........... —_ 
Popular Science Monthly...... —_ 
Pratt & Lambert, Inc.......... 69 
Premax Products, Inc......... —_ 
Progressive Mfg. To........... 82 
WIG Mls DEG isch dy onguw ence _— 
Partan. Sp Coisscisccccces — 
Pyrene Mfg. Co......... Pee _ 
Pyrex Sales Division.......... _ 
R 
Reading Tron Co.....ccceccece _ 
Reed & Prince Mfg. Co....... _ 


Remington Arms Co., Inc..37-38, 159 








Remington Cash Register Co., 


MM! <tuns0 en heave dakeas es -- 
Remington-Rand Co. ......... -- 
Reynolds Wire Co.....:..cc0ce 33 
ay ged oS a eee 233 
Richards-Wilcox Mfg. Co...... 161 
Richland Rubber Co........... _- 
Rite Hdwe. & Mfg. Corp..... 221 
merean Co, Oseat Coeiisiciesse _ 
Robertson, Arthur R.......:.. — 
Rock Island Stove Co......... _— 
Rose & Brothers, Wm......... 181 
By SM INU Casb0os 6 i c0saes 195 
Rupy Chemical Co...........+ 228 
MM ME Ca sicit sc ckcivices:s = 
Russell, Burdsall & Ward Bolt 

Mey OMe Eves ctor ence ee ance 18 
Russell Cutlery Co., John..... — 
Rutland Fire Clay Co......... 179 

S 
Sacks, Ime., LOGS. 6 s.<s0c0000s4 236 
Samson Cordage Works....... 80 
Sand’s Level & Tool Co........ 237 
Saper CO ERGs css sceceiens 9 
RD OE Ce asic 8:6:0:6:00 6:0 188-189 
SOE MES pata sacenceeesc — 
Schatz Mfg. Co......... eats 226 
Schrade Cutlery Co.......... 193 
Segal Lock & Hardware Co.... — 
Shapleigh Hardware Co....... 238 
Shelby Spring Hinge Co...... — 
Sherman Mfg. Co., H. B..... 205 
Sherwin-Williiams Co. ........ ~ 
Showearder, Inc. ...6sscccses > 
Sidway-Topliff Co. ........... — 
SUVGl TARO COlesccccctencss3's 228 
Simonds Saw & Steel Co....... 163 
Simonds-Worden-White Co..... 227 
Simonsen Iron Works ........ ~~ 
Simplex Flux & Solder Co.... — 
BMW SES 6 ve vcekeseseces ss 200 
Smith & Co., Inc., D. B...... — 
Smith, Inc., Landon P......... 233 
Smith & Sons, Inc., Seymour... 195 
OO EN CO is cas escesess o 
SN NURUO GE bcs kes steed cee 215 
Stamtard Oil of N. Ji... — 
DEeete CON COi..cccccess> 221 
MOMENT WOOEED. oc aces nvcecnies 90 
entree CO, Ls. Sis cccssins se 89 
Stover Mfg. & Engine Co..... 35 
Strattom Migs COieccsccccscae a 
Studebaker Corp. of America... — 
T 
TOE TR GE. oe vcd cvccseee —_— 
Oy MINS OMG ies bo tiaesveo0s — 
Technical Glass Co., Inc....... 212 


Templeton, Kenly & Co., 





Metal Wheel Co....... 


Toledo 


Toledo Wheelbarrow Co....... 227 
Ne INA COs s.o5s ccc cccuss 216 
gy A RR, 3°, ee eee 78 
By eC ee “= 
Tubular Rivet & Stud Co..... -- 
Tucker Duck & Rubber Co.... 
U 

Union Fork & Hoe Co......... 16 
Union Hardware Co.........-. 13 
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BLUE BIRDS: 


A Fast Selling, Profitable Line of Drop 
Forged, High Quality Tools for Resale at 
Popular Prices 


OZ Zc 


Reg. U. 8S. Pat. Off. 


The “Trade Mark” is 
a guarantee of satis- 
factory service 


ROSS 2=>E0Q B= 
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TINNERS’ SNIFS 


STRAIGHT OR COMBINATION PATTERN. 


All Bluebird Tools Are Highly Finished and Attractively 
Packed—-Handles Royal Blue 


Ask Your Jobber or Write for Catalog 


BERGMAN TOOL MFG. CO. 
BUFFALO, N. Y., U. S. A. 


STAR HEEL PLATES 
“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 


IAN 
of STAR” ) 


TAU 


These illustrations are 4 size. 
STAR HEEL PLATE CO. 
LOUIS SACKS, Ine. 
Newark, N. J. 








REFILLS: 
D 19 Assort- 
=i ment: Packed 
¥ gross sets: 


DOMES of SILENCE 


are Nationally Advertised 


Being nationally advertised and well known 
makes them quick sellers. You're sure of a 
good profit. also. 
Ask your Jobber for Genuine 
Domes of Silence and look 
for the name inside of each 
dome. 


If your Jobber cannot sup- 
ply you—write us direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street, New York City 








Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 

with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 
There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 
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LEVEL & TOOL CO. 


We've been telling you about the absolute ac- 
curacy of Sand’s Levels. 


We've stressed the numerous inspections and 
tests made on Brown and Sharpe straight 
edges. 


We’ve emphasized the full vision which Sand’s 
Levels afford from all angles; the good, clear 
glass used; the easily read, protected vials; the 
waterproof finish on all wood levels; the final 
inspection given each level on the day of ship- 
ment, etc., etc. 


Now comes balance. All Sand’s Levels are 
perfectly balanced. This balance is just as 
essential in a level as in a trowel and Sand’s 
recognizes this fact. Sand’s Levels are right 
in every way. They sell on merit and repeat 
on performance. 


Sand’s products are consistently and nation- 
ally advertised in the Consumer Publications, 
such as, “Bricklayer, Mason and Plasterer,” the 
“Carpenter” and the “Plasterer,” bringing the 
attention of three-quarter million potential 
users monthly to Sand’s Levels, Plumbs and 
Tools. Keep stocked. Order from your jobber. 


Sand’s Level & Tool Co. 


8629-37 Gratiot Ave., Detroit, Mich. 


Sole Manufacturers and Distributors of Sand’s-Stevens Line Levels 


ands Levels. Plumbs & Ioals 


Sands Levels Tell the Truth 
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